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APEX WASH-A-MATICS AND DRYERS 
NOW PRICED WELL UNDER °200! © 


Four perfectly matched, step-up laundry 
pairs enable you to earn full-profit 
dollars, not starvation pennies 





With prices starting well under $200, you can now 
offer every customer—regardless of size of house- 
hold budget—all the advantages of owning the 
incomparable Apex WasH+A+MATic and the Apex 


Automatic Clothes Dryer! 


Every Wasn+A+Martic has the miracle Fibre-Glass 
Spiral Tub Agitator with exclusive “no wear” 
fluff-washing —the newest, most 
advanced method of cleaning 





modern, man-made miracle 





fabrics. And every Apex Auto- 
matic Dryer gives you “push- 
button sunshine” for safe, fast, 


perfect drying results every time! 


Here's the line that’s packed with 
demonstrable, salable features 

the line that’s perfect for profit 
able step-up selling, tailor-made 
for capturing mass market sales! 








© 


Apex Fibre-Glass 
Spiral Tub Agitator 

world’s largest—has 
more than twice the 
washing surface of 
ordinary agitators! 




































WASH-+A+MATIC Custom Model 6010 
Automatic Dryer Custom Model 7010 













WASH-+A>MATIC Standard Model 6014 
Automatic Dryer Standard Model 7014 


PLUS 


THE HOTTEST 
HOME CLEANER 
SALES PROGRAM 
IN YEARS! 


WASH+A+MATIC De luxe Mode! 601) 
Automatic Dryer De luxe Model 7011 


PLUS 


THE GREATEST 
WRINGER WASHER 
DEVELOPMENT SINCE 
THE ROUND TUB AND 
THE POWER WRINGER! 


THE APEX ELECTRICAL MANUFACTURING CO. - 


WASH-A+MATIC Budget Model 6015 
Automatic Dryer Budget Model 7015 


PLUS 


OTHER NEW 
PRODUCTS AND 
PROMOTIONS TO 
HELP BUILD SALES! 
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WESTINGHOUSE FRANCHISED RETAILERS 


New Westinghouse 
DEEP DOOR freezers 


The Line with the Year's 
Biggest Sales Feature... 


MORE UP FRONT STORAGE! 


Count on it! This year, Westinghouse Franchised Retailers will get a bigger slice 
than ever of the expanding home freezer business. And no wonder! They're 
exploiting 1955's biggest sales feature ... MORE UP FRONT STORAGE. 





















Automatic Juice Can Dispenser holds 
25 cans, releases them one at a time. 


Here’s a dramatic sales story that virtually tells itself. Customers can see the 
extra convenience. Open the door and there’s 490 Ibs. of food right at their finger tips 

. 107 food packages in the amazing new DEEP DOOR alone! Prospects get the 
idea fast—no hunting, no digging for food, everything's within easy reach. 





And there’s more sales power built into those big, roomy storage compartments. “See-Through” Inner Doors serve as 
They're equipped with handy “SEE-THROUGH” inner doors. Foods aren't just handy loading and arranging shelves. 
easy to see, they're easy to get/ Just lower the door and it’s a convenient loading 
and unloading shelf. 


There are other big visual differences in these new Westinghouse Freezers. 
Features like the Automatic Juice Can Dispenser that holds 25 cans, releases them 
one at a time... the Ice Cream Keeper that conditions 
up to 142 gals. of ice cream for easy serving . . . the Roll-Out 
Storage Drawer that provides “top loading” fee bulky pack- 
ages. As for sizes—Westinghouse Home Freezers come in 
three popular capacities, 11.5 cu. ft., 14 cu. ft. and 18 cu. ft. 





Shelves in door adjust up and down, 
“Pak-Loks” hold cartons in place. 


If you are interested in joining the ranks of successful Westinghouse 
Retailers, we suggest you write today to Dept.M-7, Westinghouse 
Electric Corporation, Mansfield, Ohio, requesting a presentation of 
“The Westinghouse Story”. 





° W 4 oll-Out sha e Drawer aii 
you CAN BE SURE oo AF ITS estinghouse "tho heen” ies bulky Bienen 





Visit our new Showrooms, Space 11122, Chicago Merchandise Mart, during the Summer Market, June 20-30. 


uuu 
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THE TRUTH 
ABOUT 
FREEZER-FOOD 
PLANS! ot 


Ask Your 















Distributor 


About The Profitable 1955 Freezer Program 


rr 4 
995 — Quin Golden Ouniversary - = 
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Business Quick-Check 





SALES, appliances, radio-TV ($millions at retail) 










THE YEAR 
SO FAR 
("55 vs. '54) 


2.2% OFF 





Latest 
Month 


Preceding Year 
Month Ago 


340 314 326 





DEBT consumers owe on appl.-radio-TV ($millions) 


280 286 276 1.8% BIGGER 














FAILURES of appl.-radio-TV dealers 36 42 48 18.8% FEWER 
RETAIL SALES total ($billions) 15.1 14.8 13.9 8.0% UP 
DEPT. STORE sales index (1947-'49 = 100) 119 113 111 6.7% UP 
PERSONAL INCOME annual rate ($billions) 294.2 292.4 285.0 2.7% UP 

















LIVING COST index (1947-'49 = 100) 114.3 114.3 114.8 0.6% DOWN 
SAVINGS of consumers, annual rate ($billions) 18.5 18.2 21.8 15.1% DOWN 
HOUSING starts (thousands) 117.0 90.0 95.2 24.8% UP 
AUTO output (thousands) 754.1 794.2 533.5 47.2% UP 
UNEMPLOYMENT (thousands) 2,962 3,176 3,465 7.7% BETTER 





RENDS 


How’s business? 





lake a look at the tables on the following pages for a quick — and 
encouraging answer to that question. 








There are few minus signs in these tables. But there are plenty of 
whopping big gains to more than counter-balance these scattered 
losses. For the first quarter refrigerators (standard models) are up 
10 percent and automatic washers up 41 percent. Radio and 'T'V are 
comfortably ahead of last year and most housewares also show gains. 

Can this pace continue? There’s a general air of optimism among 
business forecasters right now. Almost all agree that business will 
stay good for the remainder of this year, 

Before leaving those appliance figures check the performance of 
built-in ranges. This is the first year such figures are available and 
they provide one statistic the industry has been anxious to obtain: 
built-ins now account for slightly more than six percent of total 


clectric range production. ‘That's an impressive performance for an 








item so newly arrived on the scene. (The figure might be higher yet 





if the built-in production of certain manufacturers not reporting 
to NEMA were included.) 


lhere’s little chance that all-channel sets will be exempted from 


federal excise taxes, despite the backing this proposal received from 








set makers and the Magnuson sub-committee recently 

[his communications sub-committee of the Senate commerce 
committee held an informal session with manufacturers in late 
\pril to study plans for helping UHF. Manufacturers attending 
pointed out that the average federal excise tax on a set is about $15 
and this roughly equals the cost of putting in a UHF tuner. If 
all-channel sets were exempt from the tax the manufacturers agreed 





that most sets would be built with provision for receiving both 





VHF and UHF. 


But the Magnuson committee has no authority to act on a tax 
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(Sources, in order: Dept. of Commerce, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, 
Dept. of Commerce, Bur. Labor Statistics, Council Econ, Advisors, BLS, Ward's Auto 
Reports, Census Bureau) 


matter, can only contact the finance committee with the suggestion 
for an exemption, Sub-committee members were willing to do this, 
stressing the “public interest” angle of helping out UHF but avoid 
ing any suggestion of “tax relief’ (since dozens of other industries 
would instantly make similar pleas.) 

Washington authorities regarded this as rather academic, how 
ever, since there appears to be little chance of any such excise tax 
cut being recommended by the tax committee. 

The manufacturers turned hands down on two other proposals 
(1) a voluntary agreement among themselves to make only all- 
channel sets, and (2) legislation to ban interstate shipments of 
VHF-only sets. The first move would violate anti-trust laws, they 





said, and the second is objectionable—and possibly unconstitutional 
& 


Just ahead, apparently, are synthetic detergents designed to work 
well with cold water. 








No one is sure just how tough a job it will be to sell the housewife 
on doing her laundry with cold water. 

But at least one expert thinks the job may be easier than one that 
has already been done — teaching women to use syndets that don't 
make suds. 

Detergent manufacturers point out that for some time now com 
mercial laundries have made their first “break” with cold water since 
it does a better job of dissolving blood, albumen and fruit stains 
In addition, the temperature of washing water in some homes (and 
particularly in those homes using automatics with “suds savers’’) i 
pretty tepid right now, 

(All this talk must sound strange to French washing machine 
manufacturers, who even today are faced with the necessity of 
turning out washers which can utilize boiling hot water. The French 
housewife is accustomed to seeing her clothes washed in boiling 


(Continued on page 6) 
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25% of your customers need 
a Motorola Car Radio 


(LOW AS $39.95) 






Sell them with this 
FREE display 


Plus-profits come in your door 
with the one man in four who 
doesn’t have a car radio, (Espe 
cially during the summer slack 
season — because that's when 
people want a car radio most! 

Sell them instantly with a 
Motorola Car Radio display. 
It does a complete selling job 
shows the radios, tells the 
Motorola quality story fast, 
displays the prices. All you do 
is write the sale. 

And don't pass up these quick 
extra profits because of instal 
lation. Even your greenest em 
yloyee can install the new 
Motorola 5M radio in almost 
any car with three common 
tools and 20 minutes’ time 
(While you get a dollar a min 
ute profit.) Or, you can have 
installation done through your 
Motorola distributor's Instal 
lation Depot Program. 

Want more facts? Contact 
your Motorola distributor 
right away. 


Motorola 


World's largest exclusive electronics manufacturer 


LUMATIC | 


Free floor 
display 


It's an effec 

tive, silent 

salesman. Takes leas 
than 3 feet of space 
Get it — free — with 


order of 3 radios 





ject to change without notice 





Household 


Magazine 


BALANCES 


YOUR COVERAGE 


ee od @.\ 0) 2 ed b> AO) 
2'. MILLION CIRCULATION IN 


NON-METROPOLITAN COUNTIES 


folelelon@mel-ilelaleL. mula Pee malities: 


teks im dt- iiale mel tielalet mais 


Household Magazine 
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TR E N DS continued 





water and she demands it even in a mechanical washer. The result 
is a more expensive unit which must be designed to stand up under 
the corrosive action of the boiling water.) 


Keep your eye on what happens to the food plans. 





Up to now the big question has been whether or not food plan 
merchandising could be successfully revived. 

But there are other merchandising questions which may find 
their answers in the ultimate success — or failure — of the food plan. 

For one thing, you shouldn’t underestimate the importance of 
the department store’s appearance in this field. These biz stores 
have been forced to set up hard-hitting specialty selling crews to sell 
their food plans. The success of these crews may lead department 
stores to try this technique on other products — some of them un 


doubtedly in the appliance field. The combination of department 





store prestige and the door to door technique of a good specialty 





salesman is a powerful one. If it continues working for tood plans 








it may soon be put to new uses. 





'heres one other development to keep an eye out for in thi: 
food plan business. So far most food chains have not gotten into 


this field restricted 


or if they have done so it’s been on a ver 
(Continued on page 8 


MANUFACTURERS’ SALES 





1955 1954 % 

(Units) (Units) Change 
DISHW ASHERS March 32,588 13,702 137.83 
3 Mos. 77,585 40,506 +91.54 
DRYERS, CLOTHES, Electric. March 81,424 39,526 106.00 
3Mos. 254645 147,011 73.21 
Gas March 32,074 15,270 +110.05 
3 Mos. 83,451 52,468 59.05 
FOOD WASTE DISPOSERS. . March 44,412 33,273 +33.48 
3 Mos. 122,639 87,201 + 40.64 
FREEZERS March 63,631 52,114 +22.10 
3 Mos. 181,303 151,725 +19.49 
RADIOS, HOME March 300,840 244110 + 23.24 
3 Mos. 813,792 748,209 + 8.77 
RADIOS, PORTABLE March 233,465 206,130 +13.26 
3 Mos. 389,888 350,976 +11.09 
RADIOS, CLOCK March 173,944 119,863 + 45.12 
3Meos. 490,860 385,728 +27.26 
RANGES March 130,180 115,393 +12.81 
3 Mos. 394,031 326910 +20.53 
BUILT-IN RANGES March 10,980 ne na 
3 Mes. 25,396 ne na 
REFRIGERATORS March 392,774 330,641 +18.79 
3 Mes. 1,112,546 1,008 864 +10.28 
TELEVISION March 831,156 599,606 + 38.62 
3 Mos. 2,188,252 1,447,110 +51.29 
VACUUM CLEANERS March 358,179 276,464 +29.56 
3Mos. 870,953 696,732 25.01 

WASHING MACHINES, 
Automatic & Semi March 269,141 200,534 + 34.21 
3Mes. 793,964 561,547 + 41.39 
Wringer & Spinner March 101,414 107,328 5.51 
3Mes. 287,159 291,442 1.47 


WASHERS, IRONERS, DRYERS —-Me of American Home Laundry Mins. Assn, VACUUM 

CLEANERS — industry Estimate by come ote Mirs. Assn., Radio & Television — Industry Pro- 

duction Estimate by Redio-Electonics-Television Min. Aun. All Others-NEMA Members, not 
wustry. 
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A successful contest on TV—Now a sensational business booster for you! 


Here’s a contest idea Hoover tried on network television— 
with such unqualified success that they’re passing it on to 
you! It’s the Hoover Old Cleaner Dragnet, a contest you can 
put on in your own town, centered around your own store— 
and Hoover supplies all the material you need to turn your 
Old Cleaner Dragnet into big new cleaner business! 


HERE’S ALL YOU DO: Spread the news about your 

Hoover Old Cleaner Dragnet—through news- 

papers, on radio, with handbills and on TV! 

Your customers and prospects just phone you 

the model and serial numbers of their old clean- 

ers. You pick the oldest cleaners from these 
numbers—and give gift certificates on the purchase of new 
Hoover cleaners as prizes: 


AND HERE’S WHAT HAPPENS: Everybody wins— especially you! 
Your customers get rewards for putting the finger on their 
old, beat-up cleaners—and you get a valuable list of prospects 


who confess they have an old cleaner and 


admit they’d like to own a new Hoover. oe 4 

WE TRIED HER OUT— AND SHE CAN'T MISS! 

From 6 one-minute announcements on tele- 

vision we got a response to the Hoover Old 

Cleaner Dragnet running into the tens of é 

thousands! It’s a contest that has proved we 

its popularity—and shown it can work for you! > 
GET EVERYTHING YOU NEED FROM HOOVER 
Get hold of your Hoover representative and 
nail down your promotion plans with him 
now! He has your complete Dragnet kit 
ready —posters, window streamers, news- 
paper and radio announcements—even the 
gift certificates you use as prizes. It’s a flex- 

ible program— you can bite off as much or as little as you 


care to chew. And if you aren’t yet handling Hoover, why not 
start now? See your Hoover representative, or write... 


THE HOOVER COMPANY, North Canton, Ohio 
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TRENDS continues 





basis. But the success of some of today’s food plan operators and 
the growing market for frozen foods may force some of the big 
chains to reconsider. 











Here's some revealing information on the growth of the food 
plan. 

One manufacturer is currently selling 62 percent of his freezer 
output through food plans. That's up from 50 percent in the late 
fall of 1954. 

That ratio doesn’t hold for all outlets. Of freezer sales made 
through appliance stores, only 43 percent were sold through a 
food plan. 

Of all the firm’s freezers sold through food plans, appliance store 
plans accounted for 18.5 percent, department stores for 27.5 per- 
cent, and other operations (specialists, etc.) for 54 percent. 





The current buyer's market in the automotive field can have real 
significance for the appliance dealer. 











‘Trade experts point out that buyers aren’t being forced to accept 


. * . cars loaded with extra equipment. As a result, fewer cars are coming 
helps you eliminate time - wasting through with radios installed. Several midwestern appliance dealers 
‘a report stepped-up volume in their own auto radio sales by going 
and costly service call - backs after these new car owners. 
‘These same dealers report, too, that some consumers are re 
This may be your problem —a service call on an out-of- moving the radio from their old car before they trade it in. ‘T hey 
production model . .. replacement parts are needed... your then install the old radio in the new car. End 
job, get parts that will fic right and provide your customers 
with trouble-free operation. 





The solution is simple if it’s a Whirlpool service job. 








Because Whirlpool maintains, for your use, a complete MANUFACTURERS’ SALES 
stock of Genuine Replacement Parts for all Whirlpool : ree : ae 
models up to 15 years old. They are parts made to the hg serege ne Po aval w ned Wane Gis 
same exacting specifications and high quality as the original BED COVERINGS March 22,023 11,496 +99.74 
part. They fit right, work right, last longer . . . eliminating the 3Mos. 81,027 70,203 +15.42 | 
profit-eating service call-backs of off-brand parts and pro- COFFEE MAKERS March 265,999 907866 +97.93 | 
tecting your reputation for accurate, first-time, quality service. 3Mos. 587,866 630,662 — 6.78 | 
Whenever it's 2 Whirlpool service call, remember, you're CORN POPPERS March (17,061 20,477 —1668 | 
tole i 3Mos. 61,473 76,794 —19.95 . . 
always right if you use Genuine Replacement Parts. They 
are quickly available from your authorized Whirlpool dis- DEEP FAT FRYERS March 12197 19,146 —36.99 
tributor or A.P.J.A. parts jobber. Contact him today. 3Mes. 48,478 80,827 -40.02 
HEATING PADS March 66,786 70,727 — 5.57 


3 Mos. 301,645 274,030 +10.08 


GENUINE PARTS, TO ORIGINAL HOTPLATES — DISC STOVES March 30,853 27,165 +13.58 
3 Mos. 84,746 93,573 - 9.43 

SPECIFICATIONS, ARE IN STOCK ar wai 
WHIRLPOOL FOR ALL WHIRLPOOL MODELS Standard, Automatic March 103,359 114,141 9.45 


3 Mos. 246,285 299,043 —17.64 
Steam & Steam Attachments March 296,494 273,161 + 8.54 
UP TO 15 YEARS OLD 3 Mos. 754,986 699,223 + 7.97 





e ee TOASTERS: ‘ 
' 824 97,883 +29.57 
service division Aviom March 120824 9788) 42957 
| 
WHIRLPOOL CORPORATION « St. Joseph, Michigan | Wattle trons & Sendwich Grills | 





: : (Single Units) March 3,171 4,188 —24.28 
Clyde, Ohio + Marion, Ohio + LaPorte, Indiana ayo 9419 11983 1659 
Combination Units March 48,725 30,579 + 59.34 


3 Mos. 155,507 96,667 + 60.87 
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Temperature Control of 
Top Surface Cooking 
Smash Sales Hit of 99 


be cece cose ene coms iene ei ies seuy cup teu coms coms cet conn cals sees eos eoubieegp smu ibn-anh cal uur ua une me Oe 


Every Woman Wants It! 
Greatest Traffic-builder Ever! 


You’re way ahead in electric range selling 
with this year’s models — ahead in sales 
features that are making new sales records 
everywhere. Range manufacturers are giving 
you more to sell—more to demonstrate — 
more to ring up sales and profits! Top of 
selling “hit parade” is the new, top-element 
control that senses the temperature of cooking 
foods, controls heat to end once and for all 
the mess of burned foods, boil-overs 

and charred utensils. 


Robertshaw” ELECTRIC 
“THERMAL EYE” Top-Element Control 
Prevents Over-Cooking, Protects Utensils! 


Heart of this news-making development is the 
automatic sensing device located in the center of 
top elements. It “takes the temperature” of 
cooking foods automatically — prevents over- 
cooking, saves work — no more scorched utensils. 
Sold to range manufacturers under the name 
“Thermal Eye”, you'll find this marvelous 
“built-in brain” on many of the new electric 
ranges — designed and engineered to the 
highest standard of quality by Robertshaw- 
Fulton, leading manufacturer of 

controls for appliances. 








T 
< C43 £On,, 
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me CONTEOLWS 
Robertshaw Thermostat Division * Youngwood, Pennsylvania 


TOP ELEMENT CONTROL Robertshaw-Fulton Controls (Canada) Lid., Toronto 
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MODERATE Zone: Most accessible tone 
for most-used items such as milk, cream 
juices, left overs 2 Full Width Shelves, one 
adjustable 


MODERATE.LOW Zone: A little cooler 
here. Fine for eggs, molded jellies and 
desserts. Handy, non- spill Swing't Shell 
and | Full Width Shelf 


NEAR-ZERO Lene: Lower Level Full 
Width Freez's Locker for all frozen foods 
meats, fowl and fish 50 ibs. capacity. Drop 
down door. 4 ice cube trays 


HIGH-MOIST Zone: The proper zone for 
vegetables, fruits. 2 clear, plastic Swing 
Crisp'rs “hand” you the food save stoop 
ing and hunting! 





78 years of experience and millions of satisfied customers mean you can always rely on 
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Exclusive new bibson “Market-Master” 


A BRAND NEW KIND OF REFRIGERATOR THAT OFFERS YOU: 


30% more usable refrigeration space. This 11 cu. ft. refrigerator 
has the fresh food storage space of a 15! One-third more shelf space 
lets you store one-third more fresh food. No freezer compartment. 
Exclusive Gibson Freezer shelf freezes 36 ice cubes, but not food. 
True automatic defrosting. Newest of all refrigeration systems. 
completely re-designed to cool with minimum defrosting...never 
needs your attention! 

Even cooling to keep food fresh. Newest ‘radiant’ cooling system 
flows moist, cold air evenly from top to bottom. Keeps food fresh 
longer! 

And at 20% less cost. The biggest refrigerator bargain in 1955. 
With all its deluxe features, the ‘“Market-Master”’ still costs 20°; 
less than ordinary refrigerators of the same size. And “Market- 
Master” includes: exclusive Swing’r Shelf, 2 Swing’r Crisp’rs, adjust- 
able shelves, 5 covered left-over dishes, 5 door-shelves, Butt’ry, bacon 
conditioner. PLUS...the Gibson-proved, dependable mechanism 
hermetically sealed in oil. 5 year written guarantee! 


@ 
The new (OSON Strat-A-Zone 


makes news with 4 zone temperatures! 


See these two great refrigerators—see for yourself how they make 
extra sales with features that are newsworthy! The ‘‘Market Master’’ 
all refrigerator idea is the most revolutionary idea in years, and your 
customers are being told about it with a big advertising campaign in 
Life, Better Homes & Gardens, McCall's, Successful Farming, and 
Progressive Farmer 

Find out how these two BIG NEWS refrigerators can spearhead 
your most profitable year—get the whole story from your Gibson 
Distributor! Or write, Gibson Refrigerator Company, Greenville, 
Michigan 


bibs 


Manufacturers of 
© Refrigerators 

© Electric Ranges 
© Food Freezers 

© Air Conditioners 
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Mort Farr Says... 





How Fair its 
Fair Trade? 


IIS is a touchy subject. So, | want to empha- 

size that I am writing here as Mort Farr, the 
individual appliance dealer, not as a spokesman 
for NARDA or any other dealer group. 

For a long time many dealers believed that Fair 
Trade Laws could protect them against cut-price 
competition, that they could, in fact, guarantee 
them a profit through legislation. Lately, how- 
ever, dealer sentiment has been changing. In my 
recent travels (since the Brownell committee rec- 
ommended the repeal of the McGuire act) I have 
talked with hundreds of dealers and found that 
less than half of them think that Fair Trade has 
helped them and many former Fair Trade advo- 
cates who now feel that, under present enforce- 
ment policies, the benefits have been insignificant. 
At a recent meeting in Grand Rapids 50 percent 
of several hundred retailers and all of the distribu- 
tors present voted—without any prior discussion— 
that Fair Trade had been of no benefit. 


FAIR TRADE ISN’T FAIR AT ALL. Why do 
dealers now feel this way? To begin with, not 
even a fair proportion of retail volume is in fair 
traded merchandise. It is estimated that less 
than 10% of retail business and perhaps only 
2% of the total appliance business is in Fair 

Traded merchandise. Considering that only 

about 10% of Fair Trade contracts are en- 

forced, it becomes apparent that this is not even 

a fair volume to be concerned about. It may be 

that some dealers have been leaning on a crutch 

that they do not even need. Many dealers do 
not even know which items they sell are Fair 

Traded or whether their own state has had any 

test of the legality of the law 

Let’s look at the law. How many states have 
wanted it? 

l'o function, the non-signer clause must be 
held legal in a state or Fair Trade is meaning- 
less. To date, there are 20 states where there 
have been no legal tests of the law. Seven states 
have declared the non-signer clause unconstitu- 
tional. Sixteen states have declared the clause 
constitutional and three states and the District 
of Columbia have never had any laws. This is 
hardly a fair representation of our nation and 
indicates that had Fair Trade been popular or 
performed a necessary function the law would 
have found a way to accommodate it 


HAS If BEEN ENFORCED FAIRLY? With 


hardly 10% of Fair Trade contracts entorced 
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and with some Fair Trade manufacturers even 
playing along with discount houses, it is evi 
dent that such a law is going to be difficult to 
enforce. When a law is not popular or not in 
the public interest it seems hopeless to attempt 
to force it on the American public, While it 
can be argued that Fair Trade is in the public 
interest, it would be an impossible task to edu 
cate the public to its benefits, 


ECONOMIC LAWS COME FIRST. The 


easier a product is to sell the less it costs to 
sell it. Some things, such as potatoes and ciga- 
rettes are necessities, and when people are out 
of them they will go and buy more. ‘They do 
not require much merchandising on the part 
of the retailer and, consequently, do not justify 
high margins. We have a few electric house 
wares which are in almost the same category 
They have had sufficient national and word-of 
mouth advertising so that they easily can be 
handled over the counter by clerks. When items 
become well known and accepted, retailers’ 
costs and margins will fall whether we have Fair 
Trade or not. No law can prevent it. 

However, major appliances and ‘T'V are some 
thing else again. It takes merchandising and 
specialty selling to create a market for even the 
accepted major appliances and without this 
effort low saturation items could never be 
brought to a position of acceptance. If they 
could, our whole distribution pattern might be 
changed—with manufacturers setting up their 
own retail stores in major markets so people 
could order the conveniences of their choice. 

We may find it necessary to arrange our sell- 
ing methods so that we can work on reduced 
profits on some of the demand items and work 
for larger margins on high ticket items. We 
should make money enough on refrigerators, 
washers and other accepted appliances to afford 
to promote the sale of such items as dishwash- 
ers, dryers and the new built-in appliances. No 
Fair Trade law can help us here, as the discount 
houses sell very few items for which there is 
little public demand. Discount houses have 
probably profited as much as anyone by Fair 
Trade. The very publicizing of the established 
price gives them a basis for their money saving 
appeal to the consumer. 

It would seem that major appliances and T'V 
could be more easily Fair Traded than traffic 
appliances, but we find major manufacturers 
who Fair Trade the trafic but make no attempt 
to Fair Trade majors. It is likely that, regardless 








of the fate of legislation, these companies wall 
have to take some kind of a uniform position 
on all of their merchandise, Certainly, appli 
ances carrying a serial number which must be 
registered with the factory for warranty pur- 
poses could be more easily controlled than the 
smaller appliances which are sold through mul 
tiple distributors and are less identifiable, Here 
we find the argument that because of trade-ins 
it is impractical to Fair ‘Trade major appliances 
and television. Surely, if manufacturers really 
wanted Fair Trade, they could have tried it on 
dishwashers or dryers where no trade-in problem 
has existed to date. At least we might at set 
a pattern for the future so that the low satura- 
tion items would carry sufficient margin to al- 
low the average dealer to profitably promote 
them. 

Some manufacturers who have been honest 
in their price control policy are developing 
plans to carry on their programs in the event 
that Fair Trade laws are repealed. It is my per 
sonal opinion that this will not a for some 
time, as there are still powerful groups with 
tremendous influence in Washington who are 
for Fair Trade and many of our legislators still 
favor control, 

The Federal laws may not be repealed, but 
they will be made inapplicable in some states 
and ignored in others, On the other hand, it is 
reasonably certain that a company like Magna- 
vox, which has had an effective Fair Trade 
program on ‘T'V, will continue its retail selling 
policy just as it did before any such agreements 
were signed, 


WE HAVE SOME GOOD LAWS. We might 


give some thought to using other laws long 
on the books to bring some order out of the 
chaos in our industry, Proper enforcement of 
the Robinson-Patman Act would do away with 
‘many of the abuses of co-op advertising money 
and special prices to discount houses, etc., that 
gives them lower costs than the average dealer 
commands, The Federal Trade Commission 
also has some rules that, if lived up to, could 
give our industry more of an air of respecta 
bility, Finally, if the Justice Department would 
make a decision on the validity of franchise 
agreements so that our large manufacturers 
could operate without the fear or the excuse of 
being afraid of operating in violation of anti 
trust laws, we might make some considerable 
headway in our efforts to make the appliance 
busine profitable End 
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Exclusive new bibson “Market-Master” 


A BRAND NEW KIND OF REFRIGERATOR THAT OFFERS YOU: 


30% more usable refrigeration space. This 11 cu. ft. refrigerator 
has the fresh food storage space of a 15! One-third more shelf space 
lets you store one-third more fresh food. No freezer compartment. 
Exclusive Gibson Freezer shelf freezes 36 ice cubes, but not food. 
True automatic defrosting. Newest of all refrigeration systems... 

completely re-designed to cool with minimum defrosting...never 
needs your attention! 

Even cooling to keep food fresh. Newest ‘radiant”’ cooling system 
flows moist, cold air evenly from top to bottom. Keeps food fresh 
longer! 

And at 20% less cost. The biggest refrigerator bargain in 1955. 
With all its deluxe features, the ‘‘Market-Master”’ still costs 20°; 
less than ordinary refrigerators of the same size. And “Market- 
Master” includes: exclusive Swing’r Shelf, 2 Swing’r Crisp’rs, adjust- 
able shelves, 5 covered left-over dishes, 5 door-shelves, Butt’ry, bacon 
conditioner. PLUS.. the | Gibson-proved, dependable mechanism 
hermetically sealed in oil. 5 year written guarantee! 


The new aay Strat-A-Zone 


makes news with 4 zone temperatures! 





MODERATE Lene: Most accessible zone 
for most-used items such as milk, cream 
juices, left-overs. 2 Full Width Shelves, one 
adjustable 


MODERATE.LOW Zene: A little cooler 
here. Fine for eggs, molded jellies and 
desserts. Handy, non spill Swing'r Shelf : ’ 
and | Full-Width Sheit See these two great refrigerators—see for yourself how they make 
extra sales with features that are newsworthy! The ‘Market Master” 
all refrigerator idea is the most revolutionary idea in years, and your 
customers are being told about it with a big advertising campaign in 
Life, Better Homes & Gardens, McCall's, Successful Farming, and 
Progressive Farmer 


NEAR-ZERO Lene: Lower Level Full 
Width Freez's Locker for all frozen foods 
meats, fowl and fish. 50 Ibs. capacity. Drop 
down door. 4 ice cube trays 





Find out how these two BIG NEWS refrigerators can spearhead 
your most profitable year—get the whole story from your Gibson 
Distributor! Or write, Gibson Refrigerator Company, Greenville, 
Michigan. 


HIGH-MOIST Zene: [he proper sone for 
vegetables, fruits. 2 clear, plastic Swing 
Crisp'rs “hand” you the food save stoop 
ing and hunting! 


78 years of experience and millions of satisfied customers mean you can always rely on bibso 
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© Refrigerators 

© Electric Ranges 
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© Air Conditioners 














Mort Farr Says... 





How Fair is 
Fair Trade? 


LIS is a touchy subject. So, | want to empha- 

size that | am writing here as Mort Farr, the 
individual appliance dealer, not as a spokesman 
for NARDA or any other dealer group. 

For a long time many dealers believed that Fair 
Trade Laws could protect them against cut-price 
competition, that they could, in fact, guarantee 
them a profit through legislation. Lately, how- 
ever, dealer sentiment has been changing. In my 
recent travels (since the Brownell committee rec- 
ommended the repeal of the McGuire act) I have 
talked with hundreds of dealers and found that 
less than half of them think that Fair Trade has 
helped them and many former Fair Trade advo- 
cates who now feel that, under present enforce- 
ment policies, the benefits have been insignificant. 
At a recent meeting in Grand Rapids 50 percent 
of several hundred retailers and all of the distribu- 
tors present voted—without any prior discussion— 
that Fair Trade had been of no benefit. 


FAIR TRADE ISN’T FAIR AT ALL. Why do 
dealers now feel this way? To begin with, not 
even a fair proportion of retail volume is in fair 
traded merchandise. It is estimated that less 
than 10% of retail business and perhaps only 
2% of the total appliance business is in Fair 
lraded merchandise. Considering that only 
about 10% of Fair Trade contracts are en- 
forced, it becomes apparent that this is not even 
a fair volume to be concerned about. It may be 
that some dealers have been leaning on a crutch 
that they do not even need. Many dealers do 
not even know which items they sell are Fair 
Traded or whether their own state has had any 
test of the legality of the law. 

Let’s look at the law. How many states have 
wanted it? 

lo function, the non-signer clause must be 
held legal in a state or Fair Trade is meaning 
less. To date, there are 20 states where there 
have been no legal tests of the law. Seven states 
have declared the non-signer clause unconstitu- 
tional. Sixteen states have declared the clause 
constitutional and three states and the District 
of Columbia have never had any laws. This is 
hardly a fair representation of our nation and 
indicates that had Fair Trade been popular or 
performed a necessary function the law would 
have found a way to accommodate it. 


HAS If BEEN ENFORCED FAIRLY? With 


hardly 10% of Fair Trade contracts enforced 
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and with some Fair Trade manufacturers even 
playing along with discount houses, it is evi 
dent that such a law is going to be difficult to 
enforce. When a law is not popular or not in 
the public interest it seems hopeless to attempt 
to force it on the American public. While it 
can be argued that Fair Trade is in the public 
interest, it would be an impossible task to edu 
cate the public to its benefits. 


LAWS COME FIRST. The 
easier a product is to sell the less it costs to 
sell it. Some things, such as potatoes and ciga- 
rettes are necessities, and when people are out 
of them they will go and buy more, ‘They do 
not require much merchandising on the part 
of the retailer and, consequently, do not justify 
high margins. We have a few electric house 
wares which are in almost the same category. 
They have had sufficient national and word-of 
mouth advertising so that they easily can be 
handled over the counter by clerks. When items 
become well known and accepted, retailers’ 
costs and margins will fall whether we have Fair 
Trade or not. No law can prevent it. 

However, major appliances and T'V are some 
thing else again. It takes merchandising and 
specialty selling to create a market for even the 
accepted major appliances and without this 
effort low saturation items could never be 
brought to a position of acceptance. If they 
could, our whole distribution pattern might be 
changed—with manufacturers setting up their 
own retail stores in major markets so people 
could order the conveniences of their choice. 

We may find it necessary to arrange our sell 
ing methods so that we can work on reduced 
profits on some of the demand items and work 
for larger margins on high ticket items. We 
should make money enough on refrigerators, 
washers and other accepted appliances to afford 
to promote the sale of such items as dishwash- 
ers, dryers and the new built-in appliances. No 
Fair Trade law can help us here, as the discount 
houses sell very few items for which there is 
little public demand. Discount houses have 
probably profited as much as anyone by Fair 
Trade. The very publicizing of the established 
price gives them a basis for their money saving 
appeal to the consumer. 

It would seem that major appliances and TV 
could be more easily Fair Traded than traffic 
appliances, but we find major manufacturers 
who Fair Trade the trafic but make no attempt 
to Fair Trade majors. It is likely that, regardless 





of the fate of legislation, these companies will 
have to take some kind of a uniform position 
on all of their merchandise. Certainly, appli 
ances carrying a serial number which must be 
registered with the factory for warranty pur- 
poses could be more easily controlled than the 
smaller appliances which are sold through mul 
tiple distributors and are less identifiable. Here 
we find the argument that because of trade-ins 
it is impractical to Fair ‘Trade major appliances 
and television. Surely, if manufacturers really 
wanted Fair Trade, they could have tried it on 
dishwashers or dryers where no trade-in problem 
has existed to date. At least we might love set 
a pattern for the future so that the low satura- 
tion items would carry sufficient margin to al 
low the average dealer to profitably promote 
them. 

Some manufacturers who have been honest 
in their price control policy are developing 
plans to carry on their programs in the event 
that Fair Trade laws are repealed, It is my per 
sonal opinion that this will not happen for some 
time, as there are still seneildl groups with 
tremendous influence in Washington who are 
for Fair Trade and many of our legislators still 
favor control, 

The Federal laws may not be repealed, but 
they will be made inapplicable in some states 
and ignored in others, On the other hand, it is 
reasonably certain that a company like Magna- 
vox, which has had an effective Fair Trade 
program on 'T'V, will continue its retail selling 
policy just as it did before any such agreements 
were signed 


WE HAVE SOME GOOD LAWS, We inight 


give some thought to using other laws long 
on the books to bring some order out of the 
chaos in our industry, Proper enforcement of 
the Robinson-Patman Act would do away with 
many of the abuses of co-op advertising money 
and special prices to discount houses, etc., that 
gives them lower costs than the average dealer 
commands, ‘The Federal Trade Commission 
also has some rules that, if lived up to, could 
give our industry more of an air of respecta 
bility, Finally, if the Justice Department would 
make a decision on the validity of franchise 
agreements so that our large manufacturers 
could operate without the fear or the excuse of 
being afraid of operating in violation of anti 
trust laws, we might make some considerable 
headway in our efforts to make the appliance 
business profitable Ind 
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WHITE PRODUCTS CORPORATION 
Water Heating Specialists Since 1930 


Middleville, Michigan « Division of Lamb Industries, inc 
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The National Appliance-Radio-I¥ Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors—June, 1955 


The East 





By ROBERT W. ARMSTRONG 
RS RE 


Good first quarter sales indi- 
cated by utility reports, but 
spotty conditions spoil April 
for many dealers 


HIS mixed up, crazy business 
Despite early predictions of 
near-boom business in 1955 and good 
dealer volume in January, many east- 
em retailers have been crying the 
blues ever since they got their Febru- 
ary sales reports. Yet actual sales, as 
reported by utilities, have been better 
than usual and manufacturer sales, on 
a national basis, have been uniformly 
up 
New York State dealers, for exam 
ple, didn’t do any dances in the 
streets when they reported on their 
March volume, but according to N. Y. 
State Electric & Gas Co. dealer sales 
were well up for the first quarter, 17 
percent for ranges, 30 percent for 
automatic washers, 80 percent for dry 
crs, et 
Early in May the conflict still con 
fused the picture. New England, as 
represented by reports from Boston 
ind Springfield, was doing well. So 
was upstate New York. But metro 
politan New York and Philadelphia 
merchants were anything but jubilant 
ind Washington was mixed up 


Best To Date. The best of good 
Boston, where a 
distributor leaned off his bandwagon 
to say that April was the best month 
of the year and that he expected 
even bigger things in May. “This,” he 
idded, “is unusual, since most dealers 
start tightening up in early May. Our 
indications are that dealers are feeling 
far better than a year ago and they’r 
ready to do some active buying and 
promoting.” His company is running 
ibout 20 percent ahead of last year, 
so perhaps he has good reason for 


ports comes from 
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his optimism. Everything except re 
frigerators is ahead; IV sales in April 
jumped 10 percent over 1954; ranges 
have held their own; washers are up 
40 percent; vacuum cleaners are well 
ahead. 


Dealers Gain, Too. Dealer sales 
don’t always parallel distributor vol 
ume, but in Boston in April dealers, 
too, had a good month. One, for 
example, had an overall 25 percent 
increase over 1954's April, although 
some of it was due to “stepped up 
promotion.” 

One of Boston’s “better discount 
houses” reports a good cash business 
and expects it to hold at least through 
May. “If the weather's any good this 
summer,” says a spokesman, “we 
should do a lot better than last sum 
mer, particularly in refrigerators and 
‘ir conditioners.” Item by item, this 
firm has done best in washers and 
hi-fi sets, poorest in refrigerators. 

Still another Boston dealer found 
April “a better month than expect 
ed.” He, like some other Boston 
dealers, had fewer credit rejects in 
April than in previous months and 
more outright cash sales. 


Philadelphia Blues. In contrast to 
Boston’s general cheer, Philadelphia 
dealers (but not distributors) are cry 
ing out loud. Perhaps it has some 
thing to do with air conditioning. 
Boston dealers don’t expect too much 
from air conditioning, so they don’t 
worry about it. Philadelphians, on the 
other hand, have a basically big air 
conditioner market and when air con- 
ditioner sales are off—as they 
in April—they are unhappy. 

One of Philadelphia's biggest deal 
ers describes April as “very bad—one 
of the poorest months experienced 
Appliances have just been down in 
the dumps. ‘T'V, good until March, 
has sagged. Refngeration died in 
April. Washers have been fair and 
freezers went down.” 

\ second dealer used almost the 
same words. “April,” he said, “has 
been very bad, much worse than 
March and below April of last year.” 
His appliance sales dropped two weeks 
before Easter and didn’t show any 
sign of revival until the last week of 
the month. Air conditioners were 
slow in comparison with 1954, but 
he hopes for better weather and bet 
ter sales. Despite the poor. month, 
he admits to having done “a very 
nice job” on refrigerators and washers 
and attributes good freezer sales to 
his food plan. 


were 


Bright Spot. Just how mixed up 
can you get? Philadelphia business 
was soggy. But in the Buffalo area 
dealers were happy with April busi 


1955 


One described it almost ecsta 
tically: “Our business has been won 
derful this month and we are way 
ahead of last year.” Although his TV 
was a little off, laundry equipment 
sales doubled 1954, even refrigerators 
were ahead and freezers and air con 
ditioners were about even. Other 
Buffalo dealers also reported strong 
volume in refrigerators and laundry 
equipment and most retailers had a 
good month, although department 
stores were hurt by a strike of delivery 
truck drivers. 


Hess. 


Soft Spot. Metropolitan New York 
dealers generally have been more con 
sistent im reporting poor 1955 busi 
ness than any other eastern area, and 
April was no exception, As one 
gloomily put it, “If it were not for an 
exceptionally good volume in the final 
seven days our major appliance sales 
for the month would have been zero.” 
His refrigerator sales were off 10 per 
cent from March, washers held about 
even, T'V was down 10 percent. An- 
other merchant with a similar expe- 
rience said, “Customers just ain't 
buying at any price,” and for him 
refrigerators, washers and ‘T'V were all 
down, 

Just how bad things could get in 
the New York market was summed up 
by the Long Island retailer who re 
ported that a mistake in one of his 
ads quoted a price $100 lower than 
was intended—and only two peopl 
turned up the next morning to break 
down his doors, 


All Spots. Washington presented 
a spotty picture all by itself. ‘TV was 
definitely slow for most dealers, but 
laundry equipment went well for 
many. Refrigerators showed signs of 
picking up and dealers were still keep 
ing their fingers crossed on air condi 
tioners. While dealers admit that 
air conditioners have been selling 
they are all too well aware that the 
movers have been 1954 models at 
liquidation prices and, like dealers 
elsewhere, they are frankly wonder 
ing what's going to happen when they 
ask the public to buy 1955 models at 
substantially higher prices. One 
dealer crowed about good kitchen 
sales and small appliance repairs 
Others pointed enthusiastically at 
vacuum cleaners and floor waxers. 


The Record. Despite the confused 
and sometimes sorrowful picture 
painted by eastern dealers so far in 
1955, the record shows a better than 
average first quarter. Sales for the 
first three months in the territory of 
N. Y. State Electric & Gas were re 
ported above—and they show gains in 
every appliance except freezers. The 
United Illuminating Co. of New 


Haven claims that the first three 
months of dealer sales set an all-time 
record Dryer sales more than 


doubled and every other appliance: 
except the ironer made gains 

Even in Philadelphia, which gave 
one of the gloomy reports for April, 
first quarter sales were better than 
good. According to the Electrical 
Assn. there everything except water 
heaters and air conditioners was 
ahead for the first three months, ‘TV 
alone was nearly 10,000 units above 
the 1954 mark and freezers gained 
from 1,859 to 3,373. Air condition 
however, were down to 6,984 
units as compared with 11,605 in the 
ame quarter of 1954, 

So, on the record, the first quarter 
of 1955 was a good quarter. And 
1955 could still be a year big enough 
for dealers to hire somebody to wash 
their Cadillacs. 


The Midwest 


crs, 





By TOM F. BLACKBURN 
‘SRAM Br 


“Cold water” detergents for 
use in automatic washers on 
the way... Best premiums are 
most wanted items . . . Dish- 
washers and disposers jump in 
Chicago 


W HEN Maytag washer wert 
demonstrated to the Newton 
public around the courthouse square 


last year, they used cold water and a 
yvnthetic detergent. Some of the 
dirtiest clothes came out spanking 
clean and Fred Maytag, president 
said so in a speech 

Now it appears that at least two 
big corporations are readying for the 
market synthetic detergents that are 


intended to go with cold water. With 
their appearance there is certain to 
be a howl from hot water heater 


manufacturers, who will consider thei 
(Continued on page 14) 
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Globe PACKAGE UNITS 


ELECTRIC 


BUILT-IN OVENS 
AND SURFACE UNITS 
SET-ON CABINET OVENS 
AND SURFACE UNITS 


For New Kitchens 
For Remodeled Kitchens 

For Present Kitchens— 

Without Remodeling Expense 









vo) 


SET-ON OVEN DROP-IN SURFACE UNIT 
WITH REMOTE SWITCH MOUNTING 











SET-ON 


BUILT-IN SURFACE UNITS 
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preserve invaded at a time when they 
are promoting bigger heaters, geared 
to produce 160 degree water as fast as 
an automatic washer can run. 

Reply of the “soap” people is apt 
to be something like this: For a long 
time commercial laundries have made 
their first ““break’’ with cold water, as 
it dissolves blood, albumen, and fruit 
stains better than hot water which sets 
them. Moreover, the temperature of 
washing water in most homes is 
already pretty tepid, and the auto- 
matics with “suds savers” frequently 
use water that is nearly cold. A syndet 
which will work with cold water will 
be welcomed. 

One of the authorities in the home 
laundry field, who personally likes 160 
degree water, and declares the hotter 
the water the more dirt comes out, 
states that it may not be as difficult 
to sell housewives on cold water de- 
tergents as it was to persuade them to 
use syndets that didn’t make suds. 
If it is easy, it will win an audience, 
she says, 

That there will be a battle between 
the hot water heater people and the 
syndet makers goes without saying, 
and the advertising will be flying on 
the subject before many moons pass. 


How to Choose Premiums. In most 
homes where there are kids there is 
constant breakage of dishes and drink 
ing glasses. Realization of this is what 
led Adolphe E. Zuzenak of the Tom 
Boy stores, at St. Louis, to pick his 
outstanding premium. He chose life 
time Melmac ware. ‘The price was 
$1.98 and the housewife could make 
a choice of several types of packages 
containing four dishes each. 

Best way to find out if a premium is 
any good is to send someone calling 
house to house to see if women would 
be interested in the premium at a 
price. For example, women much 
preferred a $4.98 doll to a play store. 
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Small quantities are ordered as needed, 
and if the premium sells well, a profit 
is added to the price. 

The tag is important. The price 
must be realistic. Women will not 
believe a “$15 value for only $2.98.” 
Last of all, the item must be some- 
thing a family wants, but hesitates to 
buy unless on a bargain basis. ‘Tom 
Boy stores have had success with silver- 
plate, chinaware, aluminum chairs. 


Chicago Dishwasher Boom. ‘I he way 
sales of dishwashers and food waste 
disposers are starting out in the 
Chicago area would indicate that 1955 
may beat the record 1953. For the 
first quarter of 1955, in a 50 mile 
area, there were 1,664 dishwashers 
sold and 2,498 food waste disposers 
This is at a rate of 6,656 dishwashers a 
year and 9.992 food waste disposers a 
year. Report is from the Chicago 
Electric Association, based on ecleven 
distributors. 

Last December even the authorities 
were scratching to come up with an 
exact figure on the amount of built-in 
electric oven business being done. 
Now comes the Houston Lighting and 
Power Co. with a report on its terri 
tory. There were 2,468 free standing 
electric ranges and 810 built-ins sold 
there in 1954. 

John K. Mooney of Broyles Electric 
Co., Marion, Ind., writes that his 
firm took in 140 used appliances the 
first three months of 1955 and sold 
the same number—140. Money in 
used merchandise the first three 
months, $11,020; total selling price, 
$13,175. The store is shooting to 
improve sales by $10 a unit and is 
ahead of that. One reason is that 
1954 refrigerators give a better trade 
in proposition. 


Utility Reports. For the first 


quarter of 1955, Milt Baldwin of 
(Continued on page 16) 
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THE TAG /) THAT MOVED 
MOUNTAINS OF 
e]=1-@™ CBS TV SETS 


BLUE TAG SPECIAL 


‘TAN, 


This tag has magic in it. 
Hanging from the knobs of the new CBS 
Advanced 1600 line, it sold more television sets 

in a month than ordinary promotions move in a season. 

Its impact is being felt on sales floors throughout the country. 
What is the secret of its strength? 
The answer is follow-through merchandising, a new, aggressive 
philosophy of planned selling developed by CBS-Columbia. 

We began with a product designed to outperform everything in its 


class—the new, completely re-engineered CBS Advanced 1600 line. 





This is the CBS TV set 
I've been telling you about 


We backed these sets, known as the “Blue Tag Specials,”’ 
with a spectacular concentration of star-spangled advertising 
Sateen ager and promotional support. Four great network shows 
“Arthur Godfrey,” “Life with Father,’’ the new June Havoc show, 
“Willy,” and ‘Amos ’n’ Andy”’—reaching an audience of almost 60 million! 
And we topped it all off with an extra-incentives plan 
under which nobody could lose and everybody gained. 
This whole package, wrapped up as the “CBS Blue Tag Special,” 
was introduced with all the co-ordinated planning, all the 
fanfare, excitement, and news value of a new car. It burst upon 
the public, not as just another T'V set, but as an event. 
You will see follow-through merchandising in action again 
this month, when “‘Arthur Godfrey's Talent Scouts’ 
spearheads a tremendous new money-making summer promotion. 
Ask your CBS distributor now for details. 


CBS-COLUMBIA—A DIVISION OF THE COLUMBIA BROADCASTING SYSTEM 


Available in Canada through Addison Industries, Ltd, 
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He's Proteus, Neptune's son, a highly ver- 
satile character —hence the adjective protean. You 
never knew whether next you'd see him as a lion, 
a raging fire, a reptile, or an angry bull. 


Here at Driver-Harris, we do protean marvels 
too... with metals. For instance, Nichrome’*, the 
unique heat-resistant, corrosion-resistant, elec- 
trical-resistance alloy known the world over, has 
long been the engineer's yardstick of comparison 
not in one, but in at least 3 widely different 
applications, 


TO GENERATE HEAT: 


producing heat by electricity, particularly to 


In all applications of 


temperatures above 1700°F., Nichrome and 
Nichrome V set the quality standard. From 
simple electrical appliances such as ranges, 
broilers, toasters, etc. to giant industrial fur- 
naces, no other alloys enjoy such widespread 
recognition and use. 


TO RESIST HEAT: 


resistance to heat and corrosion, Nichrome is 


Because of its unsurpassed 


used for making massive furnace muffles and 
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retorts often weighing tons, and work-loading 
fixtures of all shapes. The outstanding property 
of Nichrome here is its extremely long life, 
which results in low heat-hour costs. 


TO RESIST ELECTRICITY: The greatest contribu- 
tion to outstanding stability and miniaturiza- 
tion of resistors is made by Nichrome wire. 
Drawn to sizes as small as .0005 and finished in 
a variety of insulations, Nichrome is a boon to 
electronics in the manufacture of high toler- 


ance resistance units of all types. 


Added to the nickel and chrome of Nichrome 
and Nichrome V is always one exclusive ingredi- 
ent—the supreme mastery of the Driver-Harris 
specialists, gained in their 57 years of melting 


and drawing experience. 


In recognition of its unique properties, the 
United States Patent Office in August, 1908, 
granted solely and exclusively to us the trade- 
mark NICHROME. There is on/y one Nichrome, 
and it is made only by Driver-Harris. 


*T. M. Reg. U. S. Pot, Off, 


a Driver-Harris Company 


HARRISON, NEW JERSEY 
» BRANCHES: Chicago, Detroit, Cleveland, Lovisville, Los Angeles, San Francisco 


in Conada: The 8. GREENING WIRE COMPANY, Ltd., Hamilton, Ontario. 
MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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Minnesota Power & Light Co. reports 
that range sales slipped, water heaters 
were ahead, freezers declined slightly 
clothes dryers were up, automat 
washers gained, while conventional 


washers and ironers declined. Refrig 
crators, bed coverings, food wast« 


disposers gained, as did stokers and the 
oil burner business. 

A second utility that totes up sales 
in its area is the Kansas Gas & Electric 
Co. of Wichita. For the first quarter 
of 1955, it saw sales of air condi 
tioners jump from 4 in 1954 to 36 in 
1955; bed coverings rose from 139 to 
388: unit coolers from 69 to 139; 
dishwashers from 66 to 74; disposers 
from 96 to 142. Clothes dryers—in 
hot, dry Kansas—jumped from 336 to 
759. Standard range sales were 507, 
while built-ins were 49. Refrigerator 
figures rose from 1,029 to 1,173 and 
automatic washers climbed from 895 
to 1,481. Conventional washer sales 
declined from 412 to 366, television 
dropped from 4,796 to 4,256, and 
freezers from 435 to 364 


The South 





By AMASA B. WINDHAM 
EEE: ao es ome 


Strikes threaten sales in some 
cities, but volume continues 
to boom in Memphis, Nashville 
and Miami. . . Kitchens strong 
in Atlanta ... Washers recover 
in the Carolinas 


HE railroad, telephone and a few 

other assorted strikes had begun 
to make an impression on the south 
ern appliance picture by the first of 
May. Many cities like Birmingham, 
Memphis and Atlanta were beginning 
to feel the effects through definite 
drops in the sales of all types of ap 


pliances. These three big southern 
cities will probably be more affected 
than others because of sympathy 


strikes and larger industrial popula 
hons. 

“We've resorted to all the antidotes 
we know,” one Birmingham dealer 
said, “such as offering to carry over 

(Continued on page 21 
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presents from 


HOLLYWOOD 


a Thrilling New Full-Hour Dramatic 
Show coming to You Live Every Week 


WORLD PREMIERE! 


WEDNESDAY 


June 1,10 P.M. EDT 
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PLUS ™ “alli, 


“SP ear DNhoebke” 


Selling for you every Friday night 
over the NBC network 


AT 9:30 P.M. EDT 


Peter Lawford and Marcia Henderson in the gay newspaper-office comedy which 
has been applauded by the television critics—and by your best customers 
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Coming * * September 21* * The Historic Television Premiere 


of GENERAL ELECTRIC’S 
New 2O™ CHNTURY> FOR 
TELEVISION PROGRAM 
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accounts and dropping down pay- 
ments until the strikes are over, but 
even so, we're getting hurt by them.” 

Business during the first four 
months of 1955 has been unusually 
good in most southern cities, consider- 
ably better than for the correspond- 
ing period of 1954, and in one or two 
areas (mid-Tennessee and parts of 
Florida, for instance), almost fan- 
tastically higher. What effect the 
strikes, if they continue, may have on 
such booming business remains to be 
seen, but from past experiences, both 
dealers and wholesalers know they 
can suffer plenty. 


Memphis Sales Up. In Memphis, as 
of May 1, overall appliance sales were 
in estimated 10 to 12 percent better 
than for a comparable period last 
year. Refrigerators were continuing 
their steady rise, home freezer sales 
had picked up and water heater sales 
were doing fine. Bluff City dealers 
were preparing for their largest air 
conditioning season and many of 
them were firmly holding to list price. 
The Memphis Home Show offered 
us an opportunity to get plenty of 
dealer reaction. In addition to rub- 
bing their hands over air conditioning 
sales prospects, most Memphis dealers 
are pointing to a rising sale of tele- 
vision sets, including color units. 
Laundry equipment sales were de- 
clared to be from “as good as” to 
“considerably better than’’ last year’s 
sales. On the lagging side, however, 
ire electric ranges, electric house- 
wares and radio. Nine out of ten 
Memphis dealers are undergoing much 
nail-gnawing over strike possibilities. 
They have not been hard hit as yet, 
but the threat is ever-present. 

Sales in Nashville make a_ particu- 
larly bright spot in the southern 
appliance picture. At the Nashville 
electric show this year, Bill Hall of 
NES was able to attract a bigger and 


PLAY IT SMART 
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better audience than ever before, with 
more and better exhibits. Conversa- 
tion with dealers at the show revealed 
some interesting sidelights on the 
healthy business spree dealers in the 
Tennessee capital are enjoying. One 
of the top brand distributors declared 
his dealer sales were up 50 percent in 
refrigerators, 30 percent in home 
freezers, 25 percent in water heaters 
and a whopping 70 percent in auto- 
matic washers over the first 34 months 
of 1954. Hall also brought out figures 
to show that more than 4,500 room 
air-conditioning units have been sold 
in Nashville since January 1, and that 
a sale of 12,000 to 15,000 for the year 
is possible. 

Birmingham dealers, _ probably 
harder hit by the strikes than any 
other southern city, began to really 
feel a decline in buying by mid-April. 
Sales of air-conditioning units, which 
stood at more than $500,000 by the 
end of March, were in a slump and 
many dealers advertised sets openly at 
30 percent to 50 percent off. Auto- 
matic washers were still selling well, 
however, as were refrigerators and 
ranges. Television sets also felt the 
non-buying impact, as did water 
heaters, food freezers and electric 
housewares. 


Atlanta Sells Kitchens. Atlanta 
dealers were doing pretty well in the 
sale of kitchens, following the tre- 
mendous boost given kitchen sales 
by the all-out efforts of that city’s 
largest department store, which began 
in March. Refrigerators, ranges and 
related kitchen units all were declared 
to be showing improved sales over 
1954, and even air-conditioning and 
television sales still clicked at a nice 
clip. 

Miami, still the fair-haired buying 
area of the South, kept its boom in 
electric water heaters going full blast. 

(Continued on page 24) 








LET HIM WORK UP A LITTLE MORE STEAM 
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In Chicago, 
it takes 2— 
to float a big 


proposition 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 


unduplicated coverage, one must 
be the... 


CHICAGO 


Ss SUN-TIMES 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


211 W. Wacker Dr, Chicago + 250 Park Ave., New York 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., 
LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA 
HAL WINTER CO., MIAMI BEACH 
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FREE! 50 copies of this new 
Home Wiring Booklet! 


(BULK ORDERS $5.00 PER 100) 


Now... at low cost... you can tell every one of your 
homeowner-customers the vital story of 
ADEQUATE WIRING—WHAT IT IS—WHY IT’S NEEDED—HOW TO GET IT! 





Here, packed in 16 pages, are the ABC’s of the adequate 
wiring story that’s so vital to your business today. It’s told 
in a highly interesting, extremely readable manner. It’s 
plentifully illustrated with numerous cartoons. There’s been 
nothing quite like this booklet since inadequate home wiring 
became a major problem to the electrical business! 


INFORMATIVE! 
Here’s a booklet that shows your customers the real cause 
of poor appliance performance. It takes the unjust blame 
off the appliances you sell, and puts it right where it belongs 
~ on inadequate, “skimpy” home wiring! 


AUTHORITATIVE! 
“The ABC of Home Wiring” was written in close col- 
laboration with the National Adequate Wiring Bureau, 
representatives of public utilities, and leading electrical 
contractors, You can be sure of the data it contains! 


LOW-COST! 
Kennecott offers you this booklet at less than cost. It’s part 
of the national advertising campaign now being sponsored 
by Kennecott—to the benefit of the entire electrical industry. 
The first 50 copies are free of cost to you. Order as many 
more as you need below cost... only $5.00 per hundred. 


Use it as an effective giveaway in your store—to tell the vital 
story of adequate wiring to all of your customers! For your 
copies, send order blank at right. 











Has your house 
outgrown its wires? 








Appliances can 
starve to death! 











How to diagnose 
electrical ills. 


Kennecott Copper Corporation 


Fabricating Subsidiaries: CHASE BRASS AND COPPER CO. + KENNECOTT WIRE AND CABLE CO. 
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How wires work 
in your home, 





How much 
adequate wiring costs. 









Adequate wiring 
is an investment! 







r= ase anae @ 
@ 

B Kennecott Copper Corporation EL ME-555 
161 East 42nd St., 


New York 17, N. Y. 


C) Please sendme.......... Free copies of your booklet, 
“The ABC of Home Wiring." (up to 50) 








[) Enclosed is check for $........ payment for........ 
copies, “The ABC of Home Wiring" at special price of 









| $5.00 per 100. (Minimum order $5.00) 
‘ (] Please send information on Free Kennecott national ad 
SEND THIS ORDER BLANK ‘ reprints, poster-sized ad blowups, home wiring wall chart. 
S 
ae q A a atingnieminnony nee a 
for your copies of “The ABC of Home Wiring.” ‘ 
First 50 copies FREE; additional copies only \ ater semen eames nneimaminnre 
$5.00 per hundred. Use the coupon now! g Avowess Sidi 
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“New Look’? for 





HOME-’N-RANCH 
Built-in Cooking ! 


Unlimited possibilities for planning and modern 
kitchen arrangement. 





-* Home 'N Ranch built-in cooking units for use with natural, 
mixed, manufactured or LP gases without change. Avoil- 
able alse in electric models. 


All appointments of the Home 'N Ranch built-in range char- 
acterize the finest conventional type gas ranges—modern 
styling without sacrifice of functional value—finished in 
Satin Chromium, Copperloy or Stainless Steel. Oven bottom 
36” above the floor, roll-out broiler with drop front door. 


an 


‘COOK TOP UNITS. 





Electric cook-top units 
can be used gas oven 
or with electric even. 
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PHILLIPS & BUTTORFF MFG. CO. | 


NASHVILLE © 
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One veteran dealer (a chain store) 
reported April sales of water heaters 
at 110 percent better than April of 
1954. Figures from Florida Power 
and Light Co. showed air-condi- 
tioners, television, dishwashers, home 
freezers and automatic washers also 
considerably above the 1954 mark. 
Miami dealers are lagging only in 
clothes dryers, radio and _ electric 
housewares. 


Tampa Does Better. Across the 
state Tampa did even better. There, 
refrigerators were selling at an esti- 
mated five percent better clip than 
last year, with ranges, all theerws 
equipment and water heaters ahead 
of 1954 sales by a handsome percent- 
age. ‘Tampa lags only in home freezers. 

In Louisiana, business was in a 
mixed-up state. New Orleans dealers, 
after a flying start, slowed down con- 
siderably in the sale of room air-con- 
ditioning units. Home freezers were 
reported to be picking up, but re 
frigerator and washing machine sales 
fell off in April, as did radio, dish- 
washers and electric housewares. 

The Carolinas had a good month, 
according to contacts in both states. 
Washing machines, their big money 
items, came out of a dull selling spell 





in Charlotte, Raleigh and Charleston 
and again led the dealer profit parade. 
Increase of sales in refrigerators and 
ranges also were reported from all 
three cities. Charleston dealers, never 
very enthusiastic about them, even 
sold more dishwashers than usual. 


Utiltity Roundup. Gulf States 
Utilities Co. announced that dealers 
in its sales area sold 380 dryers in the 
recent six weeks campaign it staged 
This beat a similar campaign last year 
by 174 units. 

Tampa Electric Co. set off two 
campaigns in May, one designed to 
help dealers move more food freezers 
during the month, and the other 
boosting room air conditioners. All 
kinds of help, from free mailing to 
the loan of home service advisors, 
was offered dealers. Louisiana Power 
and Light Co. launched an “Academy 
Awards” promotion which should 
help dealers in its territory sell a 
great number of electric ranges and 
water heaters. Henry Keele, sales 
promotion manager of Florida Power 
and Light Co., reports that dealers in 
his area so far are meeting their 
quotas in their drive toward $75,000,- 
000 worth of sales this year. (‘That's 
$10,000,000 more than last year.) 





The Great Lakes 








By N. BLEECKER GREEN 


Business down for month, but 
better than last year .. . Labor 
cues the market . . . Freezers 
are cool 


HE overall business picture for 

appliances-radio-T'V in the Great 
Lakes area during April was varied. 
The picture showed figures both 
above and below the previous month 
of March. Generally business was 
down a bit, but up from the same 
period last year. 

Columbus, Ohio, dealers reported 
that business was “slightly ahead” or 
“better than last month.” Cleveland 
shows what business was down for 
April. As much as 20 per cent in 
some cases. Canton, Ohio, sources 
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reported about the same. Springfield, 
Ohio, dealers told of business a 
slight bit below. With a good Janu- 
ary and February on the books, April 
was somewhat of a disappointment. 

Metropolitan dealers in the Detroit 
area report a definite drop in sales 
volume during April. One Motor 
City merchant reports it “dropped by 
about 40 percent.” But his sub- 
urban and rural cousins comment that 
business was not so bad, coming close 
to or a slight bit ahead of March. 

Charleston, West Virginia, sources 
disclose that the pattern was off across 
the board. “Off 15 percent” was one 
comment. 


Ahead of 1954. Despite these ad- 
verse reports for April this year, busi 
ness looks good when stacked up 
against April of 1954. ‘Two dealers 
report that business was about the 
same or “approximately 20 percent 
ahead.” A third comments that his 
sales volume was “behind.” A Cleve- 
land source comments that business is 
“down 10 percent” against last year. 
A Canton distributor sums it up as 
“approximately the same.’ Several 
West Virginia dealers agree. 

Detroit, although down for the 
month, shows the overall volume is 
about the same as last year. Several 
indications show a slight dip, but the 
majority viewpoint throughout the 
Great Lakes area is that both March 
and April suffer with comparison on 
January and February figures. 

Behind the dips and lows of the 
area are some factors outside the in- 
dustry. And they show the indirect 

(Continued on opposite page) 
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effect of the current labor negotiations 
for the guaranteed annual wage in key 
industrial areas. 

Detroit dealers and distributors re- 
port that labor unions in that area 
are urging their members to avoid 
any possible indebtedness until after 
May 31. That is the date of con- 
tract renewals. 

The direct results of this counsel- 
ling by the labor unions is hard to 
evaluate. But cancellations of closed 
deals are reported by some Detroit 
dealers. Flint, Michigan, sources com- 
ment that until the labor situation is* 
cleared up, sales will be spotty and 
movement will be slow. Other areas 
(Dayton, Columbus and Akron) show 
1 similar picture. 

The question in the minds of ap- 
pliance dealers is whether this poten- 
tial sales volume will merely be de- 
layed (until after the May 31st date) 
or will be lost altogether. Only time 
will tell. 


What’s Moving. White goods 
movement for April shows that both 
ranges and refrigeration were moving 
in the Great Lakes area. Refrigeration 
showed a good start with the prospect 
of bettering the generally conceded 
poor volume for last year. 

Columbus dealers commented that 
ranges and refrigerators, along with 
the now almost staple laundry equip- 
ment, were the best in volume. Elec- 
tric dryers and refrigerators moved 
well in Cleveland. Refrigerators and 
laundry equipment lead the pack in 
Canton. 

Detroit backed the overall picture 
with refrigerators and ranges going 
best, while one West Virginia dealer 
said that washers and dryers at special 
prices were his leaders. 

But television was not doing so 
well. “TV is in a declining trend,” 
commented one Columbus, Ohio, 
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spokesman. Michigan sources backed 
this with statements that TV volume 
was down and that “movement was 
poor.” A Charleston, West Virginia, 
dealer reported that 21-inch “low 
priced” models were showing some 
activity. 


Freezers Cool. The freezer market, 
so far as the individual dealer is con- 
cerned, is cool at the present moment. 
“Freezers are kind of static at the 
moment,” says one Columbus dealer. 
“Interest is there, but closes are not.” 

Cleveland firms report freezers do- 
ing okay, some indicating volume 
ahead of that of last year. Other 
Buckeye State areas report business 
about the same as 1954. Detroit deal- 
ers comment that freezer volume is 
down. “The food club plans have 
left a very unstable market,” is a 
typical comment. 

None of the dealers questioned are 
using the food plan method of selling 
freezers. Several distributors report 
that plans are in the offing or in in- 
itial stages. Most of the dealers con- 
sider selling the freezer alone their 
most effective method of merchandis- 
ing the low temperature box. 

One distributor spokesman deep 
in the food plan method commented 
that if appliance dealers were to use 
this method of selling they must be 
exclusive with it. He feels that the 
combination salesman, trying to sell 
the complete white goods and TV 
inventory cannot work with a food 
plan. 

Since most dealerships cannot sup- 
port an exclusive food plan salesman, 
let alone a sales manager and full- 
time sales staff, he feels that they 
are better off selling the freezer by 
itself. 


Hudson’s in Color. One of the 
best displays of color in appliances 
(Continued on page 25) 














SEE YOU SHOULD HAVE ASKED ME SOONER 
TO HELP YOU MAKE A PIE.” 
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Finest... PRODUCT 
Best .... PRICE 
Most.... PROFIT 

















MODEL 
1530 





Enterprise is built to please women! The Enterprise range sells itself to your 
customers because it is, and looks the top quality range it was built to be, 
The 1955 Enterprise range line has many models from which to choose. 
The glamorous appearance of the 1955 Enterprise is made even more glam- 
orous by the satin chrome finished back panel with automatic clock and 
contoured oven doors. The acid resistant white porcelain Enterprise range is 
the pride of any woman's kitchen. 


Dealers, don't miss the opportunity of showing the finest and newest inno- 
vation in modern cooking—the all new 1955 Enterprise ranges. 
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1503, 24-inch 
Oven 


— Se 


Electric Model 
183 Double Oven 


Electric Model 
1204 Apartment 
Size 


CALL, WRITE OR WIRE 
PHILLIPS & BUTTORFF MFG. CO. 
NASHVILLE a TENNESSEE 
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Built-in: Telechron timer 
automatically turns air conditioner 
On and Off to suit your comings and goings 


Look at these easy-to-demonstrate... 








Automatically turns on air conditioner before you arrive at Automatically turns off your home air-conditioner after 
your office. Turns it off after you leave! Skips week ends. you go to sleep . . . just set it and forget it. 
© TELECHRON timers 
Telechron Timers, Clock & Timer Department, Genera | Electric Company, 
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sell air conditioners... 
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easy-to-use...sales-closing features! Nothing like it! 
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So 
Automatically turns on home air conditioner before you Automatically saves electricity . . . cuts operating costs 
return from work or play. ... ends over-air-conditioning rooms. 


make sales easy...automatically 


116 Homer Ave., Ashland, Massachusetts 
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BEE-VAC 








Offer you “Quality Always”’ 














OTHER BIRTMAN APPLIANCES 


Birtman appliances combine 
attractive designs, perfected | 
engineering, dependable 
performance, precision 
manufacture. 

Back of the Birtman 
guarantee are: Three 
thoroughly modern factories 
geared to volume 
production. Forty-seven 
years experience in 
electrical appliance 
manufacture. Millions of 
dollars of merchandise 
now in use both in America 
and foreign countries. 

Over ten million dollars 
in resources. 

Financial rating AAA-1. 















See Our Exhibit June Market 


AMERICAN FURNITURE MART + 17TH FLOOR + SPACE 35 AND 36 


BIRTMAN 
ELECTRIC 
COMPANY 


Chicago 39, Iilinols, U.S.A. 
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in the Great Lakes area (perhaps in 
the country) is that of the big Hud- 
son’s department store in Detroit. 
The sats Gone appliance department 
is showing color in white goods with 
five different brands of appliances. 

“It’s more than a token showing. 
Refrigerators, dishwashers, ranges, 
dryers and washers are spotted 
throughout the showroom display in 
various colors. Key color appliances 
are located on the edge of the appli- 
ance floor in hot traffic spots close 
to the elevators. Others are sprinkled 
throughout the area, mixed in with 
the conventional white goods which 
are organized according to type of 
product. 

To top the display off, the depart- 
ment is also showing a special selec- 
tion of five model kitchens done in 
both color and white. Using the 
latest in built-ins and coordinated 
lines, the sample kitchens are excel- 
lent for showing the use of color in 
well designed, contemporary kitchen 
design. The kitchens are complete 
in every detail and reflect the thinking 
and aggressive approach used by the 
giant Detroit store. 


The Far West 





By HOWARD M. EMERSON 


Spring shows reveal big con- 
sumer interest in color and 
built-ins . . . Air conditioners 
begin to move in on evaporative 
cooler market 


OLLOWING a drop-off in busi- 

ness for two weeks around Easter 
and the income tax deadline, the for- 
tunes of appliance-T'V dealers in the 
Far West rose to satisfactory levels in 
early May. Laundry equipment again 
this spring continued to be the deal- 
er's main strength, but both refriger- 
ation and television were progressing 
better than a year ago 

How the buying public will react to 
displays, promotions and sales activity 
during the rest of spring and early 
summer can be estimated pretty ac- 
curately by using the spring home 
shows as a barometer. At press time 
three of the Far West's largest shows 


JUNE, 








had just closed—in Oakland, Phoenix 
and in San Diego. At each of these, 
the public’s interest of the moment 
was easily discerned—colored and 
built-in appliances attracted and held 
the crowds, while free-standing white 
goods got only a token reception. 


Built-in Boom. At San Diego’s 
Spring Fair, which announced the 
largest collection of colored appliances 
and the biggest number of built-in 
appliances ever placed before the pub- 
lic, an ExecrricAL MERCHANDISING 
reporter had to wait for off hours to 
get photographs which would show 
some of the displays instead of just 
the backs of people. Both the dis- 
tributors sponsoring the appliance 
booths, and the dealers manning them 
reported that the crowds were more 
than curious; visitors were looking at 
color and built-in’s as something prac- 
tical which they now have in mind for 
their homes. In many booths it was 
a regular day when at least two dozen 
prospects had given their names to get 
further information through a sales 
man—not on an appliance, but on a 
new kitchen. 


Crowd Getters. Among the brand 
names getting crowds for color or 
built-ins at the San Diego Show were: 
Crosley, with a built-in oven and sur- 
face units shown in their own steel 
cabinets with a copper motif; General 
Electric, featuring its corner kitchen 
display with a wall refrigerator, built-in 
washer-dryer combination, _ built-in 
range and dishwasher, three colored 
refrigerators and 2 colored ranges, and 
a separate display of a built-in range 
using wood cabinets; Hotpoint’s spe- 
cial island display of built-in range, 
dishwasher, separate cooking units and 
grill, refrigerator, etc., was mobbed 
with more people than the attending 
dealer, the distributor staff and a 
home economist could handle; Kelvi 
nator made the biggest splash of color, 
getting good crowds to view its 16 
colored refrigerators and ranges; May- 
tag showed the San Diegans that 
there can be color in the laundry room 
through a display of its automatic 
washers and dryers in colors; Revco 
had a steady flow of interested pros- 
pects for its display of a copper Font 
double refrigerator built into a ‘dis- 
play tied in with built-in gas range 
equipment; Westinghouse showed 10 
colored automatic washers and dryers 
in an impressive display, but most at- 
tention went to its built-in stainless 
steel refrigerator arranged in a wall 
with its stainless steel front freezer. 


Laundry—Twice a Day. One laundry 
distributor reported that an average 
of two automatic washers or dryers 
each day were being sold at the dis 
play. On basis of previous slow records 
of this distributor, that means that 
12 more units each day were being 
sold in dealers’ stores from leads 
developed at the show. Television, 


(Continued on page 32 
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You get this $5.95 
ARVIN FLASH-FOLD CHAIR 


FREE 


For terrace, porch, lawn and 
many indoor uses— White 
metal frame, green canvas 
seat and back. Durable; col- 
orfast. Weighs only 11 Ibs. 
Stores anywhere. 


ONE CHAIR FREE 


with any 10 units—heaters, 
Lectric Cooks, Cook-Alls, or 
mixed —for delivery between 
June 1 and September 1. 


TWO CHAIRS FREE 


with any 20 units as above 
Limit two chairs per dealer. 
Arvin prepays freight from 
factory to dealer within con- 
tinental U.S. 








Self-liquidating 
Merchantman Display 


When you include this smartly 
styled, hard-selling display in 
your Early Bird order, at $25, 
we include FREE a Model 
5529 Heater. You sell it for 
$29.95, and there’s your Mer- 
chantman money back, plus a 
$4.95 profit! 











You get this 4-color 
LIGHTED FLASHING DISPLAY 





a Flashing light conveys 
Arvin heres, , setae 
snalimanamenie automatic heater idea. 
HEATERS Fits Model 5534 or 
5529 as shown. Sure- 
fire traffic-stopper! 
Six-piece window trim 
is included. 





AND FOLDERS 
» Ae — 


LA 
a 









National Advertising in 
5S Great Magazines! \ 


Saturday Evening Post, La- 
dies’ Home Journal, Parents’, 
Farm Journal, Progressive 
Farmer—all will carry the 
great Arvin Heater story to 
millions, just when the first 
frosts are spreading shivers. 
Biggest advertising campaign 
ever run on any heater line! 





THE WORLD'S LEADING HEATER LINE FROM THE WORLD’S LARGEST HEATER MANUFACTURER 
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&— 15€ new Arvin 


Automatic Heaters 









Model 5518—1650 watts fan-forced, thermostat 
controlled. Safeguard Safety-Switch. 


finish with chrome grille............. $19.95 
Also Model 5524, 1650 watts, fan-forced plus radiant 
heat. Pear! finish, chrome grille............. $24.95 


temperature. Quiet induction motor—no TY or radio 
interference. 1320-watts, fan-forced. Easily portable; 
handhold in back. Brown enamel! finish with chrome 
grille, ivory trim. A fine, dependable automatic heater 
—an amazing value—and a splendid sales starter, 
to trade customers up to higher-priced models! 


Think of it! Automatic heat for only $ 

MODEL 5514— New styling! New appeal! Priced iower 

than many non-automatic heaters! Thermostat “rane: 
control turns heat on and off to maintain desired 


Also Medel 5516—Same fine styling, in Williamsburg blue, chrome grille, plus Also Model 5529, Similar to 5534 but no signal light 
carrying handle. Safeguard Safety Switch cuts current if heater is upset, $16.95 and 1650 watts only. Green, ivory trim... .$29.95 


PLUS two new Arvin Fan-Forced Heaters—and the Cool-R-Hot! 


Model 5440 — Fa- 





Model 5510 — All Model 5512—Com- 








new, for the budget 
shopper. 1320 watts; 
no-interference 
induction motor. 
Guard rail. Brown 
finish with pearl 
gray grille. 


$4 o?5 





G 


Bn» 


pact, portable. 1320 
watts; on-off switch 
at top; handhold in 
back. Two guard 
rails. Pearl finish, 
chrome grille, brown 
trim. 


$4 295 





mous Cool-R-Hot 
Fan Heater. 1650 
watts for winter 
heat. Big cooling 
power for summer. 
Fan-forced and ra- 
diant heat. Safety 
Switch, green finish 


$2495 


All Arvin heaters operate on 110 /120 volts, 60 cycle, AC only. Guaranteed one year. Listed by Underwriters’ Laboratories, Inc. 


Electric Housewares Division, ArViN INDUSTRIES, INC., Columbus, Indiana 
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“PRETTY AS A PICTURE” 
STYLING SELLS 


HET Bie 
GAS HEATERS! 





WARM 
MORNING 
MODEL 826 
-one of new 
“Rio Grande” 
series of 
unvented 
gas heaters 








WARM MORNING — a great name in the heater 
- field — offers a great new line of gas heaters, both 
vented and unvented, Latest models feature 
“Pretty As A Picture” styling — the new look in 
gas heaters that will strongly attract customers 
and make more sales; WARM MORNING now 
offers a complete line of A.G.A. approved gas 
heaters from 20,000 to 85,000 BTU input. Let 
WARM MORNING'S new styling and exclusive 


features boost heater sales and profits for you. 






































































Mail coupon today for full details on profit- 
making WARM MORNING Gas Heaters! 






WARM 
MORNING 
MODEL 365 
— popular, 
fast-selling 
65,000 BTU model 
in deluxe 

vented line 













7 
i 
! 
I 
I 
i 
! 
! 


LOCKE STOVE COMPANY, 114 West 11th St., Kansas City 5, Mo. 
| ["] Send me complete information on Warm Morning Gas Heaters 
ee gets atic 

| Company . a 

| Address Si ep 

City Zone State 
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which usually dominates sales records 
at San Diego’s Fall Show got only as 
much attention as could be expected 
during the first week of Daylight Time 
and during a week downtown depart- 
ment stores were setting records for 
barbecue equipment sales. However, 
one distributor made an unexpected 
killing. Into his diplay, as an attention 
getter, he featured six high priced 
large screen TV sets or TV-Hi Fi 
combinations—sets which he could get 
no dealer to stock at this time of 
year. Before the show ended, all of 
these $600 to 900 sets were sold by 
dealers manning the booth. 

Indicative of another Far West de- 
velopment to be described in detail in 
the July issue of Exrecrrica, Mer- 
CHANDISING, was the attention given 
to freezers and food plans at the San 
Diego Show. Exposure of visitors to 
the reputable name of Allied’s local 
store, Jordan Marsh, and the Amana 
freezer, kept the staff of Jordan Marsh 
Food Plan busy threughout the show. 
Newer development was evident in at- 
tention given by the public to Kelvina 
tor’s “Foodarama’”, and to the combi- 
nation refrigerator freezer made on the 
West Coast for Ben Hur. Many ob- 
servers perked their ears as they heard 
visitors ask if these combinations could 
be bought with a trade-in, and they 
saw a definite change in food plan 
selling coming soon. 


Air Conditioning Looks Up. While 
still considered by most industry 
leaders as not yet the country’s best 
market for air conditioners, the Far 
West may show its best sales increases 
this season. The first market to open, 
Phoenix and the rest of the Southwest, 
report sales up about 10 percent so 
far in "55 over "54. At the April ap 
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pliance show in Phoenix, fifteen 
brands of refrigeration-type room air 
coolers were on display in addition to 
the usual lines of evaporative. In spite 
of a cold winter that slowed early 
sales in the desert country, sales of 
coolers has put some distributors out 
of stock. 


No Boom Yet. Sitting in the middle 
of what one day may be a half-billion 
dollar air cooler market, the industry 
of Los Angeles sees a better year 
year ahead, but has no hopes that 
the public’s attitude will be swung 
over enough to start the boom. On 
the hopeful side (from the dealer's 
point of view) is the prediction for a 
hot summer. In preparation for the 
season the Electric League of Los 
Angeles is readying an air condition- 
ing committee to coordinate dealer, 
distributor and league promotional 
activity. The Department of Water 
and Power has plans for enlarging the 
already successful yearly promotion of 
room air coolers through a large dis- 
play at its San Fernando Valley offices 
and supplementary displays at every 
branch. Promotions of the Electric 
League and the advertising of the 
utility will be tied around these dis 
plays which have the cooperation of 
the distributors of 20 brands. 

Inventories of room coolers in the 
Los Angeles area were far better at 
the beginning of the season than they 
were in 1954 when a big hold-over 
presented problems. Distributors report 
that sales to dealers on dating plans 
have been good so far. But many are 
disturbed by the report that one of 
the largest full line manufacturers has 
brought in seven carloads of room 
coolers which are being distributed to 
dealers on consignment. End 
































“| BOUGHT A TWENTY ONE INCH SET LAST WEEK AND I'M BREAKING THE NEWS TO 
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Now..Cash In on Built In’ Business!...Sell 


Kilehens. 





) NEW “SET-IN” OVENS AND RANGES 
<> NO COSTLY INSTALLATION HEADACHES 























COMPLETE UNITS...GAS AND ELECTRIC 
Just ‘'Set-In’’ Place... Harmonize Perfectly! 


It's easy to sell the tremendous market for built-in appliances with American Kitchens 
dramatic new ‘'set-in’’ countertop ranges and waist-high ovens. Complete with 
regular harmonizing giant storage base cabinets, these ranges and ovens are just 


"'set-in'' place... without expensive installation headaches. Get in on Giant Kick-Off Promotion 
Ranges and ovens are available in both gas and electric models. These ‘'set-in’’ Cash in on the big kick-off display promotion launching Ameri 
. ee as : ‘ ‘ can Kitchens new ranges and ovens, Shown above are the units 
units enable you to sell complete ‘‘custom'’ American Kitchens... either in the 


My : aide in all-white steel. Colorful displays will spearhead hard-hitting 
wood, copper, steel ''Pioneer’’ line shown above or in popular all-white steel illus- 


trated at right. Don't delay. Call your distributor today | pects. Call your distributor today about this terrific deal | 


Aweniton Kilehen = > 3 


DISHWASHERS Disposers VENTILATORS BRUNCH BARS 
AMERICAN KITCHENS DIVISION AXKeQ ) CONNERSVILLE, INDIANA 


local advertising programs to attract and se!! your best pros 
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for limited | 


- Whinkpoot 


with GUIDE LITE 











Hurry...Don’t Wait 
Call or See Your Distributor Now! 


WHIRLPOOL CORPORATION « st. Joseph, Michigan 


Clyde, Ohio « Marion, Ohio ¢ LaPorte, Indiana 
IN CANADA: John Inglis Co., Limited, Toronto, Ontario 
THE WORLD'S LARGEST MANUFACTURER OF WASHERS, DRYERS and IRONERS 


Join up! It's easier to sell Whirlpool than sell against it! 








LOW PRICE 


time only 


WASHER 
and SUDS-MISER 





















spares Oy at ees 





WHITES 
coTTons 
HOT meo WARM 









WATER TEMP 











HERE’S MORE THAN MEETS THE EYE... 


The thermal element in the Wilcolator thermostat is so 
sensitive to changes in temperature that it can be actu- 
ated by the warmth from the human hand! 

Which is highly typical of the precision methods of 
manufacture that Wilcolator uses in every major and 
minor detail...to make certain of giving every gas range 
manufacturer and dealer topmost quality in every part 
of the ranges he sells. 


You'll find this absolute assurance of reliability, built 
right into every Wilcolator thermostat, can often add the 
conviction needed to swing many a doubtful sale. 


Also, Wilcolator is alert to your interest after the sale 
is made—in reducing service calls to the minimum. For 
this thermal unit is not only extremely sensitive when 
new—it stays sensitive because it is constructed of mate- 
rials which resist corrosion for many years. And if a cus- 








| ‘Ii 





tomer should use the range so long that a thermal unit 
does need replacing, it can be quickly replaced without 
disassembling the thermostat or affecting its calibration 
(exclusive with Wilcolator). 


Yes, Wilcolator always looks out for your interests. 
Don’t settle for anything less than the finest... ranges 
equipped with Wilcolator controls. 


The Wilcolator Co., 1001 Newark Avenue, Elizabeth, 
New Jersey. Canadian Plant: Mimico, Toronto, Ontario. 


Tne} AR alor 


COMPANY 
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GENEVA has created a new 
note in kitchen elegance .. . 


And your GENEVA kitchen can 
be personalized to your ideas ... 
built-ins, special feature cabinets, 
scads of accessories. Your choice 
of six beautiful decorator colors, 
Ce MM 
GENEVA fine quality .. . visit 
your GENEVA dealer today. 


TAI 





od 
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LARA 








Ww 


Door and drawer fronts Exclusive plastisol Drawers glide Special nylon door 
sound deadened and coating of wire shelves smoothly ond quietly catch eliminates 
painted inside and out. cushions sound on nylon rollers. metallic click 


- KITCHENS OF STEEL FOR LASTING APPEAL ~ 


The GENEVA four color ad shown above is now appearing in leading 
national magazines. See reverse side for the many plus features that 
have made GENEVA kitchens the choice of thousands. 

















dS IGivesiyourmores 





Full line of 





 Tomeolial-] an di leial-lamer-lametelsalel-ig-mudlia 
GENEVA for beauty...fine quality 
me lalem-> 401-10 Ole-lit-leat-lal-jall om 


Large or small home... a GENEVA kitchen is the perfect answer. By offering 
the greatest selection of kitchen cabinets available, a GENEVA kitchen can 


be tailored to specific room dimensions. No wasted time . .. no wasted space. 


And of equal importance a GENEVA + 
GENEVA 


kitchen can be personalized to meet any 
KITCHEN SS 











individual whim-—and any budget. To 
be sure of the finest... choose GENEVA. 











or 


in 











Ce GU, ee Merry-Go-Round cabinet Special cabinets are avail Me a i 

and drawer fronts is typi shown above is only one able to house most every GENEVA accessories are i 
1 of th at length ' 

9 A pial che “tt ae ee nationally known brand available to help speed 

GENEVA goes to in pro 

ducing the finest kitchen ture cabinets available in ee ta the house wife through her 

cabinets available the GENEVA line Ue many chores 


GENEVA MODERN KITCHENS Division of Acme Stee! Co. Geneva, Illinois 
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nothing but porcelain 


A Solid Shot in the Arm nothing but porcelain 


By the McGraw-Hill Dept. of Economics 


L! looks as if business activity is go- 
ing to get a good solid shot in the 
arm—trom business itself. For the 
coming year U.S. business as a whole 
plans to invest $29.4 billion in new 
plants and equipment, according to 
the eighth annual McGraw-Hill sur- 
vey of Business’ Plans for New Plants 
and Equipment. That’s 5% more 
than was invested in 1954, and a new 
high record for any year. Preliminary 
plans for 1956 and beyond are also 
very promising. 

Traditionally, capital spending is 
one of the volatile elements in the 
economy. It often leads other busi- 
ness activity either up or down. The 
fact that business plans to increase its 
spending is thus one of the strongest 
possible signs for business activity in 
general 

So it looks as if that ingratiating 
economic phenomenon—the rolling 
readjustment will be here when it is 
needed later this year. The indicated 
upturn in capital expenditures for new 
buildings and equipment promises to 
ease the economy through any trou- 
bles caused by the expected declines 
in automobile production and home- 
building in the second half of this 
year. Combined with the continuing 
heavy spending by the well-heeled con- 
sumer, the plans for capital spending 
add up to a promise of continuing 
prosperity through 1955 and well into 
the next year. 


MORE DOLLARS FOR APPLIANCES 


High capital spending means that 
consumer income may go right on 
rising through 1956. That means more 
money for appliances. The upturn in 
capital investment will be especially 
beneficial in areas that make a lot of 
industrial machinery and equipment. 

hus the prophets of pending eco- 
nomic disaster will again be frustrated, 
but probably not silenced. Contrary to 
what seems the rather widely held 


view that it is traitorous to be pessi- 
mistic, they perform a very useful 
role, particularly in times which have 
a marked tendency to spill over on the 
exuberant side. 

The fact that preliminary plans for 
capital spending are strong right 
through 1956 and even beyond is an- 
other good sign. While these plans 
are, of course, tentative ones, the 
very high level is certainly a good 
omen—the strongest the McGraw- 
Hill survey has ever reached. 

Plans are fine—but will they work 
out? Capital expenditures are, as 
noted above, an up-and-down part of 
business. They can be changed 
sharply; one group of companies in a 
major industry cut their spending 
plans by more than 20% in the space 
of about eight months last year. 

If business activity should take a 
tumble for some other reasons, then 
capital spending plans undoubtedly 
would be cut. But barring a drop in 
general business, there’s good reason 
to think that plans will be carried out 
—for these reasons: 


A NEW PEAK IN PROFITS? 


Business has the money. Elimina- 
tion of the excess profits tax last year, 
plus the present rising tide in sales, 
has pushed corporate profits back to 
very substantial proportions. Profits 
after taxes were $18.3 billion in the 
boom year of 1953. Last year they 
dropped to $17.8 billion. This year, a 
good guess puts them in the neigh- 
borhood of $18.5 billion or more for 
the year. 

Revival in profits means that busi- 
ness will be able to boost dividends 
this year and still spend something 
extra for new plants and equipment. 
Dividends were about $9.9 billion last 
year. And they will probably pass $10 
billion in 1955. 

Beside retained earnings, business 

(Continued on page 42) 
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NOT ANOTHER GET IN THERE 
AND FIGHT TALK 
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nothing but porcelain 
nothing but porcelain 


ice) 4a) 11) -amolehamelelger-li-lle 


wipes new...always! 


ecg hy bismi iia 


Won't rust because it can’t rust! Por 
celain enamel provides lifetime protection 
Tor metals because its a permanent 
surface. Can't possibly blister or peel. JETT MITT TM 


Adds extra value to elahy product 


eae ote) aie] 7 wale), | 


“A BETTER BUY" 


" tr Phat. 


ie wo i @@ Gq 


“Why not play safe’? 


we're telling millions 


Porcelain enamel stays 

new for years, adds extra 

value to any appliance. That's why 

more and more “Porcelain” is being used. 

Also why smart dealers are “talking up” Porcelain enamel 
and building bigger sales, both today and tomorrow. 


FERRO CORPORATION 
CLEVELAND 5, OHIO 





See page 178 for more news about Porcelain enamel! 
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A EXPANDING MARKETS 


a 


FIFTH Motors is the motor itself, Every 
GOOD motor is built to rigid standards of 
REASON General Motors quality. 


why you can sell more Delco Electric 


GM 


A GENERAL MOTORS PRODUCT C= SERVICE A UNITED MOTORS LINE 


DISTRIBUTED BY WHOLESALERS EVERYWHERE 
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A SERVICE EVERYWHERE 


That Delco nameplate on an electric motor means ready 
customer acceptance. In fact, more home appliances are 
powered by Delco Electric Motors than by any other kind. 
Millions of buyers recognize the Delco nameplate instantly 
as a symbol of quality and value. 

This acceptance prevails throughout every market—indus- 
trial, appliances, home workshops, on the farm. In all these 
fast-growing fields, the name Delco is a byword. Your sales 
potential increases as these markets continue to expand, 


Another reason for customer preference for Delco Electric 





A NATIONALLY ADVERTISED 


Motors is widespread distribution and service. Facilities for 
prompt deliveries and quick customer service are everywhere. 
National advertising constantly helps you sell more Delco 
Electric Motors. Powerful advertising appears regularly in 
The Saturday Evening Post, Better Farming, and nationally 
circulated trade magazines, 

If you are not already carrying the Deleo Electric Motor 
line, get the facts. Your electrical distributor can quickly 
show you how the Delco line will step up your profits and 
give your sales an upward boost. 


GM) DELCO Ekiiiie nnotroRS 
oN 
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DELCO PRODUCTS 


, DIVISION OF GENERAL MOTORS, DAYTON, OHIO 


FrRovecl best by Peformance 
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Zconomic Currents 





CONTINUED FROM PAGE 39 





& e — 
Millions know where this 
can call on a record volume of depreci- 
at harges tl -ar—$14 bill f 
famous speedway can be found... | iin jen donee 


tion charges ran about $12.5 billion. 

In 1953 they were less than $12 bil- 

AVAGIIdS SIIOdVNVIGNI lion. 

7 ee Competition forces capital expendi- 

tures. Results of the McGraw-Hill sur- 

vey last year showed clearly that busi- 

ness was entering a period of intense ‘ ‘ 
competition. ‘Today, as appliance 

dealers are very well aware, it is not 

necessary to take a survey to find that 

out. Even in a period of prosperity, - - 
competition for business is intense. 

Intense competition means that 
business needs new capacity to pro- 
duce new and more attractive prod- 
ucts. And it means that old machines 
have to be replaced often with newer, 
more efficient ones. It all adds up to 
higher capital expenditures. 

This competition isn’t going to dis- 
appear—even if the boom continues. 
If business should decline even a little, 
competition will get keener than ever. 
So competition is a basic force that 
will help maintain business purchases 
of new plants and equipment for a 
good many years to come. 


r 





BUSINESS NEEDS CAPACITY 


Business is confident. Whether it 
is confidence in the Eisenhower Ad 
ministration, confidence in themselves, 
or a general confidence in the Ameri- 
can economy, is a matter of some dis 
pute. But in any case, this confidence 
is apparently a key factor in planning. 

Confidence is, of course, a fragile 
flower. It might be destroyed by po 
litical or economic reverses. But so 


" ; re’ g g 
a far, there’s no sign of any shaking. 
Necrest Dealer Finally, business needs new ca 
r , 
In The pacity. It’s a widely known fact that 


there is excess capacity in many manu 
facturing industries. So why does in- 
dustry build new plants? Two of the 
reasons are indicated above—to pro- . ‘" 
duce new products or to make old 
THIS EMBLEM REFERS PEOPLE | products more efficiently. But there’s 
TO THE ‘YELLOW PAGES’ another reason. 

Business wants excess capacity— 
quite a bit of it. Manufacturers were 
asked at what rate of capacity they 


were operating at the end of 1954, 
BUT people right in your neighborhood know | ago el by 


and what rate they would prefer to 


‘Yellow Pages’ 








. . operate at. On the average, they were 
where your business is located, what products and operating at about 84% of capacity at 
services you have to offer? Make certain they do by the end of last year, but would prefer 
es . ‘ , to operate at an average of 89%. 

advertising adequately in the ‘Yellow Pages of your The answer shows one reason why 
local telephone directory. | they are building new capacity. | Ex- 
pected gains in sales this year won't 
+1: make most manufacturing companies 
The ‘Yellow Pages’ are within easy reach of prospects | operate anywhere near their full ca- 
24 hours a day, every day, in homes, offices and pacity. But these sales gains will push 
f % Th h , ind many of them up over the rates at 
actories, ey reach newcomers in town... remin which they would prefer to operate 
: : : So they will build more “excess’— 

old customers, too. Put this famous buying guide to ball Gadheed-cagadity: 
work for you. It’s economical, and it gets results. The indicated upturn in spending 


for new business equipment and build 
ings promises to take most of the 
economic sting out of expected de 
clines in automobiles and homebuild 


z after midyear. Combined with the 
LET YOUR CLASSIFIED DIRECTORY REPRESENTATIVE TELL YOU MORE ABOUT THE SEMA anctivc of the welt becies 
‘YELLOW PAGES.’ CALL HIM AT YOUR LOCAL TELEPHONE BUSINESS OFFICE. 


American consumer, the plans for 
capital spending add up to a promise 
of continuing prosperity End 
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BREAKING ALL PREVIOUS RECORDS! 


577 GAIN OVER LAST YEAR 
Quaker 


20-YEAR 
“assured comfort” 


GAS HEATERS 











Mew BUT ALREADY THE 
NATION'S HOTTEST LINE! 





& NEW modern “Air-Streati” Design! # " COMING SOON 
8 NEW double porcelained combustion chamber . . . guaranteed 20 yolks! ‘ 0/7 
NEW “Multi-Heat” cast irom burner“ . . proved the finest GAS WALL HEATERS 
on all gases, including LP! # 
- : & NEW automatic twin floor-level blower! mn . 
& NEW 4-way heat extractor! ae . 
| 


NEW —every model equipped with 100% safety shut-off! i 





3 RADIANT “FIREPLACE” 
VENTED MODELS 


The nation’s finest vented radiant 
circulators. Three capacities... 
35,000, 50,000, 65,000. 






3 “BLUE FLAME” 
VENTED CIRCULATORS 


By any comparison, the finest straight 
circulators made. In three capacities 
. . » 35,000, 50,000, 65,000. 


ual MANUFACTURING 
COMPANY 


Heating Division of Florence Stove Company 
General Offices—1147 Merchandise Mart, Chicago 54, Ill. 









Learn Why More Dealers are Switching 
to Quaker than to any other brand! Learn 
Why Quaker Dealers Make More Money! 


OIL HEATERS? Quaker's complete line makes more sales faster 
UNVENTED HEATERS? Quoker makes the fastest selling, most profitable line 


boosts your volume to the highest profit peak in the ind 





more models for more purposes, more profits tor you! 
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The *Show” Panel 
of the Industry! 


gee egret Ane, MOTTE Te EEE Ee 
, Ce Re 5 ated # 
i lad Di tdi eae 


Never has a Panel truck been so made-to- 
order for your business. Chevrolet even puts 
styling to work for you! So distinctively differ- 
ent that it becomes a profitable advertisement- 
on-wheels, just parked or on the go. 


New High-Voltage Engines, Chevrolet’s new Task-Force engines 
are all sparked by a new 12-volt electrical system, And 
what a difference this big double punch makes! 


You'll notice it the first time you turn the key. For 
now you get those sure, quick, economical starts. Even 
on the coldest days. Next, you'll feel the big new wallop 
of action you get in every mile you go. Chevrolet’s high- 
voltage power goes to work the instant your foot gives 
the command to the throttle! You’ll agree there’s nothing 
like it, especially when you see how much on-the-go 
economy there is in these new Task-Force engines. For 
when you put High-Voltage and High-Compression to- 
gether like Chevrolet did this year, you’ve got the 
savingest engines in the stop-and-go field. And with 


NEW CHEVROLET 
lask-Force TRUCKS 
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Chevrolet’s no-shift Truck Hydra-Matic*, you get a 
still bigger money’s worth in time saved. 


On and On — Completely New. Talk about a smoother, load- 
steady ride—here it is! For with Chevrolet’s new front 
and rear suspension systems, driver and load have it 
far easier under all driving conditions. 


Frames are new, more rigid. With ladder-type construc- 
tion and full-length parallel side members. There’s new 
High-Level Ventilation for better air circulation in all 
kinds of weather; new linkage-type Power Steering* for 
added driving ease and safety; new Power Brakes* that 
stop with up to one-third less pedal pressure, and do 
it right now! 


Don't Stop Here. The rest of the “‘all-new” story is equally 
great. So see your Chevrolet dealer. Be sure to ask 
about his trade-in deal too. Makes good listening for 
buying today. .. . Chevrolet Division of General Motors, 
Detroit 2, Michigan. 

*Optional at extra cost. Truck Hydra-Matic available on \4-, %-, and 1-ton models. 


Power Brakes standard on 2-ton models, optional on all others. Power Steering available 
on all except Forward-Control models 














That's right! Sylvania’s “Silver Screen 85” puts 
powerful, profitable salesmanship behind your 
personal TV service. That's because “Silver 
Screen 85” is the picture tube TV America 
knows and asks for by name. 

Every week Sylvania's “Beat the Clock” show 
builds greater consumer recognition and demand 
for the “Silver Screen 85." Every week dealers 
benefit at the payoff point. 

Put the “Silver Screen 85's” selling power to 
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work for you. This booklet tells your customers = 
the benefits of Sylvania's “Silver Screen 85." Co 
Leave a copy on every service call. Order o free wa ce 


supply now from your Sylvania Distributor. Lem. 
SYLVANIA ELECTRIC PRODUCTS INC. ‘ 
1740 Broadway, New York 19, N. Y. = ai 


In Canada: Sylvania Blectric (Canada) Ltd., 
University Tower Building, Montreal 
LIGHTING + RADIO + ELECTRONICS 
TELEVISION + ATOMIC ENERGY 





SYLVANIA’Y 


... fastest growing name in sight 
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Now you can stock only 2 control items for all your gas room heater jobs/ 





Amazing new HONEYWELL ADATROL 


Now this 


new Pilotstat 


Plus this new 
add-on 


thermostat 


Equals the 
new Honeywell 
Adatrol 
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C592 Pilotstat. This new Honeywell Pilotscat fits any 
gas room heater, and features a 100% safety shut-off 
in case of pilot or flame failure. It is available with or 
without pilot gas filter (no external filters necessary) — 
and will operate on all gases. Specifying it on all 
your heaters insures your customer simple, economical 
addition of a thermostat when desired. 





T5000 Adatrol Thermostat. The new Honeywell 
Adatrol thermostat is a high-quality, self-contained, 
snap-action thermostat available with or without a 
high-low bypass. You can add it to the Pilotstat in 
less than 5 minutes. Just remove 6 screws and a plate 
from the Pilotstat—then fit the Adatrol thermostat in 
and replace the 6 screws. It's as simple as that! 











V5153 Adatrol—combination Pilotstat-thermostat. 
A compact high-precision unit, that fits all gas room 
heaters. Can be serviced in the field, without removing 
piping. Cut your installation, stocking, and handling 
costs by standardizing on this efficient unit. Specify 
the V5153 for all your thermostat equipped heaters. 


* Trademark 








‘ 
Here’s how the new add-on 
thermostat fits into the new Pilotstat. 
* Fits all gas room heaters 
* No more adapter kit problems 
*® No more costly stocking problems 
The new gas cock Pilotstat* with add-on thermostat 
N°’ the new Honeywell Adatrol gives you a universal Pilotstat 
that allows on-the-job addition of a thermostat whenever ‘ 
your customer wants it. 
This means big savings for you in stocking and service. No longer 
do you need to stock complicated adapter kits and parts that . ‘ 


get lost, depreciate, and become broken lots—no longer do your 
servicemen need to spend costly hours tinkering with make- 
shift connections. 

All you stock is the C592 Pilotstat and T5000 Adatrol thermo- 
stat which you can buy separately and put together in the field — 
or the V5153 ADATROL combination Pilotstat-thermostat, which 
comes already assembled from the factory. 

Think of the big savings this means in time, effort, and in- 
ventory ! And think of how pleased your servicemen will be. And 
how easy it will be to give your customers a thermostat when 
they want one added. 

So, start making your room heater business pay bigger profits! 
Call your local Honeywell office and order the ADATROL today ! 

For complete information on the new Honeywell ADATROL, 
or on any of the complete line of Honeywell Controls, just write 
to Honeywell, Dept. EM-6-88, Minneapolis 8, Minnesota 


Honeywell 
Fiat ww Coitiol 
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112 OFFICES 
ACROSS THE NATION 









Only (ne HAS THE MAGIC CHEF 


SWING OUT BROILER 
wy & ©) 





ay 


Only (ne SELLS imea 


| Magic Chef 


GAS RANGE 


Smart salesmen get the customer in the act, and clinch the sale. Let her 
try it... just one finger swings open the Magic Chef broiler where she 
can see these sales-closing benefits; The convenient waist high 
position allows easy meat tending without bending or stooping 
while the entire broiler tray is in view ... the door protects from 
spatters. Magic-Ray radiants give foods that deep-broiled char- 
coal flavor, The large broiler pan, big enough to hold a complete 
meal, lifts out for easy cleaning. Swing more sales with the range 


that’s first in features your prospects know and want... Magic Chef/ 


Only One has all these exclusive teatures— 
RED WHEEL OVEN HEAT REGULATOR @ MAGIC-LITE 
MAGIC OVEN-EYE ® MAGIC-RAY SWING OUT BROILER 
MAGIC FLAME UNI-BURNER @® AUTOMATIC PILOTS 
MAGIC-AIRE and many other work-saving features 








Magic Chef, Inc., ST. LOUIS 10, MISSOURI 


MORE WOMEN COOK on Magic Chef THAN ON ANY OTHER RANGE! 
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The name to watch 1n’55d... 


PAGE 48 JUNE, 1955—ELECTRICAL MERCHANDISING 
















* Never in all our history have we had such a line-up of 
hot NEW PRODUCTS — such as the terrific new Nesco Fryryte 
frying pan pictured here! 


* All huge Nesco plants are geared up to meet all demands for 
these top products. 


* Powerful big-space national advertising starting soon — 
watch for it! 


* Big things are in the wind for Nesco dealers! 


Get next to Nesco! Get next to the hottest news in 
new appliances. Call your Nesco distributor now! 


1 To$-f of 0} 


EXECUTIVE OFFICES: MILWAUKEE 1, WISCONGIN~—QOie55 








ea CS x ° 
A Pe 
NESCO COOKRYTE NESCO FRYRYTE NESCO COOKRYTE NESCO TEARYTE NESCO ROASTRYTE NESCO COOKRYTE 
electric double boiler electric deep fryer electric sauce pon beverage maker electric roaster electric casserole 
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SELL 


what this customer needs 















































His lady has a mess on her hands 
...and you can cash in on her prob- 
lem when you sell Paragon's practi- 
cal “de-frost-it’”. Over 2,000,000 
satisfied users prove this “wife- 
saver’ makes any electric refrigera- 
tor self-defrosting ... actually adds 
years to its life. So simple to attach, 
too. Simply plug it in, set it and 
forget it. 

What's more, the “de-frost-it’’ is 
dressed-to-sell faster than ever in a 
new “sales-maker” carton. Cash in 
now. Tie your sales to Paragon 


“de-frost-it” and.. 
$995 Retail 


Oy Cordless Model $895 








sell automatic defrosting 


for more PROFITS! 


C , 2 ‘ff . . ; , 
Smartest gf tlem tn yeas . 


Sell ELEC-trivet by Paragon. It's the orig- 
inal electric trivet. Exclusive features in- 
clude “long-last” heating element that 
keeps food at 180° four or more hours 
“heat engineering” to protect linens 
and many more. Gift packed in gold foil box 

RETAIL 


PA RAG 0 % $3.95 with appliance cord, 


ELECTRIC COMPANY ©@ 1638 TWELFTH STREET 
TWO RIVERS © WISCONSIN 





$295 
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THE LOUDSPEAKER 





A Simple Test Circuit 


To the Editor: 

I read with interest your article on 
small appliance servicing (Successful 
Small Appliance Service—How to Get 
Started, EM, April) as I have been 
servicing appliances for 10 years or 
more. I always like to read articles of 
this type. 

I enclose a diagram of a test circuit 
which I think is almost unique in this 
country for testing thermostats on 
electric irons or other appliances. 

E. J. Steinman 

EK. J. Steinman Electric & 
Hardware 

Rt. 4, Box 1624 


Bremerton, Wash. 











Line 
aaa light 
10 to 15 turns l2orl4 
enomeled wire 
When load is applied, plunger 
és drawn upward and pilot 
4 HY light goes on. When thermo- 
stot kicks off, pilot light goes 
off 
ale 
M4 pS 
\Lood 


Editor's Note: Herewith a diagram 
of Mr. Steinman’s thermostat tester 
which author P. T. Brockwell, of our 
small appliance service series, says “is 
practical in every respect and will ac- 
complish the same purpose as the 
power outlet equipped with an indi- 
cating pilot lamp described in the 
“How to Get Started” article which 
appeared in the April issue. 


Formica Installation 


To the Editor: 

We have noted with considerable 
interest your story in the March issue 
of Execrricat MERCHANDISING titled 
“They're Selling Do-It-Yourself Kit- 
chens.” 

The particular part of the story 
which caught our eye appears in the 





photograph on the right-hand side of 
page 155—‘“Since Formica counter 
tops are not easy for the amateur to 
cut and fit. Gee Lumber usually pro- 
vides them cut to measure.” 

I thought you might be interested 
in knowing that The Formica Com- 
pany has for over two years now been 
telling consumers through their ad- 
vertising and their publicity releases 
of the ease and speed with which 
Formica can be applied to kitchen 
counter tops, furniture tops, etc. We 
will be the first to admit that covering 
a counter top—that is a_ kitchen 
counter sink top—is not the easiest of 
the Formica Do-It-Yourself projects 
to tackle, and should not be tried per- 
haps until the homecraftsman has at- 
tempted a table or two to get the 
feel of the material and the technique. 
As far as Formica being easy or hard 
to cut, let me say that it can be suc- 
cessfully cut with an ordinary ten- 
point saw and planes and files quite 
easily. 

However, in regards to above-men- 
tioned photograph and caption I 
would like to point out that the 
Formica section shown in the picture 
appears to be a postformed covered 
back. This particular type of construc- 
tion would be no more difficult for the 
homecraftsman to cut than any other, 
however it would be not only difficult 
but almost impossible for him to do 
himself. Postforming—that is the heat- 
ing and bending of the Formica sheet 
—requires for most applications spe- 
cific and expensive heating and bend- 
ing equipment, something you will 
find only in a professional fabricator’s 
shop. The type of kitchen sinktop 
where the homecraftsman would be 
successful would be the conventional 
type where the Formica is applied sep- 
arately to the backsplash section and 
then a separate piece applied to the 
top deck itself and metal cove molding 
placed in lieu of the postforming. 

Please understand that we are most 
grateful for Formica publicity and 
Formica credits, however, we do get 
somewhat disturbed at implications 
such as were made in your March 
article, Please accept this not as 
criticism but in the spirit in which it 
was intended. 


Gordon G. Moffitt 
PERRY-BROWN, Inc. 
2831 Vernon Place 
Cincinnati 19, Ohio 





THE CUSTOMER IS ALWAYS 


Here’s an effective business- 
getter used by S. T. Draughon 
at Madison Piano Co., in Hunts- 
ville, Ala. 

When a customer makes a 
payment on his account and the 
cashier notices said account is 
almost paid up, or that he is in 
financial shape to add to the ac- 


RIPE 


count, she presses a button with 
her foot. 

At the front of the store, a 
dull gong quietly sounds and the 
salesmen, recognizing the signal, 
are instantly alerted. 

You can bet the customer gets 
special attention before he gets 
out of the store. 
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The customer-demand for greater 
beauty and longer life of appliances 
makes it easier for you to sell products 
finished in genuine Porcelain Enamel. 
This superb finish is popular because 
housewives know from experience that 
it remains new-looking for years, with 
a minimum of care and attention. And 
that is why progressive appliance 
manufacturers are constantly expand- 
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The POPULARITY of Porcelain Enamel! : 
makes your selling EASTER S VF oi 





ing their use of Porcelain Enamel. 


You can attract and hold the atten- 
tion of your customers with simple, 
convincing demonstrations, using 
readily-available materials—a match 
book, a coin, a lipstick. 


Write for free literature and informa- 
tion on saies helps and demonstration 


kit. Use the coupon below. THIS LABEL identifies genuine 
Porcelain Enamel Surfaces on 


PORCELAIN ENAMEL INSTITUTE, INC. 

Associations Building, 1145 Nineteenth St., N.W., Washington 6, D.C. 
(Check items desired ) 

Please send me information about: Please send me a free copy of: 


Name 


’ <4 a) {| Demonstration Kit [| “Selling Facts about Porcelain Enamel”’ 
Pi PORCELAIN ay eeviulae INSTITUTE, INC. () Slide Film C) “Prove for Yourself .. .”” Booklet 


Company 
Address 
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the water heater that 


revolutionized an erry: A 


does it again... 


Permaglas 


America’s leading glass-lined water heater ; 


Now ... America’s first stylized water 
heater—in color. 


Plus... America’s first “Eye-Hi” tem- 
perature control, 


Plus...famous exclusive HEETWALL 
design—and higher inputs. 


d...the only glass-lined tank proved 
by over 2,500,000 families. 


All this in the most accepted, most popular, 
glass-lined water heater in the industry! 


. 


: 


ITE 





ae 
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again... Emerson brings you another electronic miracle 
that opens a great new and untapped market... 


and creates a flood of extra traffic for you 


ERSON TRANSISTOR RADIO 
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| TRANSISTOR POCKET RADIO 
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including batteries 


The smallest big money-maker 
in radio history! 

Packs the punchiest sales-wallop since Emerson 
introduced its famous Model 747 Pocket Radio®— 
the “world’s smallest personal portable.” 
This newest crowd-pleaser is sure to bring you plenty of 
plus sales—and will bring in lots of extra traffic for all the 
other items you carry! It’s a real winner that combines 
the appeal of popular price, plus Transistor performance, 
plus the engineering know-how of Emerson—plus 


the backing and acceptance of the famous Emerson name 









... world’s champion producer of small radios. 


It’s the world’s smallest, most powerful, 
longest-lasting pocket radio®! mos we 


© Batteries last 10 times longer 

© Transistors last for life 

¢ So small it slips easily into pocket or purse—plays anywhere 
¢ Console tone from the tiniest of pocket radios 

e Wide variety of stunning decorator colors 


Utterly unique! An electronic jewel ...diamond brilliant tone... 
with a golden richness that must be heard to be believed! 
Gem-like in size, it is as exquisitely engineered as the finest 
watch...a marvel of sub-miniature precision. 


Only Emerson—pioneers and tradition makers in small radios... 
first in the world to produce portable, self-powered radios, 





portable TV, portable air conditioners. ..could achieve 
! “ : ( this ultimate in portable entertainment! 
ie — poeeen--------------- eonnnnnnnnnn-nn-n=-ny 
vee ~ ' 
Portable Radios Emerson Radio & Phonograph Corp., 14th & Coles Sta., Jersey City, N.J. ' 
a a Please send additional details about the new Emerson Transistor 
—— —— : = Pocket Radio® Dept, RTOS 
aC ay i 
= a Dealer } 
ee | [ 
“ Address... 
. Table Rad . 
Air Conditioners adle soe City State 
*Reg. U.S. Pat. Off. Emerson Radio & Phonograph Corp., Jersey City, N. J. Prices slightly higher Title | 
South & West. Over 15,000,000 satisfied owners prove Emerson is America's Best Buy! 
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ee ANY of our dealers are now using 


the Commerciat Creprr Pian, It 
has been a prime factor in keeping some 
of them in business. One important 
fact we and our dealers have learned 
over the years is that Commercial 
Crepir stays with the dealer in good 
times and bad, Commenrctat Creprr’s 
floor plan is particularly helpful in 
enabling the dealer to carry good 
displays and their insurance features 


dealers in business... 


say the HENNIGH BROTHERS, on the 
left, W.H. Hennigh, Secretary-Treasurer and 
Sales Manager and on the right, O. W. 
Hennigh, President and General Manager of 
HENNIGH'S INC., popular Admiral-Whirlpool 
distributors in Wichita, Kansas. 


in the plan give both dealer and pur- 
chaser important added protection.” 


COMMERCIAL CREDIT DEALERS 


ARE Successful DEALERS 


A letter or call to your nearest Com- 
MERCIAL Crepir office will get you 
prompt and expert help with your 
hinancing problems, too. W hy not call 
today? 


“A prime factor for keeping many 


99 








COM MERCIAL 


CRE weld AN 


ComMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of 
Commercial Credit Company, Baltimore .. 
Capital and Surplus over $175,000,000 
. » Offices in principal cities of the United 
States and Canada. 
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Parker's has searched the coun ry Ai fA 
 ferafreezer and food plan 
that would do what we i De ics aaah 


Electrical == | want it to do for you 
Merchandising as WE ARE NOW READY TO ANNOENCE THAT WE HAVE SELECTED 


~up Amana YRERZER AND \ FOOD PLAY FEAT RING 


- Bh 7 7 5 ROMANE PRES 


172 Cubic foot F x 


all i 


GERS FAMILY FOOD 
wD FOR EVERY PAMEL 


Are the Food Plans 
Coming Back? 


fer 
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Yes, but not in the old form. 


Today the department store and on Saves You Time, Steps and 
| oa Dollar After Dollar 


a few highly ethical dealers are set- . a than 
ting a new pattern of respectability. f ) Jinn ~< > on Food Bills 


wears weal You GT’ 


Here’s how new plans are evolv- ¢ tye 
4 . . ond SAVE 


ing all over the country. Here is the ED | "ay, 
picture of food plans today and a ) > oe 4 UL | 


look at what they may be tomorrow 


a i aieentid 


ACK in 1952 and 1953 dishonesty and sharp 
B practices killed the most logical and effective 

method of selling freezers ever devised— 
the food plan. 

Now the food plans are coming back, slowly, 

haltingly and against the considerable resistance 
of a suspicious and sometimes badly burned pub Now , 
lic. But they are coming back. And their return * enjoy t 
is being led by the one group of retailers most Deeptre. me 
qualified by virtue of their traditions, prestige and : 
respectability to convince a doubting consumer 
that this time the food plans will give fair measure 
and will fulfill their promise. In some areas other 

of retailers are already beginning to follow 
the department store leaders. Today's food plan 
is no relative of the oversold, overpriced, unethical 
gold rush that killed the business in 1953 

The big question is: Will it stay that way? To 

answer that question—and the questions of future 
prospects and volume—E.ecrricat MERCHANDIS 
INGS editors have prepared the coast-to-coast 
roundup which starts on the following pages and 


sn ides in next month’s issu bri ing / 
0 r: hie: 
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N the East, food plans have made 
I a big recovery. 

In fact, today’s market has 
some of the appearance of a boom. 
There aren't as many plans operating 
now as there were before the crash (in 
late 1952 and early 1953) but the vol- 
ume today is higher. 

And some of the practices which led 
to the downfall of the original plans 
seem to be creeping back into the pic 
ture. 

In some areas advertising is still 
questionable and in both Philadel 
phia and New York there are frequent 
reports of other abuses—padded list 
prices, misrepresentations by the sales 
men in the home, and so forth. 


Needed: Some Yardsticks 


It's dificult to get a really accurate 
picture of just how widespread these 
sharp practices are, That's because 
different people in the trade have 
widely varying ideas of what's per 
missible and what isn’t in operating 
a food plan, There are purists who 
have very narrow limits on what they 
find acceptable. There are fast buck 
merchants whose limits are consider- 
ably more flexible. Trying to find the 
middle ground is difficult. 

Similarly, it’s difficult to get any 
statistics on just how big today's food 
plan business is. Philadelphia, for ex- 
ample, enjoys area-wide statistics com- 
piled by the Electric Association, but 
many of the plans operating there use 
freezers distributed by firms who do 
not report their sales to the Associa- 
tion, ‘The monthly reports on freezers 
are, therefore, extremely incomplete. 

One big independent operator in 
the East is said to be closing 120 sales 
per week, A Philadelphia department 
store reports more freezer sales in two 
months of food plan operation than 
in the entire previous year without 
a food plan. There is general agree- 
ment that sales are at all time highs. 


Big Stores Lead the Way 


The revival of the food plan in this 
area was sparked by the entry of the 
department store in the field. 

Food plan operators explain that 
it was absclutely vital for the depart- 
ment store to lead the way in the 
revival of the plan. Their prestige, 
their lead-getting ability, and their 
financial resources were badly needed. 

The success enjoyed by the de 
partment store has led to the es- 
tablishment of a number of new 
independent operations. (There were, 
in addition, a few independents who 
weathered the earlier crash of the 
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FOOD PLANS IN THE 
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Booming Once Again 


food plan and who have continued to 
do business right up to the present.) 

In the Philadelphia and New York 
areas, few department stores run their 
own food plans. The operation has in 
almost every case been leased out to 
food plan specialists. In Philadelphia 
only one store runs its own plan, In 
New York no major store runs its own 
plan, The lessees of these depart- 
ments have often found it practical 
and profitable to run several such 
coal operations. One firm, for ex- 
ample, - plans operating through 
department stores in New York, Phila 
delphia, Baltimore and Pittsburgh. 
Probably the biggest of these spe- 
cialists is the Greenhut Corp. Head- 
quartered in New York, this firm 
now operates in 12 cities ranging from 
New Vork to the West Coast. 

Why do department stores so gen 
erally lease out the food plan opera 
tion? Probably the main reason is 
that the store itself is not set up to 
handle a specialty-type, outside sell- 
ing Operation. In some cases store 
solic ies prevent them using the hard- 
hitting approach regarded as necessary 
by some food plan operators. 

This does not, however, mean that 
the store management exercises no 
control over the type of operation be 
ing carried on under its name. Better 
Business Bureaus report relatively few 
complaints about department store 
plans and the assumption is that (1) 
the store keeps a check on the type of 
representation being made and (2) 
- care of complaints before they 
reach the BBB. 

Department stores are not alone 
in the field. There are a large num- 
ber of independent food plan opera 
tors. A few appliance dealers cond 
slans of one ees or another. In 
Bridgeport, Conn., a food supply 
house has teamed up with a restau 
rant to introduce a food plan. But 
exciting most speculation in the trade 
today is the possible entrance of the 
food store in the food plan business. 


Does the Grocer Belong? 


Food plan specialists point out that 
few super she wo have so far really 
gotten into the food plan business. 
Their plans have not been as thor- 
ough-going as those operated by de- 
partment stores or food plan opera 
tors. Often the grocery has done little 
but set up a freezer display and offer 
to sell frozen food at quantity prices 
to freezer owners. Food plan experts 
think that the food store will have to 
go much further than these half 
hearted measures to cut much of a 


path in the food plan business. 

In Philadelphia this has already 
happened. Best Markets, a 20 store 
chain, has been operating a food plan 
since early this year. A separate food- 
freezer division operates this plan and 
Best’s efforts have all the ear-marks 
of a thoroughly organized specialty 
operation. 

In mid-April it was reported that 
another eastern chain was investigat- 
ing the possibility of setting up a 
food plan of ite own. 

Supermarkets, however, face a num- 
ber of obstacles in entering the field. 
For one thing a good deal of super- 
market volume is generated by expos- 
ing the shopper to a wide variety of 
items during frequent shopping trips. 
The food plan, by doing away with 
the necessity for visiting the store so 
often, would cut heavily into this 
exposure-generated volume. In addi- 
tion, supermarkets have no delivery 
service, they must solve financing 
problems, and they have no specialty 
sales talent. A public relations prob- 
lem is also involved; some people 
think that freezer owners buying at 
lower prices might create resentment 
and suspicion among regular custom- 
ers buying at the in-store price. 

There is some speculation that the 
food merchant may take a simpler 
approach to the market, by-passing 
the freezer end of the deal completely 
but simply offering to supply meat 
and frozen food at special prices to 
freezer owners. 

Those people who see possibilities 
in some plan of this type point out 
that the customer could make a good 
buy on the freezer through a discount 
house and then order food from a 
food specialist who does not sell 
freezers. Critics point out, however, 
that a key factor to a successful food 
plan is the availability of financing 
for the food order, both original and 
repeat; these critics argue that such 
a food merchant would have to set up 
financing facilities to realize volume 
on this type of operation. In addi- 
tion, say at critics, there is a cer- 
tain amount of consumer education 
to be done. The freezer owner must 
be taught to use the unit to full ad- 
vantage and the services of a home 
economist are often needed. Under 
today’s food plan the costs of main- 
taining such educational services 
comes out of the margin on the 
freezer. If the freezer was not in- 
cluded in the plan, the cost of these 
services (and those of advertising and 
selling) would have to come out of 
the cost of the food. 
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The role of the food market or 
food purveyor thus remains indefinite 
and whether or not the grocer can 
become a significant factor in the 
food plan field remains to be seen. 


Trouble Ahead? 


But as of today, the biggest volume 
is being done by the more conven 
tionally organized department store 
and independent food plans. Today’s 
volume is impressive but there is a 
very noticeable air of uneasiness 
among many of the more conserva 
tive elements in the trade. They are 
extremely worried over whether new 
abuses will lead to another wave of 
disillusionment on the part of the 
public and unfavorable action by 
various regulatory agencies and credit 
sources. 

This concern manifests itself in a 
number of efforts at self-regulation. 
A guild of food plan operators is 
being formed in Philadelphia and in 
that city individual operators and 
their distributors are attempting to 
get the cooperation of banks and ad 
vertising media in cleaning up the 
trade. 

This isn’t as easy as it sounds, how 
ever. Take the matter of verifying 
prices. One New Jersey banker wrot 
to freezer manufacturers requesting 
list prices. When a local operator 
tried to put through a contract with 
the freezer listing at several hundred 
dollars more than the factory recom 
mended list, the banker bounced the 
contract. When pleas from the op 
erator and his distributor failed to 
change the banker’s mind the manu- 
facturer stepped into the act. He in- 
formed the banker that two list prices 
were authorized and supplied a new 
price list — the higher price 

One Philadelphia distributor in- 
sists, however, that banks and ad 
media are not always as alert as they 
could be. He feels that financial 
houses should constantly shop their 
dealers for the legitimacy of the plan, 
the ads, the representations about fi- 
nancing, food sources and so forth. 

Even so, self-regulation may not be 
enough and among the more con- 
servative food plan operators there is 
approval of the crack-down by legal 
authorities on some of the most flam- 
boyant operators. 

In short, nobody has any doubts 
about the inherent promise the food 
plan holds. But that’s the long range 
picture. Today, many people are 
afraid that some opportunists with 
limited vision will never let that long 
range picture develop. 
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POWERFUL COMBINATION: the know-how of food plan specialist Edsel Martin and the magic of the 


Tu the 
ace Department Store Food Plans 


Bamberger store name are good examples of why... . 


Are Stealing the Show 


It took the reputation and financial stability of the big department store to 
revive food plans in the East .. . but they remain a specialty selling operation. 


“slik food plan now being oper- 
"| ated by Bamberger’s, New Jer- 
sey, in its Newark store is a good 
example of how department store 
activity in this field can produce sales 
while avoiding the excesses that char- 
icterized earlier food plans. 

\lthough there are unique aspects 
to the Bamberger operation, it is in 
many ways typical of the manner in 
which eastern department stores have 
gone into the food plan field. 

(he Bamberger plan is, for exam- 
ple, a leased operation, with Suburban 
Purveyors of Newark the licensee. 
Also typical is the fact that the Bam- 
berger plan is primarily an outside sell- 
ing operaton, with only limited space 
in Bamberger’s Newark store being 
devoted to a food plan display. 

The plan has been in operation only 
three months and it is not yet fully 
geared up. When a complete selling 
crew has been trained and all promo- 
tional approaches covered, the plan 
should produce over 100 sales per 
week 

That’s the estimate of Edsel 
Martin, a food plan veteran, who runs 
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the Bamberger plan as well as a similar 
operation at LaSalle & Koch in To 
ledo. Formerly a food plan consultant 
with General Electric, and prior to 
that a successful operator in both Cali 
fornia and in the East, Martin has in 
the past two years supervised the set- 
ting up of food plans in a dozen cities. 


Getting Started 


Initial advertising on the Bam 
berger program broke in the Newark 
papers on March 7 and by the follow 
ing day the week-old sales force had 
written 14 orders. Behind this fast 
getaway, however, were months de- 
voted to detailed planning in which 
Martin, Suburban Purveyors, and the 
top management of Bamberger’s had 
been involved. 

Designation of Suburban Purveyors 
as the licensee and food supplier and 
selection of the G-E freezer as the 
unit to be featured under the Bam 
berger plan were the most obvious of 
the decisions which had to be taken. 

Of equal importance were dozens 
of administrative details which had 
to be worked out with store manage 
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ment. Advertising themes had to be 
worked out, floor space selected, and 
in-store cooperation on displays and 
related problems assured before the 
food plan could get underway. 


Finding Salesmen 


One week before the advertising 
broke, Martin began to assemble a 
sales force. The first ad for salesmen 
appeared the week of February 27 and 
drew 80 applicants; only four had 
previous food plan experience, The 
men were told the general nature of 
the plan and advised of what was ex- 
pected of them. They were told, for 
example, that while the store would 
provide them with leads, they were 
also expected to develop their own 
prospects. Initial screening was gen- 
eral since Martin feels that a salesman 
must be given a chance to prove him- 
self in the field. 

About 60 of the original 80 appli- 
cants decided to try their hand at the 
Bamberger plan and were given 12 


hours of schooling (three four-hour 
sessions on successive days). At the 
end of that time they were told to try 
to (1) sell people whom they knew 
and (2) sell some of Bamberger’s pre 
ferred accounts, many of whom Pad 
been notified by letter that the store 
was opening a food plan and that a 
representative would call. 

Salesmen work on a straight com- 
mission (on the price of the freezer 
alone.) There is no commission on 
the initial or repeat food orders. 

Martin himself exercises pretty di- 
rect control over the selling operation 
but the men have been split into four 
crews, each headed by a “field super 
visor”. In addition, two “field train 
ers” help Martin conduct twice-weekly 
sales meetings and move from crew to 
crew during the week to train the 
salesmen still further. 


Whom Do They Sel!? 


Some metropolitan area planus work 
on a lead-only basis but Martin feels 
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DEPARTMENT STORE 
(continued) 
Here, 
Step by Step, 
Is How a Salesman 


Pitches the 


Bamberger Plan 





APPOINTMENTS are made for all pitches on the 

« Bamberger food plan. Through a phone call the 
salesman sets up a convenient date with the house- 
wife, making sure that her husband will also be avail 
able at the same time 





5 TURNING his worksheet face down on the table, 
« the salesman then goes through the food plan 
order which he has earlier (picture 4) selected as 
meeting the family’s needs. Wife can indicate which 
types of meats and vegetables she desires 





? FIRST STEP is for the salesman to sell himself to 
s prospects. Before talking about the food plan he 
visits with the couple, asks about their family, here 
inspects a ceramic figurine being painted by the 
housewife 





COUPLE IS INVITED to compare the food in. 

» cluded on the Bamberger plan with their earlier 

list (picture 5) so that they can be sure that all their 

food requirements are covered by the food plan sug 
gested by the salesman. 








source and picking a freezer brand. In picking food 
source, store must consider the purveyor’s capacity 
reputation, and willingness to go out of the way to 
satisfy the customer 
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There's Plenty of Work in Setting Up 





SELECTING o sales force is a time-consuming process. 
Bamberger’s men come largely in response to classi- 
field advertising but as plan matures more and more 
will be referred by present sales force. Here Martin 
interviews a new moan 
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CONTINUAL TRAINING and prodding is necessary 
in running an outside selling operation. Bamberger 
salesmen get 12 hours intensive original training, 
then must attend twice-weekly sales meetings after 
they begin selling 
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3 BEFORE STARTING his pitch the salesman sug- 
« gests gathering around kitchen table so that he 
will have room for notebook and worksheets. He then 


covers better health, convenience and economy as the 
three basic benefits of the plan 









Fach og 


4 ASCERTAINING the family’s current weekly food 
« budget, salesman explains that according to Dept 
of Agriculture figures about 70 percent of this goes 
for perishables. He uses this figure to determine size 
of plan suited to family 









dual items 





SAMPLE WORKSHEETS ore used by salesman in 
e determining family's weekly purchase of indivi 
These requirements are then converted 
into monthly totals to make comparison with food 


plan order possible 





g USING LEFT HAND SIDE of order form, sales- 
=» man shows that family which had been spending 
$23 for perishables could get same food for $19.93. 
Freezer payments would be $3.51; total is thus only 
44 cents more than present food budget 


GIVING THE COUPLE o chance to discuss the 

splan between themselves and settle questions in 
their own minds, the salesman fills out the right hand 
side of the order blank which breaks down all charges 
on the plan 


10 HANDING ORDER form to husband, salesman 
« asks him to This is the first 
“‘close’’ but if it fails there are eight more closes in 
the notebook to which the salesman can resort in 
order to make sale 


“check” figures 











a Food Plan Like Bamberger's 






\ 


Ty he 


FOR MORE EFFECTIVE supervision the sales force is 
split into four crews, each headed by a field super- 
visor. After a sales meeting, crews gather around 
supervisors to compare notes, set up times for canvas- 
sing and distribute leads 
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GOOD SOURCE OF LEADS for salesmen is this display 
at head of escalator on Bamberger’s seventh floor 
Leads are also developed from newspaper advertising, 


satisfied users, telephone contact and cold canvassing 
by the salesmen 





EACH ORDER is verified by trained girl in Bamberger’s 
food office. This call insures that salesman has not 
exaggerated or misrepresented the Bamberger plan, 


also provides a check to make sure that customer 


understands terms 


For a report on Food Plans in the South and Great Lakes turn the page=> 
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FOOD PLANS IN THE 


HE South has been slow to fo! 
low the resurgence of the food 
freezer plan but there are in 
dications that, with the prodding of 
manufacturers and distributors, it may 
be on the verge of blossoming anew 
in the immediate future 
New Orleans dealers are showing 
the most interest in reviving the plan, 
with the three largest appliance out 
lets in the city either operating it or 
planning to revive it. As in other 
Southern cities, the food freezer plan 
reached its zenith in New Orleans in 
late 1952 and early 1953, with Amana 
setting the pace. In the ensuing 
months, several dealers tried out one 
or another of the plans but the ma 
jority of such operators finally dropped 
them 
George Marcuse, co-owner of Radio 
Center, says: “We operated the food 
lan for about a year but dropped it 
vecause we finally realized that we 





FOOD PLANS IN TH 


Hi food plan is a crazy, mixed 
up kid in Cleveland, It is both 
coming back and going out 
For this conservative Ohio city is 
behind the rest of the country on the 
fade-away of the sharp operators and 
right on schedule for the entry of the 
department stores into food plan 
merchandising. The result is a con 
fused, spotty picture 
Freezer volume in Cleveland is 
down for the first quarter of 1955, 
Shipments from distributors to deal 
ers for the first three months are 
1400 units as compared with 1900 
units this time last year, according to 
the Electrical League of Cleveland. 
One distributor estimates that today’s 
volume is close to only 25 percent of 
the top peak in late 1952 and early 
1953 
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had gotten into it prematurely—before 
we really knew what it was all about 
We do have definite plans to go back 
into it soon—but this time we are 
going to know what we are doing.” 

Radio Center, according to Mar 
cuse, bought up a carload of freezers 
from a manufacturer and placed their 
own name brand on them. The firm 
evolved a system comparable to the 
standard selling plan but without its 
necessary merchandising drive to get 
the plan underway properly, and con- 
sequently it never worked out 

“But we are convinced there is a 
fine future in the food freezer plan,” 
concludes Marcuse, “and with the 
know-how we have gained by experi 
ence, we are going back into it in 
the near future.” 

A second big New Orleans dealer, 
Al Labische, instituted the Maytag 
food plan in his store in early March. 
Labische has not used the food plan 


The era of the independent food 
plan operator is over in Cleveland. 
That is the opinion of one distributor. 
Evidence of this is the volume quoted 
in the previous paragraph. “The fast 
buck boys who worked at $100 to $200 
above list are washed up or sliding 
badly,” he commented. “The high 
pressure salesman is going out.” 

For Cleveland, just as every other 
major metropolitan area, has had its 
share of the fast operators, the quick 
closers and the “promise them any 
thing” boys. In late 1952 and early 
1953 there were more food plans 
in operation than could be counted. 
Many worked out of brief cases and 
their promises were about as thin as 
their inventory. Although eleven 
plans are listed in the Cleveland clas- 
sified phone book today, only five or 


before and therefore, is unable to re 
veal any past experience with it but 
thinks it has a bright future 

“It seems to me to be a great mer- 
chandising opportunity,” says La- 
bische, “and we are definitely set to 
give it everything we've got. 

Third of the big New Orleans op- 
erators is Maison Blanche, one of the 
South’s largest department stores. 
Maison Blanche, however, does not 
operate the plan under its own ap- 
sliance department but rather, under 
ficas arrangement with the Nu-Way 
Co., a food plan organization repre- 
senting both Amana and Deepfreeze. 
This organization, which trains and 
maintains its own sales crews, reports 
that sales are good and they are get- 
ting better, 


Two Plans in Atlanta 


In Atlanta, the plan is in operation 
in two leading department stores— 





°UTH Signs of a Revival 


Rich’s and Davison-Paxon. Rich’s 
initiated the plan in November 1954, 
and it had considerable success at 
first because of the intense work done 
by special crews in promoting it. 

As of April 1955, the store is doing 
little to promote it and store heads 
are rather lukewarm toward it. K. I. 
Matthews, appliance department 
head, does not feel that lack of pro- 
motion, advertising or selling on the 
store’s part has had anything to do 
with the decline of the food freezer 
plan but rather that the practice of 
selling food while also selling freezers 
is not too good a selling combination, 
even for a department store. He 
points out that there is no way to 
estimate how many freezers the plan 
was responsible for selling but that 
the increase in sales over normal busi- 
ness has not been spectacular. 

At Davison-Paxon, where the May- 
tag plan is in operation, Floyd Miller, 


A Confused, 
Spotty Picture 


six are in business. Some have faded 
since the book was printed. 


The Old Plans Fade 


Basically, there are many reasons 
why the original food plan faded 
away. But, as in Detroit, it boils down 
to the fact that the public has caught 
up with the empty promises. ‘The 
facts, as sold to them, just weren’t so. 
And there is the added and primary 
point that the food plan type of liv- 
ing is no longer a novelty. It’s not 
new any more. 

One of the most important means 
of getting prospects and pre-selling 
the customer today is referral or radia- 
tion. If the freezer owner is not 
happy and the taste of the frozen 
food is unpleasant in their mouths, 
referrals will not be coming. 


“It is absolutely essential to have 
radiation today if the food plan is to 
survive,” states one Cleveland spokes- 
man. The sharp operators can't use 
the user. And yesterday’s experience 
has backed up into today’s market.” 


Department Store Entry 


Just before the turn of the year, in 
November and December, the de- 
partment stores entered the freezer 
picture in Cleveland. But the timing 
was bad. Just as they came into the 
market, some of the less ethical opera- 
tions became front page copy for the 
local newspapers. And Clevelanders, 
commenting “that a food plan is a 
food plan no matter who runs it,” 
gave a lukewarm reception to the big 
institutions on Euclid Avenue. 

Halle Brothers opened up with 
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appliance department head says his 
food freezer sales have been good and 
that he expects it to get better. It’s 
pretty new with Davison-Paxon, hav- 
ing been initiated in mid-January 
1955. Miller points out that the 
amount of freezers sold on the food 
plan depends on the intensity of sell- 
ing which the salesmen put into it, 
which could, of course, apply to al- 
most any appliance. His feeling is 
that the plan will eventually work out 
as a major profit item in the Davison- 
Paxon sales program. 

Meantime, in Atlanta there have 
been more than a dozen failures by 
retail dealers to put over the plan. 
It reached its zenith of popularity in 
late 1952 and early 1953 when certain 
distributors brought in special selling 
crews and arranged special promo- 
tions to introduce it and spark sales 
for approximately 20 dealers. There 
can be no question but that the pres- 
ence of these special sales crews were 
a top factor in giving the food plan 
momentum, 

But as Perry Pepper, sales manager 
for Air Engineers, Inc., of Birming- 
ham, points out: “As long as these 
special crews are active, the food plan 
goes great guns but when they de- 
part, sales fall off immediately. There 
is the rub—if you could keep a special 
selling crew on, devoting all of its 
efforts to selling only the food plan, 
it would be continually successful. 
This is true of refrigerators, ranges, 
washing machines or anything else, 
however. I have never been personally 


their Amana plan in November of last 
year. The plan is using four methods 
to secure prospects: (1) Referral and 
radiation (2) house-to-house canvass 
(3) direct mail (4) and newspaper 
advertising. Their effectiveness fol- 
lows the same order, with customer 
referral being the top prospect getter. 
And it is estimated in Cleveland that 
every contract sold should bring in 
three more sales through radiation. 


The Pitch Is On Convenience 


The sequence of the Halle 
Bros.-Amana plan is simple. Once a 
prospect has been secured, the sales- 
man (store has five men) makes a 
home appointment with both hus- 
band and wife. He outlines the plan 
and plugs hard at the benefits re- 
ceived from freezer living. He sells 
convenience first, nutrition second, 
and savings third. The size of the 
freezer sold is based on the family 
size, not the budget. 

Once the customer agrees to buy, 
a credit application is filled out and 
a contract signed. One contract cov- 
ers the cost of the freezer over 24 
months, and the first food order for 
four months only. (If the customer 
wishes to continue with the food 
plan, they sign a new contract for the 
following food orders each four- 
month period.) 

The freezer is delivered through 
Halle Bros. by a cartage firm; the 
food is delivered by the food purveyor 


sales 
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too enthusiastic over the food freezer 
plan—it’s a good gimmick, but a gim- 


mick it is.” 


Peppers’s own firm handles Deep- 
freeze, which has lately shown con- 
siderable interest in reviving the plan 
in the deep South, after being encour- 
aged by a resurgence of it in other 
A Southwide 
meeting in late March, at Charlotte, 
launched the plan again in the South. 


areas of the nation. 


Changes in Birmingham 


Amana was probably most success- 
ful with the plan in Birmingham. 
This manufacturer instituted it with 
great fanfare, presenting Em West- 
more’s beauty show in a 16-day daily 
session which was specially televised 
(EM-—June, 1953). The whole show 
was built around the presentation of 
the food plan and first results were 
excellent. Three dealers and Clark & 
Jones, the distributor, early in 1953 
put in $8,000 for promotion, tied in 
with the Federated Women’s Clubs of 
Birmingham and made their splash. 
rhe result was that in four weeks, the 
three dealers sold 358 freezers, and 
one of them estimated some time 
later that more than 500 freezers had 
been sold as a direct result of the 


promotion. 


The picture today is that, two years 
later, Clark & Jones has gone out of 
business and the Amana food plan has 
been taken over by Matthews Electric 
Supply Co., which formerly held the 
General Electric franchise in Birming- 
ham. None of the big department 


about three days later. Diamond K is 
handling the food for the Halle- 
Amana plan in Cleveland. Their de- 
livery man packs the freezer the first 
time. 

The salesman handling the con- 
tract makes a series of callbacks to 
his customer, his first being about 
one week after delivery of the initial 
food order. He calls back for the 
second time in the first month and 
follows up at later dates. All the call- 
backs are designed not only to check 
on customer satisfaction, but to get 
referrals for future prospects. It’s the 
number one method of securing addi- 
tional customers. 

While Halle’s will finance the food 
purchase through the 24 month pe- 
riod, it has been found that many 
of the contract holders buy their 
frozen food on a cash basis after the 
third order. This has been the pat- 
tern of operation. 

A second and somewhat similar de- 
partment store operation is that of 
the May Co. in Cleveland. Working 
with the Westinghouse freezer, it is 
at this writing the only department 
store food plan for this brand of 
freezer in the country. While not 
called a leased department as such, it 
is in effect so. It is run and managed 
by an independent operator through 
the downtown store. 

The May Co,-Westinghouse food 
plan uses many ways to get its con- 
tract prospects. Among the most 
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stores in Birmingham use the plan 
nor have ever instituted it and its 
operation is confined to a few retail 
dealers. Neutral observers, among 
them utility officials whose duty it is to 
contact dealers, say they believe the 
plan is dormant in Birmingham. 

There is some indication, however, 
of a resurgence—a sort of “try again” 
movement, obviously inspired by good 
results in other parts of the country. 
Moore & Handley, Westinghouse dis- 
tributors in Birmingham, Nashville 
and Mobile, is making an effort to 
gather up as much data as they can 
on the plan—how other manufac- 
turers operated it, the net results of 
its operation, and similar studies. 
J. M. Deason, appliance sales man- 
ager for Moore & Handley, says his 
research shows that the plan is pe. 
ently at a low ebb in Birmingham 
but that, nevertheless, Westinghouse 
is studying it. He does not forecast 
any future developments. 


a rarity for a customer to buy a freezer 
without also buying the ‘food plan. 
These are rather isolated instances, 
however, and present little help in 
estimating the overall future picture 
of the food freezer plan. 


Summing Up 


Summed up, a fair estimate of the 
food freezer plan in the South is 
about as follows: 

1. Right now, there seems to be a 
spotty but a definite resurgence of the 
plan in the larger cities. This revival 
of interest is not confined to any one 
type of business but is generally 
shared by specialty dealers as well as 
department stores. 

2. Many dealers in the smaller 
cities have done fairly well with it 
right along and to them, it has be 
come a regular, though not highly 
— source of income. 

. Most appliance store owners, de 
partment heads and sales managers 
who know something about food 

Dollars for Pensecole freezer plans agree that they are good 

Certain other spots in the deep sales gimmicks and profits can be 
South still report good results with made from them, but highly trained 
the food plan. Down along the Gulf sales personnel are required to operate 
coast, for instance, it seems to be the plan successfully and retailers are 
operating fairly successfully. Pensa- reluctant to devote the time and at 
cola is one city which still makes tention necessary to the plan, at the 
money on it, and two or three dealers expense of neglecting other appli 
in Mobile praise it and continue to ances. 
push it. One dealer, Harry R. Liner 4. At the present time, evidence 
of Monroe, La., has successfully op- of a resurgence of the food freezer 
erated the Ben-Hur plan for two years. Plan is so new in the South that it is 
He has sold more than 600 customers almost impossible to evaluate _ its 
on the idea and Liner claims that it is future. End 


used are: (1) cold canvass, (2) news- 
paper advertising, (3) referrals and 
(4) prizes or incentives. “We use 
every trick in the book,” comments 
the food plan sales manager. 


free-handed sales managers take a lot 
of breaking with tradition. Laying 
the groundwork for a good depart- 
ment store food plan soley takes the 
tact of a good public relations man 


Seibhiats eet Cities and the skill of a diplomat, 


’ . ; . No Boom Y 
Ihe May Co. operation is sold on wore ve 


a sound, ethical basis. It is made very 
plain to customers that they “get 
nothing for nothing. You pay for 
everything and get nothing free.” The 
effort to avoid misrepresentation is 


But the sad fact in Cleveland is 
that despite the prestige and weight 
of the » wader. store as an insti- 
tution, the food plan is not yet off 
the ground, Prospects are being se- 
almost painful. To check on the op- cured and those sold are satisfied. 
eration, one May Co. executive But volume is not what was antici- 
phoned every customer who had gee Halle Bros. is moving about 
signed a contract for the plan, He 20 contracts a month in April, The 
reported complete satisfaction from May Co, declined to comment on 
everyone contacted. volume, 

Why, some have asked, is the de- Finance paper is hard to secure 
partment store in the food plan busi- today in Cleveland, Two banks will 
ness? It is simply that the volume accept paper, as will most of the 
potential is appealing. And it is one finance companies (at higher rates), 
method in which the department But no banks will touch freezer paper 
store can work for its traditional list in some nearby cities, 
price in an off price market. The names of the big stores along 

But the tradition of department Euclid Avenue have not pulled the 
store mechandising gets some pretty magic strings the various sales man- 
rude shocks, whether it is Cleveland, agers would like. ‘The public faith in 
Detroit or any other city. For the the department store as an_ institu- 
basic approaches used to sell the tion has not been enough. Even the 
food plan are directly opposed to de- name of Halle Bros, or the May Co. 


partment store retailing. Outside has not cleared the memory of the 
selling, — commissions (12 per- past food plans. 
cent), telephone solicitations and What lies ahead? While it is diffi 


Continued on page 87, regional story on following spreads 
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first home visit 
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FOOD SELECTION is presented to prospect by Riverside salesman (one of seven) on 
_ But salesman doesn’t write food order 
reezer and gets credit application and contracts 


He only determines size of 


A Locker Plant Puts Food First 


Wot KF most appliance firms 
offer a food plan to sell freez 
ers, the food purveyor does the 
reverse. He sells the freezer to hold 
the food. Typical of this operation is 
Riverside Wholesale Beef and Locker 
Co. in Inkster, Michigan, just west of 
Detroit 

As food firms like Riverside get into 
the complete retailing picture more 
and more, there is the possibility that 
they may have a stabilizing influence 
on the freezer and food plan market, 
for unlike the appliance ied who is 
only interested in closing his sale and 
moving on to the next freezer pros 
pect, a locker firm is just starting ae 
ness when they sign the contract. Riv 
erside is primarily interested in selling 


the food, and the freezer is only inci- 
dental. 

If the food plan had not fallen into 
disfavor and dropped so drastically in 
volume, many of the locker plants sell- 
ing freezers today might not be in the 
business 

Since the outlook of frozen food 
firms like Riverside is long range, their 
ethics, their consideration of the cus- 
tomer and their intense desire to hold 
the sale may be a good thing for the 
market as a whole 

Riverside launched its plan in No- 
vember of 1954. They prefer to call 
it a food service, not a food plan. “And 
we don’t speak of it as a freezer,”’ com 
ments sales manager Paul Young. “We 
call it ‘your low temperature storage’.” 





DELIVERY is made in one of two specially insulated trucks which can safely 


4 handle about thirty orders per day. 
w 


Food is rolled from refrigerated room on 


eeled rack to truck for movement to member's home 
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Much of the jargon is aimed at over 
coming the uneasiness of the consum 
ers who have been scared by past op 
erations 

The food service operation at Ink 
ster works with seven salesmen in addi 
tion to sales manager Young and five 
economists. Riverside uses the Orley 
freezer (chest and upright) and works 
mainly with 15, 17 and 21 cubic foot 
sizes. They are currently moving about 
30 to 40 units a month. 


Pass-On Sales 


To secure prospects for their food 
service operation, Riverside uses sev 
eral basic types of promotion. First is 
that of referrals and radiation. All the 
salesmen go through a series of follow 





not only to check on customer 
satisfaction, but to find out possible 
friends or relatives who might become 
interested in the plan. Special in- 
centive books are given to all mem- 
bers, allowing them $10 cash for every 
prospect they bring in who is sold the 
plan. ($5 comes from salesman’s com- 
mission; $5 from Riverside.) 

Special dinners have been used to 
both instruct the present owners in 
better use of their frozen foods and 
to attract new members. A recent one 
held in nearby Wayne, Michigan 
seated some 250 people. Twenty-five 
couples, already members, were invited 
and asked to bring interested friends. 
It was a strictly soft-shoe approach 
with little direct selling. Frozen foods 


ups, 


CHECK ON FOOD is made by salesman on delivery of initial order. As house- 
» wife checks each food item off, salesman packs the chest type Orley box 
for the first time instructing freezer owner on best ways to load it 
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“ 


FOOD ORDER is written by one of five full-time economists (left) who deter- 
« mines actual food needs of this particular family with housewife. Food order 
is individual and not carbon copy of national averages 


WRAPPING and stamping of food is done in plant by special crew in charge of 





d 


« Operation. Orders go out each day and each package is stamped with code for 
original side of beef or carton as a check in case of spoilage. 


Because to a food purveyor the sale of a freezer is only a beginning to continuing 


sales of food, companies like the Riverside Wholesale Beef and Locker Co. bring 


an integrity to food plan operations that would be healthy for the whole industry 


were served and other foods were raf 
fled off. The party was called “A New 
Way of Living Party.” 

A special color movie is now in the 
works and will be used for group show- 
ings. Filmed by one of the food plan 
salesmen, the movie traces the move 
ment of food from the beef on the 
hoof stage through the processing and 
then from the freezer onto the table 
Called the Riverside story, “Let's 
Eat,” it is unusual for such an inde 
pendent firm. 

Additional methods to get prospects 
include cold canvass or door to door 
solicitation. No newspaper advertising 
is used, 

lhe sales approach used by River 
side is the familiar pattern with a few 





modifications. Onee the lead is secured 
and the salesman has made his home 
presentation, the change comes in. 
‘The salesman does not take the food 
order. This is done by one of the five 
home economists working for the firm. 
They fit their food orders to the in- 
dividual needs of the family. 

Once the food order is determined, 
it is placed with the plant and deliv- 
ered shortly after the freezer arrives. 
The salesman on the contract is al- 
ways present on the first food delivery 
and packs it for the contract holder. 
A check is made to see that the 
items are correct as ordered. 

The first followup is made by the 
salesman within the week after food 
delivery. To facilitate payment for 


CALLBACK by salesman is made within two days after food delivery. He 


« leaves 17 envelopes for returning weekly payments to Riverside plant 


One 


is mailed each week with payment for both freezer and food 
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both food and freezer, 17 return ad- 
dress envelopes are left with the mem- 
ber and one is mailed to Riverside 
during each week of the food order's 
life. 


Two Contracts Signed 


Since two contracts are signed for 
the plan (one over 24 months for the 
freezer; another on 17 weeks for the 
food), the food contract is renewed 
each 17 week period. Renewal rate 
for the Riverside plan is well above the 
90 percent mark. 

All the salesmen work on straight 
commission of 12 percent, The home 
economists receive a straight salary of 
$50 a week plus mileage of five cents 
a mile, 


Actually Riverside might be com- 
pared to a distributor in the appliance 
held. Acting as a supplier of frozen 
food to plans other than their own, 
they help train salesmen other than 
their own. Sales manager Paul Young 
has worked with two Detroit distribu- 
tors in training both the distributor 
and dealer salesmen. 

Business is looking up for the River- 
side firm these days. They are cur- 
rently supplying or servicing some 
6,000 contracts throughout a nine 
county area, And with the present re 
turn of the food plan type of opera- 
tion and the entry of the department 
stores in the Detroit Blt oy the 
frozen food firm in Inkster may be ex- 
panding very shortly 


AGING BEEF is stored in special room with constant temperature of 36 degrees 
« Only best beef is selected and processed by Riverside, one of three Michigan 
members in Certified Freezer Food Suppliers of America. 


For more pictures on the Riverside story turn the pages> 
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« room 


used to protect all foods from freezer burn 


SHARP FREEZING is done in special equipment located in locker storage 


Temperature is well below zero and two layer 





s of special paper are 











SALES TRAINING ore held each day, either in mornings or after noon meal, 
s when salesmen and economists can get together with sales manager Young 


(center 


who also trains salesmen 


for two freezer distributors 


A Supermarket and a 
Dealer Work Together 


\ reverse of frozen tood promotion 
by the 
motion of 


ippliance outlet 1s the pro 
ippliances by the food 
merchant That’s what's happening 
in Flint, Michigan, where Hamady 


Bros. bood Markets are 


§pe { ial freezer promotion on the floors 


running a 


of their 13 supermarkets. Although 
not admitted by store officials, it is 
a fight for the frozen food market 


Hamady Bros., in cooperation with 
Ferguson Bros, Furniture and Appli 
ance store, is offering a 17.5 cu. ft 
Hotpoint chest freezer (listing at 
$489.95) and a $100 retail value of 
food for $389.95, It is a $600 pack 
age <leal for less than $400 

Thirty sales made the first 
week when the started 
March 23. About 50 units have been 
moved so far, with unsettled local la 
bor conditions stalling further sal 

The combined sale is advertised as 
no money down and 45 days until first 
payment. ‘Strictly a volume deal,” 
according to appliance dealer Shelby 
Ferguson who reported that the pro 
motion had helped sell other met 
chandise but who adds, 
“No one is making any 
this deal except the consumer.” 

Although the supermarkets dis 
played and promoted the freezers, the 
appliance store closed the deals and 
handled the financing through Gen 
eral Electric Credit Corp Ihe one 
model chest freezer was an exclusive 
in Flint during the promotion 

“We don’t want to be in the ap 
pliance business,” said Robert Ham 
ady, president of the food chain when 
asked about future events. “Let the 


were 


promotion 


in his store, 


money on 
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ippliance man sell appliances,” he 
said We'll sell the food 
But selling the food is a 
ubject for the supermarket 
illy frozen food 


touchy 
| speci 
Hamady executives 
ire well aware of the workings of the 
local food plans in Flint and are quick 
to pomt out 
where the 
Hamady believe no 
other type of business can undersell 
the food food 


comparative 
supermarket 
executives firmly 


price 
is cheaper 


merchant on becaus« 


of the volume buying and the slim 
margin based on this volume 
No Food on Time 
I he Hamady people alsc VOICE 


strong opposition to the financing of 
frozen food. ‘They feel that interest 
rates, plus delivery charges and sales 
commissions, Can wipe out any possibl 
savings. 

Food plan people, however, point 
out that finance charges run as low 
as $2.60 per $100 of foods. And the 
comparison pricing of food plan prices 
with supermarket “loss leaders’’ is not 
fair, they feel. (Food plan salesmen 
encourage customers to buy loss lead 
ers in supermarkets.) 

The Hamady chain, which claim 
to sell 52 percent of the grocery busi 
ness in Flint, is using the promotion 
to build “We can sav 
them $200 and gain potential cus 
tomers,’” was the comment. No stip 
ulations were made on $100 


business 


free 


worth of food, which could be taken 
in staples, loss leaders, coffee, or all 
(Detroit markets limit 
number of loss leaders to a customer. 
in Flint does not.) 


in frozen foods 


Hamady Bros 






hits Hetproin 
ee 
-” 


al 
\ 


© 
/ 


13 SUPERMARKETS owned by Hamady Brothers 
their floors during joint promotion 


for $389.95 with $100 worth of free food 


greaeneee 


eenaresiret 


Th gyreesess 






Flint, displayed freezers on 
Freezer, listing at $489.95, was offered 
had to be 


purchased through 





APPLIANCE DEALER Shelby Ferguson (left) of Ferguson Brothers Furniture 


and Appliance Co., 
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who cooperated with the food chain 
and handled financing, made 30 sales in the first week 
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He closed all deals 


MERCHANDISING 














FOOD PLANS IN THE 


IVE a dog a bad name and you 
might as well shoot him, runs 
the old adage. Freezer food 

plans, the past few years have suc- 
ceeded in getting a bad name. 

But in Chicago freezer and food 
plan sales are blooming. Mandel’s, 
Carson Pirie Scott, and Goldblatt’s 
are selling Amana freezers, and the 
Fair Store is tied up with Deepfreeze. 

In the boom of the early 1950’s, 
both the freezer and the food plan 
were new concepts. They lent them- 
selves to blue sky selling, just at the 
time when banks were first getting 
into the financing installment busi- 
ness, and had had no experience to 
guide them. The result, with a lot 
of “suede shoe” boys entering the 
field, was boom and bust. 

What’s new about the Chicago 
plan of today is the addition of the 
department store as a stabilizer. Partly 
responsible for this is Main Line Dis- 
tributors in Chicago (no relation to 
Cleveland firm), of which Perry 
Winokur is manager. 

He believed that the freezer had to 
be sold with food in it, since it is no 
good to the customer empty. Being 
a big ticket item, it should be retailed 
by a firm with plenty of money. It 
should be introduced by a retailer that 
has a big list of customers for direct 
mail use. 


Enter the Department Store 


The department store seemed a 
logical channel. It had the credit bu- 
reau and financing ability, it had the 
largest customer lists in town. 

On the other hand, department 
stores are notoriously poor on spe- 
cialty selling or pioneering new items, 
which the food freezer certainly re 
quires. Vacuum cleaner people had 
operated by picking up leads in de- 
partment stores, closing themselves 
on the outside, and paying the store 
15 percent. 

Main Line Distributors came up 
with a new approach. Why not a 
specialty crew for the department 
store, trained and directed by the dis 
tributor, and to work on nothing but 
food freezers? The credit department 
of the department store could check 
on contracts, pass on credits, make 
collections and supervise all along the 
line to see that the business was kept 
respectable. 

Main Line looked for sales man- 
agers with both sales and executive 
ability. The idea was to hire a man 
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Living Down a Bad Name 


capable of becoming a distributor 
salesman, pay him three percent on 
sales and make one certain depart- 
ment store his special account. Give 
him an override on every freezer sold, 
plus $100 a week draw. If he moved 
40 freezers a month, he received $4 
a unit. If he sold 50, he got $6 a 
unit, up to $12 a freezer if he moved 
150 a month. It can readily be seen 
that such a man could make up to 
$25,000 a year, and consequently the 
job could command the best type of 
talent. 

The department store could supply 
adequate financing and had the facili- 
ties for direct mail and advertising. 

here were several strings to the 
idea that the department store had to 
accept: 

1. It had to put in a full line of 
freezers. 

2. It had to provide office space 
and administration. 

3. It had to invest so 
lead-getting publicity. 

4. It had to permit use of its big 
mailing lists. 

5. It had to supply financing and 
collections. 


much in 


Distributor Rides Herd on Salesmen 


Under Main Line’s operation, the 
freezer specialty men are directly 
under the distrbutor’s supervision. 
They are trained by the distributor 
after passing muster with the depart- 
ment store personnel department. 
The sales manager gets his check from 
the distributor. 

Leads come from direct mail, tele- 
phone, advertising, and by using the 
user. About 80 percent of all freezers 
moved are 19 cu. ft. boxes. The 
family with a two door refrigerator 
has been found easiest to sell, as it 
has enjoved a sample. 

No free trial is given on sales. 
Typical customer is a family with a 
$5,000 a year income. The freezer is 
delivered to basements, garages, clos 
ets, porches and kitchens. From 75 
to 80 percent go to Chicago citizens, 
despite the belief that city people 
have no room for freezers. 

The three Chicago department 
stores first in the field are said to be 
enjoying a success that is sweeping 


much small competition from the 
field. One store is said to have moved 
1,200 freezers in one year. Main Line 
Distributors are 234 ahead this year 
on quota. About 80 department 
stores from other parts of the country 
have sent men to Chicago to study 
this method of selling. 

Besides the department _ stores, 
Main Line Distributors have about 
150 dealers in their territory selling 
freezers on a modification of the de 
partment store plan, 


Financing Gets a New Look 


During the food plan boom of 
1950-52, the suede shoe operators 
were aided unwittingly by banks 
which knew little or nothing about 
the installment business. New to in 
stallment selling as they were, banks 
couldn’t and didn’t know the inher- 
ent dangers in methods that involved 
price-packing, unknown brands of 
freezers and high-pressure sales _tac- 
tics. Small wonder, than that one firm 
had 35 reverts out of 75 sales. 

Things have changed since then. 
Today here are half a dozen banks in 
Chicago which accept food plan 
paper. More knowledgeable and more 
skilled with installment financing 
they protect themselves with these 
rules: 

1. The freezer must be well known 
and adequately serviced, Plans that 
sell food and throw in any old make 
of freezer are not acceptable. 

2. The dealer must put up $5,000 
to cover any food losses on his con 
tracts. 

3. The bank must know who the 
dealer is and will buy his paper only 
on a full recourse basis. 

4. The bank must verify every sale, 
which means passing on the credit 
risk entailed. For example, if a cus 
tomer makes less than $350 a month 
or has too many children, the bank 
reserves the right to refuse the con 
tract. On the other hand, working 
husbands and wives are ideal cus 
tomers, 


Check on Price-Packing 


One of the early causes of trouble 
in food plans was the tendency to 
pack prices. With commissions to 





NEXT MONTH: what's happening to Food Plans in the Far West 
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salesmen as high as 40 percent, op- 
erators might ask as much as $550 
for a $450 freezer. ‘Today most banks 
and finance houses know the list 
prices of freezers and will not accept 
inflated contracts. 

In small towns and rural areas 
much smaller commissions are paid 
to specialty men working on freezer 
deals, so this difficulty has been largely 
metropolitan, Also, some manufac 
turers are now quoting a list price 
that takes into consideration the 
actual facts of specialty selling. 


Types of Contracts 


The idea of food being part of the 
contract is now shossaatiby appreci- 
ated by finance houses. It no longer 
comes as a hidden surprise to them, 
One nationally sized finance firm has 
guarantees from three freezer manu- 
facturers on its food deals. 

Both banks and finance houses are 
agreeable to a single contract for both 
food and freezer. Some have the first 
four payments large, to cover the food 
item, the balance being smaller to 
take care of freezer payments alone. 

On the other hand the Rich food 
plan uses six large payments, balance 
smaller for 18 months, Others spread 
the food costs over the entire term. 
Thinking is generally that the cus- 
tomer should not be asked to pay for 
food after he has eaten it. 

General Electric Credit Corp, 
terms are: 10 percent down; 24 
months to pay; no down payment on 
food, separate notes on food and 
freezer, same rate of interest. 

Whether to refinance a second or 
der of food is a moot question, Some 
banks and finance houses do it, others 
feel that the owner has learned the 
ropes and can do his own buying. 
Purveyors of frozen foods have finance 
plans for food alone, and one Chicago 
bank, Drovers National, handles food 
paper alone, 


Other Methods of Financing 


There has been some ingenuity in 
the middle west in working out other 
plans of financing freezers. Some 
twenty dealers rent 15 or 16 cu. ft. 
freezers for $7 to $8 a month, with 
the renter paying $15 for delivery. 
It “listens good” as the renter can 
return his box if he doesn’t like it. 
Of course, the deal conceals an in- 
flated price. After awout six months, 

(Continued on page 90) 
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Putting 


Housewares 


Up Front 


By N. 





ISPLAY is an important thing 
1) in merchandising small apph 
ances today, And Harry New of 
l'idewater Electric in suburban Cleve 
land He ights, Ohio, literally uses traf 
fic appliances in their tru 
trathe and create ile 
Flexibility and completene 
play 
store 
into 
major appliances, (. 


name to 
build store 
ol di 
Ohio 
The displays are broken down 


ive basic angk for th 


(1) spread display on walls over 
pot display 
near trafhe locations for impulse sak 

(3) mass 
which may be 
pace and (4 

dows to build customer attention and 
get prospects into the store. With ma 
jor appliance floor display held to a 
minimum, traffic appliances are carry 


displays on island counter 


‘ 


moved for chang ol 


mstantly changing win 
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BLEECKER GREEN 





OUTSIDE 


tomers.” 
asa 


load 


spre id 
I 


ing more than their share of the 
Actually the display is 
throughout the small store, which is 
divided into two showrooms. ‘The 1 
land units, which can be broken down, 
ire located up front during the gift 
months and ar 
moved back during spring and sum 


cason in winter 


mer The pegboard display covering 


ne whole wall is changed with th 
cuson Spot placements are moved 
is new items come in or as merchan 
dise changes 


A Window for Direct Results 


lhe window display is important 
lue to the 
Spotted in a neighborhood shopping 
center near the intersection ol 
important commuter 


store’s physical location 
two 


roads, the win 





DISPLAY in 
important part in building traffic 
Electric uses window to attract 


store window plays 
Tidewater 


“driving cus- 


Dealer Harry New regards window 
“must’’ for building store traffic 


ore shown on window items 


Prices 


dow is geared to attract drive-by trafhc 
And it is designed for direct results. 

I'‘hat’s the way we get people in the 
“If it doesn't 
work, we pull the window.” 


store,”’ says the dealer 


lidewater does about sixty percent 


of their housewares business in Dx 
cember. ‘The rest is spread throughout 
the year. January is a good month for 


housewares sales and May and June 
iim at the bridal market. A special 
year-round service is offered of gift 
Special paper with match 
in exclusive with 
lidewater, at no extra charge. 

But dealer New is branching out in 
his housewares business and non-elec 
trics are play ing a more important rol 
His reason: to eliminate price cutting 

Once you have a plug on it,” theor 


WI ippimng 


ing ribbon is used, 
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INSIDE DISPLAY of housewares at Tidewater 
Electric uses 
front showroom for flexible arrangement of 
merchandise in small, narrow store 
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pegboard running length of 


Stand- 


ard wire hooks allow for quick change and 
items are 


moved as new stock comes in. 


Tidewater Electric in suburban Cleveland Heights, Ohio, util- 
izes flexible planning to spread housewares throughout its 


limited display space, building both traffic and sales 


izes New, 

Inventory carried in housewares 
runs about $3,000 and this is turned 
threc 


you have problems.” 


times l'idewater grosses 
some $60,000 a year, with the house- 


Wares 


1 yCal 


division bringing in some $6- 
$7,000. And service, which helps build 
trafic (“more than trafhe appliances” ) 
for some $15,000 a year 

The theory of 


customer is a b 


to hold the 
vad term at Tidewater 
It includes the true 
for delivery, for 


service 


service for repairs 
iccount some 
of total business ) 
the customer sold 

just the merchandise 
believer 


harge 
to keep 
on the store, not 


New is a strong 


5 per ent 


in using the user. 
“That's the way we get people in,” 
“How often do they come in 


to buy a major appliance?” 


he Says 


MERCHANDISING 





TWICE A MONTH change is standard procedure for window 
display. Here, dealer New (outside) checks while salesman Dick 
Kleinman places items. Window has to bring direct results or 
“‘we pull the window’ says New 


ISLAND DISPLAY, located in front of showroom just inside doorway, highlights traffic items 
for both impulse sales and quick service to shoppers 


Merchandise shown is varied and includes 
both electrics 


and non-electrics which are placed on counter top and open shelves at end of unit 


STUFFERS with mailing of monthly bills or charge accounts are 
sent out for all lines carried by store, including housewore 
Toaster mailer from manufacturer is used above, Tidewater does 
some 95 percent of its business on charge basis 


CLOCK DISPLAY is located directly behind check-out counter and is handy for impulse or 


suggestive selling. Dealer New, writing out repair ticket for mew cord on toaster job, works for 
clock sale when customer shows interest in display. 


SERVICE on both majors and small appliances is large factor for 
suburban store. Called best traffic builder by dealer New, full- 
time serviceman works in both basement service show and outside. 


End 
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OFF WITH THE OLD UNITS... 





B ECA U S E Detroit Edi- 


son servicemen tell their cus- 


tomers that they ought to ° ' 
replace their outmoded sur- 
face units and switches . . « « «, a 


A TOTAL ot 2500 


ranges have been modern- 
ized and 4,000 new ones 
have been installed in just 
the first two months of the 

























utility's program for « « « « 


Updating Old Ranges ...#f. 
’ 


HEN Detroit Edison took . e 
d V \ a close look at the 355,000 
ON WITH THE ay electric ranges on their lines 
a an ted last year, they figured 70,000 of them 
were outdated. To correct this situa- ‘ 
tion, the utility set up a “Range Mod- 
ernization Program for Residence 
Customers” to modernize or replace 
50,000 ranges in the next five years. A 
two-point approach gave customers the 
opportunity to 
e Modernize old surface units and 
switches having open coil, cast or ring 
units with new tube units and seven- 
speed controls. 
e Purchase a new 1955 electric 
range through their dealers or the util- 
ity with a liberal trade-in allowance 
for the old range. 


Sales Soar 
Within two months of the Decem- 


ber 27, 1954 starting date, 4,000 new 
ranges were on the lines and almost 
2,500 old ranges had been brought 
up-to-date. Detroit Edison, which 
covers some 7600 square miles in 
Michigan and serves 1,114,000 cus- 
tomers, figures about 40 percent of 
the program will be in metropolitan 
Detroit 

The reason behind Detroit Edison’s 

















Bi... and Selling New Ones 


..... and BECAUSE 


Detroit dealers and distribu- 
tors tie-in with promotional 


prices and trade-in offers 
that make it easy to replace 
complete ranges « « « 


THIS BRAND 
NEW 
BEAUTIFUL 1955 


sche Reng 
199,95 


errr “ee, wre 





move is varied. But several basic 
points stand out. 


Opening Wedge 


The older, inefficient ranges being 
used by the 50,000 utility customers 
are a possible opening wedge to dis- 
satisfaction. The story of modern 
electrical living, with some ranges, 
20 years old or more, could be en- 
dangered. Some customers might pos- 
sibly be lost to competitive fuels. ‘The 
load building potential of the old 
range customers was not being real- 
ized by Detroit Edison. (Range sat- 
uration in the utility area is about 
37.5 percent.) 

Service requirements on the old 
ranges were sometimes out of line and 
were becoming an increasing burden 
Since Detroit Edison has a policy of 
replacing the operating parts of the 
three basic load builders (ranges, dry- 
ers and water heaters) free of charge, 
modernization could be less ex- 
pensive in the long run. And fewer 
service calls would mean the service 
departments could handle more busi- 
ness without increased personnel, It is 
also a way to improve customer rela- 
tions in the low income bracket 

The idea of bringing the oldtimer: 








on the lines up-to-date is not new with 
Detroit Edison. They first considered 
such a plan back in 1946, although 
they did not make the step. ‘There 
was one serious drawback: To bring 
all the outdated ranges up-to-date 
in the service area (Detroit Edison 
covers a population area of 3.2 mil 
lion) would require a staggering inven- 
tory of parts. There was no simple 
system of short inventory on surface 
units or switches that could be ap 
plied to a wide range of brands and 
models. 

The recent development of inter- 
changeable units made the plan more 
feasible. When the utility was ap 
proached by one manufacturer (Tut- 
tle & Kift, a subsidiary of the Ferro 
Corp.) with both the units and a 
program, Detroit Edison “bought it 
quick.” They didn’t need to be sold. 
The availability of the units and their 
interchangeability between brands 
had been licked. 


HOW IT WORKS: The mechanics 
of the operation are comparatively 
simple. Detroit Edison had the ma- 
chinery already set and it was a case 
of adapting the program to their own 
needs. Their service force was well 
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trained and adequate to handle the 
modernization, 

Detroit Edison, as part of its serv 
ice facilities, has long offered emer- 
gency service 24 hours a day for seven 
days a week, ‘Their specialists, as range 
men, are on the job to customers from 
5 am to 8:30 pm. 

When a service call is received from 
a Detroit Edison customer, the infor- 
mation is routed to a field office (see 
pictures) where a field man checks it 
out. 

If the field man finds the range is 
beyond reasonable repair, he may 
recommend the purchase of a new 
range right there. The customer is 
told he can purchase a new range with 
a liberal va in allowance on the old 
range through his dealer or from any 
utility office. Detroit Edison pays the 
dealer $10 for each old electric range 
accepted on trade, promptly junks it. 

If repair of the old range can bring 
it up-to-date and in good operating 
shape, modernization is recommended, 
The former policy of free repair on 
operating parts is still in effect. De 
troit Edison will replace the non-func- 
tioning part. But the field man out- 
lines the program of replacing the 
other three surface units and switches 








with new tubular units and seven 
speed switches for no more than $15, 
or $4 per unit where no switch is 
necessary. In addition, a new three 
heat switch will be installed for the 
deepwell or thrift cocker at no charge, 
so that all switch buttons will match 

The modernization is sold to the 
customer on the basis that it will 
(1) give faster cooking as all 1,200 and 
1,250 watt units will be replaced with 
1,450 watt units, (2) offer modern 
control since all three-heat switches 
will be replaced with seven-heat con 
trol, (3) afford more dependability 
since new tubular units are 17.5 times 
more dependable than open coil units 
and 10.5 times more dependable than 
ring or cast type units, (4) give better 
appearance with chrome-plated stain 
less steel rings and porcelain pans and 
(5) be easier to clean with lift-up units 
and porcelain pans 

If the customer agrees to moderniz 
ation, the field man orders the correct 
units and switches, returns several 
days later to make the installation 
When he has finished the job, he in 
structs the housewife in correct opera 
tion, making sure the operation and 
advantages of the high speed switches 
are understood 
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Stimulated by advertising like this . 


As a further follow-up, the director 
of the utility’s home service division 
sends a form letter to the owner of 
each range which has been modern 
ized. The letter congratulates them 
for the step on bringing the “tired” 
old heating units up-to-date and points 
out the wider variety of cooking tem 
peratures afforded by the new seven 
speed switches, If any questions arise, 
it is suggested that a phone call be 
made to clear this up through the 
home service division, 

Payment for the modernization may 
be deferred up to six months. Cus 
tomers are asked how they would like 
to pay for the job and 30, 60, and 90 
day charges are available. Customers 
are billed (separate from regular utility 
billing) and field men are not author 
ized to collect for the job. 


REPLACING THE RANGES. Get- 
ting the new ranges on the Detroit 
Edison lines involves the cooperation 
of several manufacturers and their dis 
tributors in the utility service area 

It was agreed that each manufac 
turer would offer a fully automatic 
range (complete with timer, automatic 
controls and lamp) at a recommended 
price under $200 including trade-in. 
Although not a merchandising utility 
in its fullest Detroit Edison 
does sell appliances off its main dis 
play floor, They hold their own paper 
and work on the same terms as deal 
ers in their service area 

The Hotpoint branch distributor in 
Detroit, headed by Lawrence Leeson, 
was one of the first to get into the 
program. And they are an excellent 


sense, 
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UPDATING OLD RA 


example of the cooperating 
working with the program 

Hotpoint offered two ranges for the 
program. These are a 40-inch fully 
automatic range, regularly retailing for 
$289.95, with $90 trade-in and a 
30-inch fully automatic range, which 
is listed at $269.95, with $70 trade-in 
for the old unit. 

Leeson, a former merchandising 
manager for Good Housekeeping 
Shops of Detroit, set up a program 
called “Hotpoint Old Range 
Roundup.” It was essentially a series 
of six contests complete with rules 
and a Hotpoint range as prize for each 
contest. The oldest range turned in 
during each contest period won the 
prize. Liberal newspaper advertising 
was used and 168 billboards were 
brought into play throughout the De 
troit Edison service area. 

Contest applications, available 
through dealer stores, asked the appli 
cant if they owned a gas or electric 
range, name of the manufacturer and 
year purchased. In addition, they were 
asked to give their name and address, 
plus that of dealer who furnished the 
blank 

Results have been excellent to date 
and ranges bought as far back as 1906 
have been uncovered. Leads secured 
from the six contests have been used to 
track down prospects for new ranges 
with Hotpoint dealers doing the fol- 
low-ups. Hotpoint moved over 2,000 
ranges in the first two months of the 
program in their distribution area, 
with about 1,500 of them being in 
the immediate Detroit Edison service 
territory. 


spirit 


NGES (continued) 


Telephone calls come in to Detroit 


we 


“WE LIKE IT” Detroit Edison is 
well satisfied with the results of the 
program, both from the standpoint 
of new ranges on the line and the 
upgrading of old units. With the time 
table running well ahead of schedule, 
E.. O. George, Detroit Edison’s man 
ager of sales, “We like 
it 


commented 


Planning of the program was run 
on schedule from the start. Once the 
sales and management departments 
had outlined the need for the two- 
point approach, the service depart- 
ment was given a full outline of the 
goals and methods. A representative 
of Tuttle & Kift outlined the adapt 
ability of the units, the sales benefits 
which should be most appealing to 
Detroit Edison customers and the 
service requirements involved on in 
stallation. 

The surface unit manufacturer 
worked with Detroit Edison Instruc 
tors in both the home metropolitan 
area and in the outlying field or branch 
offices. At the present time Detroit 
Edison is using both the T & K units 
and Chromalox (EF. L. Wiegand Co.) 


as well. 


NO PROBLEMS. Anticipated —_ 
lems did not develop to any large 
measure. And the workings of the 
five-year program have been remark- 
ably smooth. The process of making 
salesmen out of servicemen has also 
gone well. With fewer calls per cus- 
tomer (oldtimers needed frequent call- 
backs), Detroit Edison anticipates 
more business without any added bur- 
den to its service departments. 





Replace outmoded switches... .. 
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; And, finally, tell the housewife how to operate the new, seven-heat switches and get the best use out of her modernized range 
End 
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ENGAGEMENT announcements clipped from local newspapers are the primary 
source of most kitchen leads for E. Blaine Repp of Greeley, Colorado 


KITCHENS 


for the Farmer 


E. Blaine Repp has a simple formula for selling kitchens in the 


HERE are no jokes about “the 
farmer's daughter” at Repp’s, 
Inc., appliance dealership in 

Greeley, Colorado. Here, in this north- 
ern Colorado town of 22,000 popula 
tion, the farmer’s daughter is a queen 
especially when it comes to selling 
complete model kitchens 

When complete-kitchen merchan- 
dising profits began to die off a few 
years ago, veteran appliance dealer 
E. Blaine Repp and his six salesmen 
“got out in the country”. Here was 
where the money was, with Colorado 
farmers enjoying record incomes com 
wunded of government subsidies, 
frigh parity prices for their grain and 
a record per-pound price for beef. 
Equipped with such sales and ammuni- 
tion as a lot of know-how in kitchen 
planning, cost estimation and installa- 
tion, and a $3,500 model kitchen in 
the center of the showroom, Repp 
felt that he could make a success of 
xromoting completely engineered, 
Peautiful kitchens to farm families 
more specifically, young farm boys and 
gitls who start married life “on the 
property” living in tenant houses or 
extra dwellings which are to be found 
on almost any major farm in this fertile 
section of the state. 

“We had done a good job of selling 
the metropolitan market,” ‘Tom Berg 
side, who heads up the kitchen sales 





? FUTURE HOME of the young couple, a tenant house on her father’s farm, 
is inspected by Repp, who explains what can be done to modernize kitchen. 


s Daughter 


Greeley, Colo., farm market: He gets the names of brides-to-be, 


plans a new kitchen for the tenant house in which they'll live—and 


persuades fathers to pay the bill 


department says. “However, during the 
first two years after our new store 
was built in 1949 and 1950, we found 
that there was a definite saturation 
point where kitchens are concerned. 
We had put a lot of fanfare into 
their promotion including the model 
in the center of the store, a number 
of contests, cooking schools, home 
economics classes, etc. But, by mid 
1950 the picture was beginning to 
paint itself rather clearly. Home own- 
ers were inclined to economize, while 
a few miles away out in the agricul- 
tural districts, farmers were starting 
to splurge. The logical action was to 
switch our selling efforts out into the 
country and so we took a new interest 
in the farmer's daughter.” 

Much to Repp’s advantage was the 
fact that the big General Electric 
dealership has for years offered a com 
plete electric water system service 
which includes the digging of wells, 
installation of pumps, and plumbing 
in of water lines. There was a com- 
yetent plumber on the staff, — of 
andling every aspect of kitchen in- 
stallation from garbage disposer to 
that of automatic laundry equipment 
and the well-pumps division had built 
a lot of advanced good will which 
helped the firm 

“Cracking the farm market was no 
sinecure,” Bergside admits, “we found 


from the outset that it took a differ- 
ent type of selling. For example we 
used a lot of country-newspaper adver- 
tising and direct mail as well. Direct 
mail simply addressed to every farmer 
in the area turned out to be rather 
expensive in proportion to results. We 
got some response, but most of the 
budget for direct mail advertising was 
simply going down the drain. The best 
form of mail advertising we developed, 
incidentally, was the General Electric 
newspaper sent out four times a year. 
Neither newspaper nor direct mail, 
however, would get the desired results 
and, consequently, we turned to the 
most direct type of potential sale— 
young farm couples 


Newspaper Leads 


For the first time, the Colorado 
appliance dealership found itself sub- 
scribing to all newspapers published 
in the area and eagerly clipping out 
engagement announcements. The 
ahens was brought into the act, 
and salesmen took turns calling farm- 
ers with whom there had been some 
previous contact, either in appliance 
sales or water system installations and 
asked for the names and addresses of 
girls contemplating marriage. In each 
case the tip was followed up immedi- 
ately as were all of the newspaper 
engagement notices 
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“This is where we began to get re- 
sults,” Bergside says. “In most cases, 
we found that where the couple in- 
volved consisted of a farm boy and a 
farmer's daughter both intent upon 
following agricultural pursuits, the 
potential was at its greatest. Around 
here, the average young farm couple 
moves into a.stenant house’, of which 
scores were built for farmers who had 
to provide dwelling for their hired 
hands, seasonal crews, etc. Even the 
best of tenant houses, as might be ex 
pected, had only rudimentary kitchen 
facilities and when we suggested that 
a complete, all electric kitchen, with 
such conveniences as an automatic 
washer and dryer, electric range, gar 
bage disposer, etc., would make an 
ideal wedding gift, we struck a respon- 
sive chord. Farmers and ranchers en- 
joying prosperity steadily since the end 
of World War II were not adverse to 
paying cash for such installations and 
consequently, we followed up on every 
lead as swiftly as it could be devel- 
oped.” 

Traditional sales methods were used 
in every case. Calling on the bride-to- 
be or her parents, as the occasion dic- 
tated, Repp salesmen asked for permis- 
sion to examine the house which the 
young couple would occupy, whether 
a former tenant house, or an older 
home in one of the small villages out 
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3 NEXT STEP is to 


work out a plan for the prospective bride and her fiancee 
Repp tries to build enthusiasm before approaching her parents with prices. 





A VISIT to Repp’s store gives him a chance to actually show what he has t 
4 with the aid of 


ell and to present couple’s kitchen 


in the rich northern Colorado sugar 
beet, wheat, and cattle territory, and 
figure the cost of a complete “package 
kitchen” which would be ready by the 
time the young couple moved in. 
Bergside, an expert draftsman, han 
died the job of drawing up a sketch 
of the proposed kitchen, which, as 
might be expected proved to be the 
top sales clincher. ““We kept the pres 
entations as simple and straight for 
vard as possible,” Bergside says, “in 
cluding a complete itemized list of the 
teps to be taken, the estimated costs 


for ripping out old fixtures, installing 
vater lines, painting, linoleum, tile, 
etc. Where rich farmers, most of them 

ting fathers, were concerned we 


isually got the go-ahead on the day 
the presentation was delivered.” 


One-Stop Operation 


Repp’s, Inc., contract the entire 
farming out only linoleum or tile. 

For years a plumber has occupied a 
ice in the same building, handling 
ill water-connected appliances for the 
firm and his presence helped the pro 
remarkably. ““We sched 
job in such a way that the 
kitchen would be ready for use on a 
pecified date,” Bergside says, “a point 
h of extreme importance, par 
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miniature mode 


cerned. Where dad is paying the 
freight, the ability to meet the dead 
line in this way was even 
portant 4 

The model kitchen, located in the 
left center of the big Repp showroom, 
has proved an even more effective 
selling tool where the sons and daugh 
ters of the farmers are concerned than 
in selling town residents, Bergside 
has found. A bit of fortunate fore 
sight on the part of Repp has paid off 
handsomely. This was the installation 
of a complete model laundry beside 
the package kitchen and separated only 
by a low breakfast bar. Equipped with 
the same overhead cabinets as the 
kitchen, and containing an automatic 
washer, dishwasher and utility sink, 
this outlay caught the eye of the aver 
age bride-to-be so forcefully that more 
than half of the kitchen installations 
specify either the model laundry or 
rough-ins to provide for its later in 
stallation. 

“From the very beginning, we found 
it wise to invite the engaged coupk 
to hop into the salesman’s car, drive 
to the showroom and see a demonstra 
tion of everything which makes up the 
work-saving food preparation center,’ 
Bergside says. “Almost invariably we 
could count upon the bride bringing 
in her parents a day or two later.” 

Continued on page 95 


more in 
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WHEN the bride's parents visit the store, Repp has the sale practically made 
When the couple come back from honeymoon kitchen will be completed 





A CALLBACK on the newlyweds makes sure that everything is satisfactory, 
produces one or more names of other future brides for further sales 
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DONT MISS THE eae: 


WALL MURALS 





“cut buying resistance to a minimum.” 


GOLF TOURNAMENT 


HOYLMAN-HUFFMAN & TRI-STATE AIR CONDITIONING 
TO BE HELD AT 


Meadowbrook Golf Course 
SUNDAY, MAY 16th 


Im e List of Prizes... 


TIDEWATER 
or kelly request« 


; 
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al the perfor lane 
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THRETS Wh BE 





wore. Dally 
141 SUMMERS ST. PHONE 32-6642 * 36th ST. & NOYES AVE, PHONE 3-6676 


GOLF TOURNAMENT CARRIAGE TRADE TECHNIQUE 


Golf and appliance sales usually are not thought of 
together, but when Hoylman-Huffman and Tri-State Air 
Conditioning, Charleston, West Virginia decided on a 
promotional effort with a golf tournament as the theme, 
they gained friends for the store and product, and more 
important, sales to go with them. pitch. 


CRYSTAL CHANDELIERS 
ARE TOPS 


People are usually forced to travel a long way in order to buy 
a crystal chandelier for their dining room, and too few appli- 
ance dealers now carry them in their inventory. According 
to one dealer Kenneth A. Pearson, of Indianapolis, “It’s the 
well to do families who buy them, they are displayed hung 
from the ceiling where they take up little space, and the profit 
to be derived from their sale can be built into an excellent 
source of revenue.” Pearson shows imported glass in the 
picture at left. 
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Past and present way of doing laundry are humorously portrayed in series of 

murals on wall of Leeke’s Hardware, Jackson, Michigan. The murals, all showing 
AIR CONDITIONING cave-women contrasted with the modern housewife at her chores are designed to 
inject a note of humour into the surroundings and put the prospective customer 


at ease. According to the store’s owner, David S. Leeke, they have helped to 


SPONSORED BY PPE E ELLIS E LILI LLL EE EEE EEE EEE EEE EEE EEE ETE TTT ETE TTT TEE TET Tae 


C INC 


your 


preacr 


aide %y pluy 


Filarton 


; 


REQUEST 


televise 
woneay MONDAY EVENING. MARCH SEVENTH, 7.30-9-30 
Oran asve YELLOWSTONE 2.40 
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Selling color television to the carriage trade is no problem to Harry New’s 
Tidewater Electric, in Cleveland Heights, Ohio. New sends out invitations, 
similar to the above, to wealthy Shaker Heights and Cleveland Heights resi- 
dents whenever an important color telecast is scheduled. After they’ve seen the 
show and are thoroughly impressed New finds that it’s easy to make the sales 








WATCHING THE CHILDREN A CHILD CAN DO IT 


Not many appliance firms can be found which have a maid on the premises, but When Mrs. Ida W. Pinkstaff comes into a customer's home in 
Wallace Johnston in Memphis, Tenn., has found that the employment of one pays Indianapolis to give a demonstration on an Ironrite, she is usually 
off. When women customers with children enter the store, the maid engages the accompanied by her 11-year-old daughter Penny. Penny sits down at 


child in conversation, keeps it entertained until mama and salesman are done. the ironer, and demonstrates for the prospect the truth of the adage, 
Nothing distracts the mother’s attention and she is able to spend far more time 


“A child can do it.” It’s helped to impress many a prospect with the 
shopping as a result. 


fact that the ironer is not so complicated as she may have thought. 
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PARTS DEPOT SHADOW BOX DISPLAY 


Trade-Ins a dozen years old or more don’t usually have much of a market. Never 
theless, Wallace Johnston’s in Memphis have found that many owners are hard 
put to find scarce replacement parts for their old unit. So, trade-ins are cannibilized 
ind parts are placed on the counter where they not only move steadily, but bette: 
still help to provide leads to prospects who may be susceptible to a timely sales 
pitch on a replacement for their old unit. 





The gentleman in the picture above is standing on a stepladder, He 
is doing it to show how the Omaha Appliance Store converted what 
was formerly a soffit, and waste space, into a series of shadow boxe 
for trafic appliances, Customers entering the store see major appliance: 
below, and their attention is easily drawn to the eye catching displays 
which are maintained above 








LIGHT BULBS AT 
CASHIER’S 
WINDOW 





TIE-IN SIGN 


Whenever an appliance i 
advertised locally, either in 
1 manufacturer's spread, bi 



























Impulse to buy something retailers in other fields, 
mes when a customer or mentioned editorially, 
has money in his hand, 





Brandeis’ of Omaha, 
Nebr., capitalizes on the 
fact with the above “You 
saw this .. .in the paper” 
sign. Printed in black on 
a pink card the signs stim 
ulate curiosity and accord 





ind most homes are always 
hort of light bulbs. So a 
display of light bulbs close 




















to the cashier's window 
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i f rvice operation, 
+] 











iat run up im 





ing to appliance buyer 









totals in_ short 





Norman Cain deve lop im- 
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mediate prospect interest. 


End 
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1 One dollar a day for four weeks (minimum rental period is three weeks) entitles Guaranteed service gives Schmohl’s competition a licking. Like them he sells 
@ prospect to apply rental payments toward purchase of any set, eliminate 90-day service policies for $20; unlike them he offers the buyer four service 
the necessity for free trials in tough Mobile market. Schmohl closes 90 percent calls for his $20 and the policy is good until they are used up. This cuts down on 
of renta! customers, has about 50 sets out on rental, many of them in hospital nuisance calls but gives customers service when they really need it 


With this five-step program dealer George Schmohl sells $225,000 
worth of television a year, which, for competitive Mobile, Ala., is. . . 


Good TV Volume in a Tough Market 





Schmohl’s advertising combines economy and 4 Flexible financing makes it easy for good credit Selling the price is one of Schmohl’s most effective 

effectiveness, He sticks closely to newspopers, risks to buy even without much available cash techniques. When asked the price of a $179.95 
but uses them consistently with both display and Although normal terms are 10 percent down, balance set he answers, ‘Thirty-seven cents a day,’’ a method 
classified ads which tie in with store objectives, Dis in 18 months, Schmohl (left), who handles his own that allows him to sel! at list, offer no give-aways or 
play ads often plug his rental plan; classifieds ore paper, says, “The customer can arrange just about discounts. He uses no outside salesmen, but every 
effective with both used and new TV sets any credit terms he wants if his credit is good.” service man gets three percent for sales 


End 
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HERE’S WHY YOU CAN SELL THE NEW LEWYT IN LESS 
TIME and with LESS EFFORT THAN ANY OTHER CLEANER! 





1, Rolls from the closet fully 2. Not only swivels, but rolls 3. Rolls with all cleaning tools 
assembled—ready to usel effortlessly from room-to-room! —everywhere you gol 





4. Instant dust disposal—just 5. Most powerful Lewyt ever 6. "Power Dial” gives exact 
open top, toss out Speed Sak! built—gets rugs brighter! suction for every cleaning job! 





7. New square shape — stores 8. Filters the air 5 times—a 9. Comfortable “Pistol Grip’*— 
in a 10x12" closet corner! blessing for allergy-sufferers! your wrist never grows tired! 





10. Amazing acoustic-silencer 11. Built-in chlorophy! deodor- 12. Lock-seal tubes can’t fall 


makes Lewyt quietest of alll izer freshens air as you clean! apart in use, can’t lose suction! 












lightweight metol—not plastic! static as you cleant cord neat, easy—no tangling! 





SPACE 536-B Sth Floor FURNITURE MAR : } eT 
Chicago » June 20 thru june 30 13. Floor tools are fennel 14. “Video-Pak” prevents 15. “Kord-Klip” makes storing 2 
Also sold through leading Canadian Distributors 


LEWYT CORPORATION, Dept. M-6, 84 Broadway, Brooklyn I, N. ¥. 
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Sell the line that Sells! 






























...today's most complete 
line of ungparige ln 
freezers 





+ o4 10 MODELS TO CHOOSE FROM 
With Sub-Zero, you give your customers the 
widest selection in the field 10 models to | 
choose from . . . capacities from 12 to 200 cu. 
ft... . both one and two temperature models, 


ALL-ALUMINUM CONSTRUCTION | 
Rust-proof, non-corrosive, rugged aluminum 
construction both interior and exterior...a real 
selling feature, a feature that adds years of service. 


ALL SHELVES REFRIGERATED 
Every shelf, plus top and bottom of cabinet is 
generously coiled for fast, sharp freezing, greater 
economy of operation 


K 


SUB-ZERO FREEZER CO., INC. 


P.O. Box 2017 + Madison, Wisconsin 





SUB-ZERO FREEZER CO., INC. Dept. 655 
P. O. Box 2017, Madison, Wisconsin 

Please send me complete information on Sub-Zero Freezers. 
1 am interested in: 
C) Sub-Zero Dealer Franchise (_) Sub-Zero Distributor Franchise 
NAME 


FIRM 


STReer 


city 
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Department Stores are Stealing the Show 





CONTINUED 


that this is too expensive and not ef- 
fective on a permanent basis. Sales- 
men are expected to supplement store- 
generated leads with prospects of their 
own finding. To do this, the individual 
Crews use a Cross Canvassing technique 
whereby individual salesmen cold 
canvass to set up appointments for 
evening pitches by other members of 
the crew. 

Store leads come from a number of 
sources. Bamberger’s has done consid- 
erable large _ newspaper advertis- 
ing in a number of New Jersey se 
and coupons in these ads produce 
good results. The store will soon be- 
gin direct mail promotion of the plan, 
but these mailings will be sina ot 
marily at preparing the way for the 
salesman who is out canvassing for 
leads. A specific area will be covered 
with mailings and the crews will then 
move into these areas. 

Another lead-getting device to be 
undertaken soon wil involve the 
store’s hundreds of “teleservice” oper- 
ators. Each will give a two-minute ex- 
planation of the food plan to the 
thousands of New Jersey residents 
who daily use this telephone shopping 
service, 

The food plan exhibit on Bamberg- 
er’s seventh floor is a top source of 
leads. ‘The trained women manning 
this booth produce what Martin calls 
“conditioned” leads. The customer's 
interest in a freezer has been verified 
and her curiosity about the plan 
aroused by the time she has listened to 
this in-store presentation. The lead is 
then turned over to one of the outside 
salesmen since no selling is done in 
the store 

Finally, an increasing number of 
leads are being obtained from previ- 
ous purchasers. Martin asks the sales- 
man to stay away from the customer 
until the home economist has visited 
the housewife when the initial food 
order is delivered. Often this call pro- 
duces the first referrals and as time 
goes on the user may suggest addi- 
tional names of friends and neighbors. 
Martin thinks such radiation alone 








FROM 
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would produce 150 sales per week if 
he had an initial 2000 freezer owners 
to draw on. 


How Do They Sell? 


Judged by earlier food plans, the 
Bamberger pitch is a model of re- 
straint. For one thing, salesmen are 
not allowed to mention food prices. 
Martin feels that the use of competi- 
tive prices will either (1) trip the 
salesman up or (2) lead him to use 
deceptive or inflated figures. Accord- 
ing to Martin, it would take years to 
train a salesman thoroughly enough 
so that he could analyze competitive 
orices offered week by week at various 
local super-markets. If the salesman 
attempts to argue such prices with 
the prospect he will soon get lost in 
his own explanation, Martin says. 

Obviously, it takes a plan with an 
established and respected name be- 
hind it to operate without use of 
prices. Bamberger salesmen stress the 
convenience and benefit derived from 
ownership of a freezer, then point out 
that under their plan the family can 
both own a freezer and get top quality 
frozen food for only slightly more 
than is now being spent on perish- 
ables. But at no point does the sales- 
man become specific on costs of pat- 
ticular cuts of meat or on the amount 
of saving by buying through the food 
plan. 

(The picture story on pages 58, 59 
provides a step by step re-enactment of 
the Bamberger salesman’s pitch. ) 

Salesmen are warned against mak- 
ing extravagant claims and a number 
of checks are available to make sure 
that the sales force remains within 
bounds. For one thing, each order is 
verified by phone. By means of sev- 
eral specially developed questions store 
employees are said to be able to in- 
stantly detect the cases in which any 
misrepresentations have been made. 
The food order and all financing de- 
tails are verified during this routine 
call. 

Since purchase of a food plan is a 

(Continued on page 82) 


| DIDN’T HAVE ANY ICE CUBES, SO | FILLED IT WITH 
FROZEN PEAS.” 
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Attract shoppers, protect windows 
and save money, too, with a 
Kawneer all-aluminum canopy 


Read how Mr. Parmalee enjoys these benefits and 

others since he installed a Kawneer all-aluminum can- 

opy on his store. Check these features that make it one 

of the lowest cost modernization fixtures you can buy: 
* protects shoppers and window displays + easy to clean 


+ resists heavy weather ~« cuts air conditioning costs + cool 
+ lasts for years «+ stops rain and snow =: lets light through 


+ attractive «no rolling up or down + reduces fading 
General Offices 


oe Se ee ee eee ee 
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See your Kawneer dealer 
or write for special canopy folder 











Of ur ators looks sany tines better with & sarques then i 
na. Even sore then the appearance, econ and preetionbility te Um 
i when it PRIne OF BROS, He have Quite © Surface where there 40 BO 
. v from rain, OF Very Little, and ae © reeult seny people come in under 
this hile eeiting for cabs Of for sensene to pick thee up which stirecte thes t 
Our windows 














al dink this is the greatest advancement in 
cone into offer 





Siasorety 
SU Coronel 


& © Perssioe 
eer tee 





"If we had bought an awning instead of thie 
marquee...it would only be another year 
and we would have to replace it again." 


"Even more than the appearance, economy, 
and practicability, is the fact that when 
it rains or snows, we have quite a dry 
surface. As a result many people come in 
under this while waiting for cabs, etc., 
which attracts them to our windows." 
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THE TAG THAT SELLS! 


When McCall’s introduced the USE-TESTED Tag, we said: 
“This new appliance salesman never stops selling for you!” 
Proof of that statement lies in many enthusiastic letters from 
retailers, including comments like these: 

















y 4 
USE-TESTED e “I believe the Use-Tested Tag will be the greatest sales help ever 
a given the salesman.” 

© “We feel this will be a real selling tool.” 

e ‘The customer's decision was made after reading the features listed 
al on the Use-Tested Tag.”’ 

7 @ “The Use-Tested Tag helped sell this machine.” 
s “By pointing to the McCall’s Use-Tested Tag, I clinched my sale!” 


: 


BRAND NAME 


These manufacturers now tag their appliances 


BENDIX - NORGE - NECCHI - MIRRO - REVCO 


“we used it 
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TESTED 


MORE THAN 500,000 McCALL’S 
USE-TESTED TAGS NOW ON APPLIANCES! 


Manufacturers have been quick to realize the tremendous sales 
potential in McCall’s USE-TESTED Tag. To date, manufacturers 
of 17 important appliances are stimulating sales with McCall’s 
USE-TESTED Tags. More than 500,000 individual tags and 
stickers are now on appliance models in salesrooms all over the 
country —and that number is growing every day! 


These manufacturers know that McCall’s Magazine exerts powerful 
influence on the buying decisions of millions of families. Appliance 


for more sales with McCall’s Use-Tested Tags! 


HOTPOINT - ELNA- HARDWICK - KELVINATOR 


shoppers are immediately impressed when they see McCall’s 
USE-TESTED Tag on an appliance, certifying that it has been 
used and tested in the famous McCall’s Test Rooms, by the most 
authoritative homemakers in the world — the editors of McCall’s. 


Let McCall’s USE-TESTED Tag start increasing the sales of your 
product. If you’d like to find out how your appliances can be 
“tagged for more sales’’ with McCall’s USE-TESTED Tag, see the 


230 PARK AVENUE, NEW YORK 17, N. Y. 


and we like it 
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Stealing the Show 








CONTINUED FROM PAGE 78 


Ze) te - ?. e T major investment and one which re- 
aed By quires the presence of both husband 
and wife, almost all pitches are made 
in the evening. Although the com- 
Hel RY: | | Ho | | plete pitch may be a relatively long 
mes e one (if the customer is hesitant and 
the salesman must run through all 
the optional closes listed in his note- 
“st oe _ . _ book), Martin wants salesmen to make 
a at least two pitches per evening. 
Once the salesman turns in a signed 
contract a number of things begin 
happening. The order is first verified 
with the customer, then submitted 
to Bamberger’s credit department for 
approval. Once this has been secured 
the freezer is scheduled for delivery 
and the initial food order is made. 
Here the importance of having a 
dependable and cooperative food sup- 
plier become obvious. Bamberger’s 
insists that all meat be wrapped in 
clear wrapping so that the customer 
can see what she is getting. Deliv- 
eries are made by white-uniformed 
drivers who even wear all white gloves. 
Their trucks are washed daily. And 
Martin is working on a scheme to 
have the driver give the customer a 
gardenia when the first order is de- 
livered. He believes that a woman 
who has never purchased in bulk be- 
fore may be dismayed at the sight of 
two, three or four months supply of 
food being delivered to her and thinks 
the floral gift may boost her spirits. 
Martin keeps a constant check on 
the quality of the food being shipped 
| to freezer owners. “We have every- 
thing to lose by letting the quality 


o 
Quality and Price 
es 
When YOU Sell y 
| slip,” he says. The purveyor went 
| into the food plan business largely 


® *£ | for the repeat business which he could 
get from a growing list of freezer 

’ C ens owners. He has just as much to lose 

| as does the sponsoring store by letting 


the quality of food deteriorate.” (Re- 
orders for food are placed through 








You Can Offer 
Builders Both 











@ You don’t have to convince builders is ‘“‘ves.”’ j , : 
that attractive, modern kitchens go a long LYON ‘Steel Kitchens. pf eying pe Shrough 'B nb ace ) 1: Poem 
way in selling homes. They know it, from  direct-to-dealer policy means quality steel su : yo 
ey “patent Bo ' kitchens, competitively priced, with a healthy The B hind 7. bh ; 
as se awe mavgin! Fe dpc yun gf me fc > flag 
7, SO css uyers, can a If you want to develop real volume in success is premature at this point. In- 


dications are, however, that it should 
continue to grow and become increas- 
ingly profitable for the store and the 


kitchen cabinet dealer reasonably expect to kitchen sales, go after the builders. In the 
meet their cost requirements and still make LYON package you have plenty to offer 














w j j ? . é 
a worthwhile profit himself? them . . . at a price that gets action! | ee 
rae | But there is a broader significance 
A } Se ect ce ee the plan than just increasing vol- 
M LYON METAL PROD | wume—a significance which could be 
IL | ODUCTS, INC., 621 Monroe Ave., Aurora, Ill. . | felt in many other lines and in many 
coupon | Gentlemen: I want proof that the Lyon Direct-To-Dealer Kitchen | other stores. That's because the Bam- 
| Cabinet policy can mean bigger profit to me... 1 | berger plan (and the food plans bein 
fo I | run by nent store 
r comp ete l run by many other department stores 
COMPANY. | right now) represents the blending of 
story | | | two sets of talents. On the one hand 
| AppREss 2 uz a are the hard-hitting outside selling 
! ‘ ‘ techniques of specialists like Martin. 
LYON METAL PRODUCTS, INC. | erry a STATE STS i | On the other are the lead-getting abil- 
Sestesien tm | Pale ity, the community reputation, and 
AURORA, ILL, end YORK, PA. | ay | financial stability of the big store. Ex- 
yerience with the food plan has shown 
! I I I 
' that these talents blend beautifully 





A PARTIAL LIST OF LYON STANDARD PRODUCTS on such specialty operations. If the 
. : , : : : food plans continue to be succ essful it 


seems logical to assume that depart- 
ment stores may find it profitable to try 
these techniques on other lines. End 
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THE STRONGEST 


p SALES CLOSER 
sher 


| wee a | \ | — Bowl- Shaped Tub of 
Wy THE STRONGEST — 7 > srs STL 
SALES CLOSER 














SPEED | 4, 



























A COMPLETE LINE 
OF CABINETS IN 


KITCHEN BUILT-INS Bw 


GIVE YOU EVERYTHING NEEDED TO Y/ 
CASH IN ON THE NEW STYLE TREND oe 


¢ 
pa 6, s Yow 

ay oy e py @ 

ey t . 











Lae 


Kitchen built-in styling is | Whileedstominstallations can 





* 






ve 





proving to have the most terri- be an expensive luxury, Beauty ; 
fic sales impact ever imagitied, Queen unitized steel construc- — 


Most women will tell you tion makes assembly easy and — ae i ti . 
that without a built-in oven less costly. Lower costs mean | 
and cooking tops, no kitchen —s more prospects... more sales 
is really up-to-date. ... More profits. 
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NORGE DISPLAY UNIT 2400 


Here's a special display at a low promotional price 
to help you build store traffic and clinch new kitchen 


sales 


In 1955's most popular pastel pink, the Norge-Beauty 
Queen combination is a sure stopper and sales pro- 
ducer. Put it in your showroom's most prominent spot 


and you're in the kitchen business for new profits. 


Brings Them In... Sells Them! 














We are constantly amazed that so many retailers fail 
to realize the tremendous potential in kitchen re 


placement and modernizing sales 


Of course, to get profitable volume, you need the line 


with all of Beauty Queen's terrific sales appeal 


Your prices must be competitive quality features 


must be quickly apparent 


You pet ill these sales factors with Beauty Queen 
and you get factory and field help in kitchen planning 


and selling 


It's a sure-fire combination so, without delay ret all 
x 


the information 


WHOLESALERS °¢ RETAILERS 


Write or Wire today about Beauty Queen 


Profit Opportunities in your territory. 


TOLEDO DESK & FIXTURE CO. - MAUMEE, OHIO 
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Slim (Micro) Tube says: 


They've got 

to make contact 
to cook better, 
faster 








You give your customers what they 
need ... plenty of flat cooking sur- 
face—more actual contact with the 
utensil than any other unit... when 
you sell them a range equipped 
with... 


CHROMALOX 


MWicrotaibe 


Surface 
Units 


Electric range manufacturers are 
switching to Microtubes .. . to get 
these advantages in their surface 
units... 


FASTER HEAT-UP . . . slim tube is hot 
in seconds. 


QUICKER RESPONSE . . . thin, sturdy 
tube has only Ys the mass to heat 
up or cool down, in response to any 
change in switch position. 


MORE HEATING SURFACE . . . flat- 
top, close-spaced coils provide max- 
imum contact with cooking utensils; 
built-in coil support keeps them 
permanently flat, in uniform allover 
heat pattern. 


Ask for Microtube-equipped ranges. 
You get these plus sales features 
which make them easier to sell; 
result in quicker turnover, more profits. 
For complete information on 
Chromalox Microtube Surface Units, 
write us direct. 


a 6407 


Edwin L. Wiegand Company 


7525 Thomas Boulevard 
Pittsburgh 8, Pa. 


The trend Is toward 
slim, flat-top 


\y 


A ? 5 
/ij V 7 
j | Ii ) Tb) Yl ho . 


2 
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‘CHROMALOX 
ae Electric. Cooking at- it Beit? 
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4 Adaptors plus 2 Microtubes 


service 98% of all range openings. 
Order from a Chromalox Distributor. If 
you don't know a Chromalox Distributor, 
contact one of these ... 


CHROMALOX 


DIRECT FACTORY REPRESENTATIVES 

ATLANTA 6, GEORGIA 
C. B. Rogers and Associates 
1000 Peachtree Street, N.E.—Elgin 1733 

BALA-CYNWYD, PENNSYLVANIA 
J. V. Calhoun Company, 349 Montgomery Avenue 
Greenwood 3-4477-78-79-80 (Philadelphia Exchange) 

BALTIMORE 18, MARYLAND 
Paul V. Renoff Compa pany 
333 East 25th Street—Hopkins 7-3280 - 7-3281 

BLOOMFIELD, NEW JERSEY 

B. Rosevear Com ony. = 
Two Broad Street—Bloomfield 2-8600- 
New York City: Worth 4- ie 4-4278 

BOSTON 11, po ag 
Leo C. Pelkus and Compan 
683 Atlantic pvenee—Ubery 2-1970 and 2-1946 

BUFFALO 2, NEW YORK 
Niagara Electric Sales Company 
505 Delaware Avenue—Summer 4000 

CHATTANOOGA 2, TENNESSEE 
Harold Miles and Associates 
424 Georgia Avenue—Phone 5-3862 

CHARLOTTE 2, NORTH CAROLINA 
Ranson, Wallace & Co., 116% East Fourth Street 
Edison 4-4244—Franklin 5-1044 

CHICAGO 6, ILLINOIS 
Fred |. Tourtelot Co., 407 South Dearborn Stre 
Harrison 7-5507, 7-5508, 7-5509 

CINCINNATI 8, OHIO 
William F. Smysor Company 
1046 Delta Avenue—Trinity 0605 

CLEVELAND 13, OHIO 
Anderson-Bolds, Inc. 

2012 West 25th Street—Prospect 1-711° 

DALLAS TEXAS 

» LR. Ward Company 
3009-11 Canton Street—Riverside 6279 

DENVER 11, COLORADO 
Richards & Associates 
2415 15th Street—Glendale 5-3651 

DES MOINES 14, |OWA 
Midwest Equipment Company of mf 
842 Fifth Avenue—Des Moines 3-120: 

DETROIT 38, MICHIGAN 
Carman Adams, Inc. 

15760 James Couzens Highway —University 3-9100 

HOUSTON 3, TEXAS 
L. R. Ward ny 
1814 Texas Avenue—Blackstone 0356 

INDIANAPOLIS 4, 1. wo 

chman- Conant, In 
627-631 Architects & "Builders Bidg 

KANSAS CITY 6, MISSOURI 
F. D. Moore Company 
106 East 14th Street—Victor 3306 

LOS ANGELES 11, CALIFORNIA 
Montgomery Brothers 
2113 South San Pedro Street—Richmond 7-9401 

MIDDLETOWN, CONNECTICUT 
Dittman and Greer, Inc. 

33 Pleasant Street— Diamond 6-9606 

MILWAUKEE 3, WISCONSIN 
Gordon Hatch Company 
531 West Wisconsin Avenue—Broadway 1-3021 

MINNEAPOLIS 4, MINNESOTA 
Volco Company 
831 South Sixth Street—Geneva 3373 

NEW YORK CITY, NEW YORK 
See Bloomfield, New Jersey 

OMAHA 2, NEBRASKA 
Midwest Equipment Company of Omaha 
1614 Izard Street—Atiantic 7600-7601 

PHILADELPHIA, PENNSYLVANIA 
See Bala-Cynwyd, Pennsyivama 
(Suburb of Philadelphia) 

PITTSBURGH 6, PENNSYLVANIA 
Woessner-Mc Knight Co., 1310 Highland Building 
115 South Highland Avenue Emerson | -2900 

PORTLAND 8, OREGON 
Montgomery Brothers 
1815 Northwest Northrup Street Beacon 4197 

ROCHESTER 4, NEW YORK 
Niagara Electric Sales Company 
133 South Clinton Avenue—Hamilton 5166 

ST. LOUIS 1, MISSOURI 
C. B. Fail Company 
317 North 11th Street—Chestnut 1-2433 

SAN FRANCISCO 3, CALIFORNIA 
Montgomery Brothers 
1122 Howard Street—Underhill 1-3527 

SEATTLE 4, WASHINGTON 
Montgomery Brothers 
911 Western Avenue—Seneca 3270 

SYRACUSE ~~ ‘ 

Rob- Smith 
2507 James Street. ” syrecuse 73-2748 
opera, KANSAS 
F. D. Moore Company, Room 211 Derby Building 
, 352 North Broadway —Amherst 2-5647 


Melrose 5-5313 
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Food Plans in the Great Lakes 





cult to forecast any exact future for 
Cleveland, it is safe to assume that 
the return of the food plan is here 
and that it will increase steadily in 
the future. 

The department store may be the 
significant factor in the picture from 
now on in. Two other Cleveland 
department stores are considering the 
move to a food plan operation. One 
is the Federal store chain, which is 
taking similar action in Detroit. With 
the present freezer volume at an esti- 
mated twenty-five percent of the busi- 
ness gained in 1952 and 1953, it looks 
doubtful if any records will be broken 
this year. 


Detroit Makes a Late Start 


The food plan is making a come- 
back in Detroit this summer. It first 
showed signs of a reawakening this 
winter; stepped up its pace in spring. 
By mid-summer it should blossom in 
full bloom. 

But the food plan is still a bit 
groggy from its past battles with the 
public faith and sharp operators. It 
faces a hard road back. Freezer vol- 
ume for 1954 and. for most of 1955 
will be down considerably. 

When this approach to merchan- 
dising the low temperature storage 
boxes was first introduced to the 
Motor City in late 1952, volume 
started to The following year 
hit the ae As many as “500 
to 600 contracts were written a 
week,” according to some enthusiastic 
estimates. 

Then the bubble burst and volume 
sales skidded in 1954. Plans folded 
and the sharp operations dissolved or 
moved out of town. Volume dropped 
off to almost half of the top figures 
for 1953. 

The reasons for the failure of the 
food plan are both obvious and subtle. 
But the major reason for the failure 
and the following drop in volume 
was, as elsewhere in the country, mis- 
representation. 

List prices on freezers were admit 
tedly jacked up. Commissions were 
high. Food supplies presumably ade- 
quate for six months went down the 
family gullet in three months. Econ- 
omy was sold where it didn’t hold up. 

Any food plan operating today, 
reputable or not, must battle against 
this background of public dissatisfac- 
tion. To the potential customer, a 
food plan is a food plan. And with- 
out good education and a sound, eth- 
ical operation, the public will con- 
tinue to believe that all plans are 
alike. 


Comeback Coming 


As in other parts of the country, 
the food plan picture in Detroit is 
changing. A comeback is being made. 
Of the estimated fifteen plans in op- 
eration some two to three years ago, 
only one is left. 

No one type of operation domi- 
nated the field in late spring or early 


1955 
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summer. But the entry of Crowley- 
Milner, a large downtown depart- 
ment store with the Amana plan, fore- 
casts the importance of the weight, 
prestige and public faith in this type 
of merchandising institution. 

Crowley-Milner announced its food 
plan April 3 in the Detroit news- 
papers. Working with a store opera- 
tion (it is not a leased setup), the 
basic approach at first was to build a 
sales staff. In mid-April, Crowley's 
had seven salesmen on its staff; hoped 
to work with as many as thirty in 
all. It is a slow but expanding pro- 
gram. 

Such a staff takes training. Using 
newspaper ads to secure proper sales- 
men prospects, the store received 100 
applicants the first time. These were 
screened down to five, of which three 
were selected as suitable. Each man 
receives a full week’s schooling inside 
a classroom type course; is then put 
outside with an experienced man to 
learn the ropes. After demonstrating 
proficiency, they are on their own. 

All salesmen are working on 
straight commission, They have no 
starting salary during training period 
and receive no draw. 

The sales goal for the Amana plan 
at Crowley’s is 300 contracts during 
the first six months of operation, 
The store closed 24 orders with just 
three men in the first week and a 
half; hoped to move 60 sales in the 
first month. 

Crowley’s approac h to get B sng a 
for its food plan is varied. They plug 
the plan with posters in the store 
elevators and show the Amana freezers 
on their seventh floor appliance de- 
partment. But floor salesmen do not 
sell the plan. They help secure leads 
and then hand them in for home ap- 
pointments. No selling is done in the 
store. ‘The food plan is a separate and 
distinct operation from major appli 
ances. 


Best Leads from Ads 


Leads are secured by four means: 
(1) Newspaper advertising is used, 
displaying a coupon which asks for a 
store representative to call at home. 
It requests name, address, phone num- 
ber and if prospect owns a freezer. 
(2) Direct mail is used, working with 
a list of “preferred customers” 
gleaned from charge accounts and 
other files of the store. (3) Cold can- 
vass is being used, both for training 
and securing leads. Group operations 
have been used, where certain sections 
are covered with names of each home- 
owner secured in advance. (4) Tele- 


phone canvass has been used to some 
extent. But direct mail and news- 
paper promotion have wg best. 
Some 80 percent of the leads secured 
through newspaper ads and direct 
mail have been closed since the plan's 
inception. 


Rise of the Food Merchant 


The food distributor or purveyor 
is becoming more important in De- 
troit, as elsewhere. For since the key 
to a successful food plan lies in the 
food and not the freezer, this segment 
is gaining stature. Several sources are 
used in the Motor City. In addition 
to larger firms like Swift Packing, 
smaller independents are ogre 
in the frozen food field. Such is River- 
sitle Wholesale Beef and Locker Co, 
(see story on page 62). 

A firm like Riverside occupies a 
place in food much the same as the 
electrical distributor does with appli- 
ances. They supply the ssaschendies 
(food), they help promote and help 
train and they work with their dealers. 
Riverside is working directly with two 
Detroit distributors in setting up their 
specific plans, The Riverside sales 
manager helps train the distributor 
and dealer salesmen and carries 
through to see that a responsible op- 
eration exists. 


Sales Picking Up 


While the volume of movements 
in the food plan method of selling 
and merchandising freezers in Detroit 
was light before the early spring pe- 
riod, it shows signs of picking up. 
The department store entry into the 
field is the most significant in that it 
lends the prestige of a merchandising 
institution to better the name of the 
food plan. In addition to Crowley 
Milner, the Federal department store 
chain is entering the picture. Addi- 
tional plans by individual appliance 
outlets are also coming into the 
picture, 

The food plan method shows no 
sign of a quick rise to high volume 
in Detroit. It will take hard selling 
and time to heal the wounds left by 
the sharp operators. Finance paper is 
hard to sell. Bankers are less con- 
cerned about the credit risk of the 
consumer than the operation of the 
merchandiser. The Better Business 
Bureau has been hard on any food 
plan. And the consumers are still 
very wary. 

The revival is here, But it won't 
be a quick one. It takes a long time 
to get a sick system back to good 
health. End 





POSTPONED —Part three of the series on Successful Small 
Appliance Service, Repairing Toasters, does not appear in this issue. 
Space permitting, it will be published in the July Electrical Mer- 


chandising. 
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MODEL RFG-125 | 
Ws @ 12.5 ww. ft. unit with a 3.7 cu. ft, 


roll-out bottom mounted 1d treexer . . the 
fabviovs Dvo-Shelvador — Crosley’ s re 
frigerator freezer, both-in-onel Automati- 
cally defrosts both refrigerator and 
freezer! All the big ig Deep Door features, 
plus roll-out sheives and crisper. The No 


1 attraction for the big quality market! 











MODEL CCAG-II 


More wanted features than any other | 1 cu. ft. refriger- 





ator: Fully Automatic Defrost in both refrigerator and 
freezer! Exclusive Deep Door stores 27 eggs in lift-out 
trays... even holds half-gallon milk bottles! Roll-out 








shelves, giant freezer! ’ 








See and hear | 
MODEL CAG-95 


DOUGLAS EDWARDS 9% ww. ft. of beautiful, custom design- 
ing! Prestomatic Automatic Defrost, | 
“Thru-the-Door” Beverage Server, 42 


with the NEWS ib. Freezer Locker, | 4 Ib. frozen storage 
drawer. 
Every Wednesday Night, CBS-TV > 
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CROSLEY | 


ket— 
te | For the profitable 4 quality mer 


custom Shelvators 


MODEL CAG-I25 


features! 






A natural step-up! More saleable features than ever before. 


From the 75 Ib. 


Freezer Locker to the Roll-out-shelves and 


Beverage Server, it's designed for completely effortless 


food storage... 


matic defrosting. 


and dramatic demonstration. Fully auto- 
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makes step-up sales easier... 
in BOTH big summer markets! 


























at 


SSE RIS 











X 


Big-refrigerator features at a traffic-building pricel 


MODEL DG-8A 











Butter keeper, 4 deep door shelves, 28-\b, freezer. 


HOT SUMMER An easy step up to the DG-95 
FEATURE 


Serve cold drinks to 


your prospects right 
through the door. 








Watch the exclusive 
Crosley Beverage 
Server help you sell! 


























MODEL DG-7 





Perfect for prospects who want a compact box with 


deluxe features. 7 cu. ft., full-width freezer and 








MODEL $G-7 crisper, An easy step up to the DG-BA 
Here's famous Crosley 
MODEL DG-95, Priced for big volume sum- Shelvador quality, priced 
i p i ° i t ith « frig- - a 
mer selling! \t's the only promotionally-priced to compete with any refrig Hotter retail pricing . . . longer 


refrigerator with 9'/2 cu. ft., big-family capacit center on Be anes a : : 
9 - ft., big y capacity cosy step up to the 06-7. profit margins . . . and more big 
and all these custom features: Exclusive “Thru-the- features at every price! 


Door” Beverage Server, 42 Ib. Freezer Locker, 





Roller-Mounted Crisper, Air Flow Control, 3 Deep That's the red-hot Crosley story for 


, 
Door Shelves. Summer ‘55. Call your Crosley and 
aaetiided , 
Feature this model and your big summer sales and Bendix distributor now! 


push will really pay off! Easy to trade up to...and HOME APPLIANCES DIVIBIONS (I TO \ CINCINNATI 25,0110 


@ natural spring-board to more sales in the high 








* (Source of 60%-70% of all summer refrigerator sales.) 








end of the line! 
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MORNING 
Start the day with a Whitehall 
Unarco Air Conditioner in the 
kitchen and dining area (back 
again at dinner-time). 


ALL DAY 
Move the unit into the living 
room for TV viewing and all 
other family pastimes. No 
windows to worry about 














—2> 
0 


ALL NIGHT 

Now plug the same unit into a 
bedroom wall outlet and enjoy 
comfortable sleeping 


GET THE FACTS on Whitehall... Do it today! 





WHITEHALL ENGINEERING COMPANY 
1630 South Michigan Avenue, Chicago 16, Illinois 


Ledwe're interested in getting the story on the Whitehall Unarco Mobile Air 
vonditioner. Without obligation, please 


C) Have a salesman call. C) Send informative literature. 


Firm 
Address 
ret: ER A. ; Zone... State 
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Food Plans in the Midwest 





| dealers approach renters, offer bette: 
| terms if the rental is converted into 
d sale, 


One middle west store has had suc 


| cess in renting a freezer for $2.50 a 


week or for nothing if the customer 
buys $20 worth of food at list price 
from them weekly, which includes the 
rental price. Ultimately, the user buys 
at a saving. 

A. B. Johnston, vice president of 
the Chicago Better Business Bureau, 
objects to any advertising or presenta 
tion that leads the prospect to be 


| lieve that he will save money on a 


food plan. Such as: “Some Chicago 
families are now enjoying all of this 
for less than they were paying for food 
alone before.” 

Says Mr. Johnston: “There is no 
evidence that any food plan offers the 
customers the opportunity to save 
money over prices prevailing in other 
sources,” 

Officials of the National Livestock 
& Meat Institute and Henry Felker, 
well known freezer retailer in Mil 
waukee, say savings come this way: 
By owning a freezer, the family can 
take advantage of special promotions 
and reduced prices on supermarket 
overstocks. There are also savings in 
the amount of time needed for shop 
ping. 

Finance houses, banks and better 
business bureaus are riding herd on 
food plan selling of freezers in Chi 
cago. This time, they say, there will 
be no blow-up. 


Enter the Food Purveyor 


With all the changes in food plan 
selling and financing it’s only logical 
that there should be changes in the 
sources of frozen foods. 

During the 1950-52 boom period 
any corner grocer with a few pack 
ages of frozen vegetables could call 
himself a purveyor of frozen foods. 
At the height of the boom there were, 
according to Reader's Digest, some 
2,500 “food plans,” about 800 of 
which were in the middle West. 
Many of these so-called plans didn’t 
look after the interests of their un 
seen customers. Some even palmed 
off poor grades of vegetables and 
meats at high prices. Then the rug 
was pulled out from underneath them 
in 1952 and probably not more than 
80 survived in the Midwest. 

Again there was nothing wrong 
with the food freezer, nothing wrong 
with frozen food per se. The fault 
was in the way the food plans had 
been sold. 

Emerging from the wreckage came 
a new kind of business—the frozen 
food purveyor. He was like the restau 
rant and hotel supply house, except 
that he dealt in frozen food exclu 
sively. 

The Chapman Brothers operation 
in Chicago is a sample. ‘Two and one 
half years ago the firm had four 
butcher shops, and the boys cut and 
froze some meat after hours for their 
friends. Then they glimpsed the pos 
sibilities of the business and today are 
said to be doing $3-million a year. 
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The idea is like the hotel supply 
house, except that the big ticket pur 
chasers are householders, and every- 
thing is frozen. Delivery is made in 
refrigerated trucks to 30,000 homes in 
an area 75 miles around Chicago. 

Another firm, Silver Platter, takes 
care of customers for Carson, Pirie 
& Scott, Mandel Brothers, The Fair 
Store, Boston Store in Joliet, House 
of Plenty and Parliament Food and 
several other small operators. 

It sends mailing pieces to cus- 
tomers, and expects to sell them long 
after their freezers are paid for. It 
has a financing set-up. 

A recent survey made for Silver 
Platter proved to its satisfaction 
(though not accepted by Chicago's 
Better Business Bureau) that it saved 
its customers four percent compared 
to A. &. P., 13 percent compared to 
Kroger, 16 percent compared to Na- 
tional ‘Tea, 12 to Jewel, 3.6 compared 
to High-Low, 20 percent compared to 
Stop & Shop, 23 percent compared 
to Smithfield, and 13 to Wieboldts, 


an average of 13 percent. 
Costs Cut in Processing 


F. E. Ettinger explained it by 
saying that big scale operating brings 
these savings about. A beef carcass 
is completely cut up in five to eight 
minutes. A conveyor belt traveling 
through a 150 degree below zero blast 
freezer tunnel freezes meat in 2 min- 
utes, 8 seconds. In 5 minutes meat is 
enrobed in the new plastic wax which 
does away with wrapping. Silver Plat- 
ter has a 40 oz. package of vegetables, 
which means a 5¢ saving in package 
over the grocery store size. 

Because customers can no longer 
watch their meat cut up, Silver Plat 
ter makes a blanket guarantee of satis 
faction on their products, and buys 
only choice grade meats to be sure 
to be on the safe side. 

Reorders are taken over the tele 
phone, and the number of items 
being offered is constantly growing, 
including Bohemian and _ Polish 
dishes, Kosher items, whipped cream 
cakes and the like. 

Customers don’t mind checking 
over items by phone, and think this 
system of buying saves them time. 
When they are lost it is due to (1) 
moving, (2) repossession of freezer 
and (3) to competition. There is 
little complaint about the food itself. 

People eat better with a supply 
of food in the home, Mr. Ettinger 
explains, and find they can entertain 
more satisfactorily. That is why they 
repeat and repeat. 

There are probably not more than 
75 to 150 frozen food purveyors op- 
erating in the United States at the 
present time, and they are all in larger 
cities. It is thought that 80 percent 
of the food supplied to freezer owners 
in cities comes from these types of 
operation, and incidentally, they get 
85 percent of their new customers 
through freezer sales. 

The Ben Schindler operation, 
called Puritan Frosted Foods, in New 

(Continued on page 94 
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Hlamilton. 


‘a new-today 


automatic home laundry... 


»...at a special 


ret 30 -)o)s-lilelam leh am ola | ot -3 
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Jubilee Automatic Washer 
Model 7532 


Smart, high-end appearance that 
doesn't even Aint at ite low-dollar 
price! Completely automatic, and with 
all these exclusive Hamilton features 
Selecta-Cycle Control, Soil-Seeking 
Water Action, Fresh-Flo Deep Rinse 
and Spinaway Extraction 
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Hamilton is 





Jubilee Automatic Dryer 
Model 7542E, electric 
Model 7552G, gas 


Here's the first, finest, most-famous 
clothes dryer, beautifully dressed in 
Aztec Gold and black for its béd@get- 
priced debut! And with Hamilton's own 
Carrier-Current Air Circulation, Double 
Pass Lint Control and 130-Minute Timer. 








celebrating its 75th 





birthday in a big way...and 
you re invited to the party! 


Here is the stunning new Jubilee home laundry —richly 
trimmed in Aztec Gold and black . . . loaded with famous 
Hamilton better-laundering features . . . priced just 
above the no-name-specials and stripped-down-nothings 


. and ready to sell for you right now! 


Join the Jubilee profit-party! But do it now, so you'll 
get every bit of the promotional push behind Jubilee by 


Hamilton—the name women know and trust! 


Join the Jubilee profit-party! 
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a handsome new famous-name laundry line! 


gives YOU prices right for volume sales right now! 


a complete promotional package for you! 














> . 
erful ads in these dominant magazines help make this the Jubilee yt 
BaF 

Handsome see-it, want-it prod- 
uct literature features the new 
Jubilee in settings designed to 
change a woman's mind! 

. te point-of-sale kit! 

Modern shadow-box ad reproduc- 
» tion and feature guide . . . Jubilee 


wall-or-window streamer ... giant 
ad blow-up. . . to make your store 


Jubilee headquarters! 






i jubilee unit display: Jubilee ad-aids tor you! _ ip — 
a i A beauty! Eye-catchingly de- Handsome display photos —com- 
signed with alternate light flasher plete ad mats, separate product 
on “Hamilton” and “Jubilee.”’ mats and a handy guide to hard- 
Use it on Jubilee washer, dryer selling Jubilee copy for your 
or both! own ads! 


ry 


your Hamilton Distributor! See vs 
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SALES BRANCHES 





Alabome, Birminghom Georgia, Atlanta Marylend, Balti mi 1, St. Levis 
Arkansas, Stuttgert IMinels, Chicage Massachusetts, Boston Nebraska, Omaha 
California, Los Angeles Indi Indi Mi Michigen, Detroit North Carolina, Charlotte 





Collfernia, Son Francisco lowe, Davenport 
Colerade, Denver lewa, Des Moines 
D. C., Washington Kentucky, Louisville 
Pleride, Jack ithe Lovisi , New Orleans 


Minnesota, Duluth 
Minnesota, Minneapolis 
Minnesota, S1. Paul 
Missouri, Kansas City 


New Jersey, Fair Lown 
New York, Buffalo 
New York, New York 
Ohie, Cincinnati 





this is 
No, 4 


of a series 


Ohie, Cleveland 

Ohic, Columbus 
Oklahoma, Tulsa 

Oregon, Portiand 
Pennsylvania, Philadelphia 
Pennsylvania, Pittsburgh 
Rhode Island, Providence 


Tennessee, Knoxville 
Tennessee, Memphis 
Texas, Dallas 

Texas, Houston 

Utch, Salt Lake City 
Washington, Seattle 
Wisconsin, Milwovkee 





Why it’s profitable to be a Fairbanks-Morse dealer! 


Fast parts delivery from one of 42 factory branches! 


Look at this map! Locate the F-M branch nearest you! It’s closer 
to you than you fealired! That’s why our dealers, no matter 
where they are located, get fast service on all orders for our 
products and repair and replacetaent parts! 


Get facts firsthand! 


It costs you nothing but a few minutes’ time to learn why more 
than 5,000 businessmen now sell Fairbanks-Morse products. 
Drop us a line on your company letterhead today. Fairbanks, 
Morse & Co., 600 S. Michigan Avenue, Chicago 5, Illinois. 


FAIRBANKS-MORSE 


More Profit Builders 


* 


Se &£ 8 £2: 89 © 


the most workable, dealer-approved 
cooperative local advertising plan 
you've ever used; 
effective eye-stopping, 
purchase displays, etc.; 
movie trailers, T-V spots, radio scripts; 
complete lines—enable you to meet 
any petiti satisfy any ¢ ; 
ample margin of profit; no overloading; 
gvarantees against defects in materials 
and workmanship; 

superior factory service—your custom- 
ers’ problems are ours; 

continuous national advertising since 
1856; 

you'll sell quality products—the kind 
that find a market even in leaner years? 


point-of- 





@ name worth remembering when you want the best 





WATER SYSTEMS © GENERATING SETS © MOWERS © MAGNETOS © PUMPS © MOTORS «© SCALES © DIESEL LOCOMOTIVES AND ENGINES 
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Food Plans in Midwest 
CONTINUED FROM PAGE 90 


York City, is one of the largest, serves 
40,000 freezers, and accepts a mini- 
mum order of $150 only. 

A Sunbury, Pa., operation is said 
to care for 7,500 freezers, and Wag- 
ner Meat, Milwaukee, serves the same 
number. It is estimated that in Chi- 
cago there are 45 outfits supplying 
food to freezers, 6 to 8 in northern 
Wisconsin, about 40 in Milwaukee, 
Kenosha and Racine. The Peoria, 
Ill., area has about six, and in south- 
erm Illinois 18 are going. Northern 
Indiana has about 30, with 20 more 
in the south part of the state. West 
ern Michigan gives trade to about 
12, while Detroit, one of the hardest 
hit when the boom crashed, has only 
six. The Davenport area, in Iowa, is 
served by about 18. 


Will Supermarkets Come In? 


Those in the freezer field believe 
that the supermarket is going to come 
into the food plan business, and when 
that happens the freezer can be sold 
as an appliance without food plan 
by dealers. 

Reasoning is this way: Supermar 
kets have simply adapted the Henry 
Ford production line method, with 
tons of food coming into the back 
door and being carried out the front 
by the customers themselves, after 
the cases are broken up and items 
shelved. A food plan in a supermarket 
permits elimination of (1) opening 
cases and (2) placing packages on 
shelves. One middle west supermar 
ket, Jewel, already has a food plan, 
but, according to some opinion, does 
it all wrong: No display of the plan, 
and a $20 minimum order, which is 
too small. 

Against the supermarket trend, says 
Mr. Ettinger, is the fact that 50 per 
cent of grocery store purchases are 
impulse items, picked up after the 
customer is in the store. Food plans 
would tend to cut down frequent vis 
its, and therefore management may 
not like them, unless forced by public 
demand. 

The fact remains that freezers are 
coming into city areas fast, and 
Frozen Food Center magazine thinks 
that 18 percent of all frozen food 
today is going into freezers and the 
amount is End 


gaining. 





“| THINK HE WAS DOWN HERE WHILE | 
WAS SPRAYING. WHY? 
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Smaller, flush 
and new ‘15’ 





FOOD PLAN FAVORITES! 


OFITS GROW 
114541 04 


15, 20, 25, 35 cu. ft. Uprights 
15, 20 cu. ft. Chests 
30, 60, 90 cu.ft. Sectional Freezers 


Time and again, surveys of freezer owners 
show a common reaction; ‘The freezer 
we bought is too small!” Or, “Our next 
freezer will be an Upright—and 

bigger!’ There's BIG business in the 
BIGGER sizes—and Wilson is your best 
source! In addition, Wilson Freezers 
combine, for the first time in a single 
line, all the best convenience features it 
took two independent freezer manu- 
facturers years to develop! Yes, new 

1] Soe nas oo he ode man, Wilson has double the heritage of any 
exclusive features. other freezer—and YOU can make it pay! 
Get the facts, today. 





oan email 
je edie 


* Suggested List Price, Wilson double-door Model BF-250C., 


-door Uprights 
" Chests! 








= satisfaction with Wilson 

dependability assures more 

New Wilson Upright and more re-orders for 

Model BF-150—full New Wilson Chest Model BFC- frozen food—ot a hand- 

15.14 cv. ft. capacity, 150—full 15.4 cu. ft. capacity; some,"'extra"’ profit to you! 
with flush door, exclusive Center Plate Coil. 


WILSON REFRIGERATION, Inc., 





Division, Tyler Refrigeration Corporation 


WILE OWw 


HOME F 









BULK MILK COOLERS 
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The new Wilson “15's” — 
both Upright and Chest 
models — are far and away 
the most popular sizes for 
Food Plans! And, customer 





SMYRNA, DELAWARE 





Wilson Refrigeration, Inc., Dept. EM-6, Smyrna, Delaware 


Rush information on opportunities in Wilson || Home Freezers { | Sectional Storage 
Freezers | | Bulk Milk Coolers. 


NAME, | DISTR | DEALER 


ADDRESS 








YOUNGSTOWN KITCHENS 


Now cash in on the booming kitchen 
Thrilling new colors at no extra cost 


AND NOW- the biggest advertising campaign 
ever, to help you sell cabinet sinks! 


sl 


tas p The saturday Evening 
. Oh th 
4 


- ' 
EVERY MONTH a , EVERY MONTH 


\ — s=—: : — 9 
| y a “ ncitting vow colors! 


————— 





4 tre# wre weet"? money 
. 


Weekend 4 a “es = jemi, UIE lt 
MAGAZINE —_ lou Kilehens ‘5 - » 
gd e Tae aa ) Oa" 
COMPANION 5c 


(Wi add a 
fam i Ps 


gO BetierHome 
Redbook — eo 





Here's what your trade papers say about the More reasons why the Youngstown Kitchens 
kitchen business: franchise is so profitable: 
Retailing Daily: “In almost any remodeling, the consumer almost in More Youngstown Kitchens are sold than all other steel kitchens com 
variably turns first to the kitchen sink.” bined! e 88°% of market still to be sold! e Largest line of cabinet sinks 


Plumbing and Heating Business: “Market potential for older homes. . . 3) models! e Only complete line of Dishwashers! e Hottest-selling Food 


. ae - ‘ ' , . . 
6,275,000 sinks at $150 M1 million dollars! ) Waste Disposer in the business! e Colored units for the same price as 


Electrical Merchandising: “Heres a vast kitchen business, relatively free white! e Overnight delivery—no inventory problem! e No deals—no 
from price worries, trade-in headaches, or competitive anguish!” trades—no obsolescence! e Easy selling on F.H.A. terms—no recourse! 
Electrical Dealer: “It's our honest guess that the kitchen cabinet business Powerful merchandising—look at the big package! e Heaviest adver 

will flourish in the immediate future.” tising in the industry—plus Life and Post! e You keep your profit! 
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ARE HOT AS A PISTOL! 


business with the line preferred 5 to 1! 


@ ...volume sales at a 40% profit... 


. | PLUS- the biggest merchandising package 
that ever built a sink business! 


mot baorues Ore! rooty «eer 

















— NEW! 
-rowER DISHWASHERS TERRIFL 


ott 
= yo amen enone 


























Yrangatenen, Meher 
Ks 
Youngs ' - %, “ : CaBIneT SiN | 
Amazing LOAD F . ve se ; . = TER = GorOSETMER COE j 
— > ‘ at wo © ——, 
e ye ‘ en = 6-4 So 
| : . ae 


de 3 













we wEW! 
f 4 TERRIFIC! 


= = ee 
L- L- ¥ 

chores 
f pit ans 


guct roe vee! 
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yecy # wew! 


se vvw TERRIFIC! 
at 





awnew 





. oo wonpenre’ oe.v0Rs 
atwee © 
60-10° 


vere oonwneret 


Te ene 
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@ Full-color broadsides show every model! @ Full-color features display @ Full-color window poster @ Full-color wall poster @ Full-color envelope stuffers @ Full-color cabinet sink book @ 
Colorful sink price tags @ Hard-hitting ad mats @ Blowup of 4-color sink ad @ Blowup of Dishwasher announcement ad @ 4-page Dishwasher catalag sheets 





MULLINS MANUFACTURING CORPORATION «+ WARREN, OHIO w, 
World's Largest Makers of Steel Kitchens 
g 
GET INTO THE BUSINESS NOW! Get in now, and profit from ee ee ee 
the full power of the sensational new Youngstown Kitchens toe Purvis, Manager of Dealer | 
° P . P ales P 
cabinet sink campaign in Life, The Saturday Evening Post, | : AS TrneED pre | 
| other awful wostnnn ‘Cat | ; = ff t | Youngstown Kitchens | 
and other powerful magazines. Get in now, and get off to Dept. EM-655, Warren, Ohio = 
a flying start with our brand-new merchandising package. Sense toll me how tenn aot | 
Contact your distributor, or send coupon . . . and start cash- | into this profitable kitchen busi- ADDRESS 
ing in on the world’s fastest-selling kitchen line now! ! pag | 
| Please have your representa- 
; j ONE STATE 

| tive call on me—no obligation. CITY Z 
SEE US AT THE SUMMER MARKET! m Samy Shetties Chenin tenia | 
in Chicago: Room 1119, Merchandise Mart. in San Francisco: Swite 180, Merchandise Mart SES LT PE!) TS ll 
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Medel UF-92 — Offers 
big freezer capacity that 
fies in a small floor ares 
United's Hawen 
King hotds over 1,000 
pounds of fred -~ big, 
full-width doors provide 
more usable space with 
| every lee easily access 
ble, This trim, handsome 
unit is constructed and 
engineered to meet the 
mane rigid commercial 
demands — is ideal for 
beck room worage 
has the EXTRA measure 
of safety and economy 
your big freeser 
buyers’ demand 


Medel UFS.121—~ A 
little beauty with a beg 
appeal its lifetione 
porcelain interior has 
color styling trommed 
in gold. An adjustable 
out wire shelf for 


added convemence, 


slide 


four refrigerated sur 
faces for fast, sharp 
freezing, automatic 
interior door light and 
exclusive defrost drain 
make this bow the 
housewives’ delight 
Here's your perfect 
anewer for the emall 


family freezer sale 


Styled with appeal 
for today's market 


You will get more of today's huge freeser market when 
you offer United Uprights, Dynamically styled by leading 
national designers, they have appeal both inside and out 
The soft green and gold wim weed in the interiors is dis- 
cimarive and the exteriors have a oman modern appearance 
You'll find the right box in the United line to satiely the 
mont demanding customer 


Engineered for 
lasting performance 


Prom hardware to compressor you'll hind only the best in 
« Unived Upright. Venta P etteq e+, Pin Hinged doors 
and more cefrigenstedaudiaces Ae extras from Unwed 
engineers. You and your customers will both be glad years 
from now thet you offered the oustanding 199) Unived 


Upright Preesers. 
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distinctly 


two toned 


holding over 140 pounds 


bottom and all shelves 
refrigerated, removable 
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Model UF4.171 — A 
styled beauty 
with « munning 
sparkling 
white and cool, soft 


green imteror 


of food, Features 
Stow Dor with juice 
racks; Vente P reexe 
shelves: Balanced 
Freeing with top, 


Hawert Mueen. 


Medel UF4-21) — A favore 
today lots of extra freezer 
capacity in the area formerly 
taken by small boxes. Six 
refrigerated surfaces for 

full, sharp freezing 
Venta-Freese shelves allow 
thorough circulation of cold air 
throughout Beautiful interior of sparkling white 
and soft green with gold crim. Ulira-modern 
exterior smartly designed ia gleaming white, 
baked-on Dupont Dulux enamel trimmed gold 


Pin Hinge door; and 
ample dry storage bin 
Smart, lusurious gold 

trim inside and out 





Here’s United's 
Profit Plan for You 
P Represent a leader in the refrigeration field. 
> Receive field-tested freexer merchandising ideas. 


> Use effective advertising and sales assistance. 
Buy direct from factory. 











WALNUT 


STREETS 








GREATER PROFIT! 














Model 11-7350 —A market favorite with 
@ big potential . . . « full-size combination 
and freezer. Top section is family sae, weiss high, 
7 cubic foot refri - bortom is a full 590 Ib, 
capacity freezer . . each with with individual temperature 


controls. Refrig-N-Freez (eens United's smart, new 


design and color styling for wop sales appeal. 


COMPANY 


* 


JUNE, 





Kitchens for the 
Farmer’s Daughter 





CONTINUED FROM PAGE 73 


Net results of the program showed 
hundreds of miles rolled up in tracking 
down potential newlyweds on the part 
of the sales staff, hundreds of sketches 
and estimates prepared by Bergside, for 
the first season. On the sales side of 
the ledger were 20 complete kitchen 
installations, 90 percent of them sold 
to “farm couples,” and at least 65 per- 
cent of the total paid for in cash 


25 Kitchens in 1953 


Since then, although a 1954 drouth 
tightened farmer’s purse strings consid- 
erably, the Greeley appliance dealer- 
ship has shown a consistently high 
average of sales per call in the farm 
market. The best year was 1953 when 


Repp installed 25 model kitchens, 
ranging all the way from $750 to 


$3,500, at points as far distance as 35 


miles out of the city limits. Here 
again, only about 10 percent of the 
total kitchen volume was sold in 
Greeley. 

“We are using the user as heavily 
in the farm field as we ever did in 
the city,” Bergside added, “during 
the first month after the model 


kitchen is installed, the salesman who 
sold the job is back to make any ad- 
justments necessary and to demon- 
strate each appliance. During the next 
six months he will make five more 
calls, in every case asking for leads, 
primarily names of other farm girls 
soon to walk the wedding aisle. ‘The 
important thing we have found, is to 
get to the bride-to-be as soon as possi 
ble after her engagement is announced. 
We don’t mind covering long dis- 
tance because even if we don’t land a 
kitchen contract, the chances are that 
the family will sign up for an appli 
ance or two as wedding gifts. We 
found that the old saying about what 
was good enough for father being good 
enough for me certainly doesn’t apply 
to today’s market. The farmer’s daugh- 
ter now wants her kitchen to be every 
bit as pleasant, convenient, and mod- 
ern as her big-city sister—and as long as 
farm incomes hold up, she’s going to 
get it.” End 








“INSTEAD OF JUST LETTING THEM HOLD THE 
PHONE, MISS MILLS, TRY TO WORK IN A SPOT 
COMMERCIAL.” 
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KEEP THAT 

i \ WV ASCO 
RINGING with the | AIWN + 

MAKE EVERY HOT PROSPECT A GATIGFIED CUSTOMER! 
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+ Exclusiv 


the New 2064 K . 
WheohsBronge More Models in 


+ spin 207 erences Every Price Range 


Adjustable floor stand. Ideal for window use 
or recirculation of room air. Fan head swivels 
to face ceiling. Manually reversible, 3 speeds, 


vs * Exciting Eye Appeal 
# Big Profit Margin 


FASCO brings you a complete NEW fan line to cover 
all your prospects. Portable window fans in 20”, 17” and 

















12” size. Floor fans, oscillators, pedestal fans—in styles 
and prices to please everyone, Order now , , . for a big- 
profit FASCO fan season, 


uw) SUPER pecuxe Vontably 


WINDOW FAN 


* ELECTRICALLY 
REVERSIBLE 


* PUSH-BUTTON 
OPERATION 


* 3 SPEEDS 


* SAFETY GUARDED 
BACK AND FRONT 
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Accessory 20” Portable mounted in Model 1246 double mounted Complete line of oscillators 
swivel floor stands accessory window panel. on accessory window bors in 16”, 12%, 10” size 
for all portables for casement windows. 


16” Pedestal 


12” floor fan. Orcillator 


White Today 


for literature on the NEW, complete FASCO Fan Line 


FASCO INDUSTRIES, INC, 


1265 Augusta St., Rochester 2, N.Y. 
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Although Motorola has always led in portables . . . 





and no wonder! 


otorola portable sales 








The new Motorola portables outdate all other makes 
with these 6 exclusive new improvements— 


Motorola portables are setting sales records everywhere because they outperform 


all other 5 tube portables. In fact, they are the most self-selling portables ever produced. 


Put ’em to work for you. They’ll outsell any portable line you’ve ever had. 











\ 


ler Shatter proof 


i 








LZ all-steel 


cabinets 
(Not Plastic) 


Fabric-covered. Won’t smash, crack, 
stain, scuff or rust. 








powerful 
batteries 


Brand-new 90-volt batteries—devel- 
oped especially for Motorola Roto- 
tenna portable radios. 


a 





Three times 
larger 
antenna bar 








Ferrite antenna bar is three times 
as big as those in conventional 
portables. 








Famous PLAcir’ 
chassis 


Copper-plated circuits can’t be jarred 
loose, shorted, burned or worn out. 








tana Get into the profitable portable 
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1 now up i270 this year! 


Caribbean, below, in charcoal with ebony 
handle; suntan or white with chocolate 
brown Roto-tenna handle. $39.95 
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Spectator in taupe, with chocolate 
brown Roto-tenna handle. $29.95* 














r=) ) The handle is 
a rotating antenna 

















Turns to bring in stronger, clearer 
reception from any station. 








Citation, above, in charcoal, green, red or blue 
with ebony Roto-tenna handle, $34.95* 


Three models— 
three price ranges 


For easy, automatic step-up selling. 
See your Motorola distributor for 
complete details. 


business with Motorola 
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Shockproof 
interlock 
















Change from AC/DC to battery 
without switches. Plug pops out 
when case is opened. 






World's largest exclusive 


electronics manufacturer 


Chicago 5], Illinois * Toronto 4, Canada 














Monarch 
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COREA ET aS 


Its unique! 
from one of the 
and white with chrome and yellow trim. 


It's a brand 


Sold only 


-1@) Sie) See it 





ar- tam oleh 2-100) Wmal-aame-t- 1-1-1 9) 91 -7- 0 


ar A dlolam- Mm -t-Collale mmol -t-1lelal-1a-Samm\ JiT- taal mmm ol 101 


al=a\ Ania =n mel aaler- (alo) om dl aal-Me aal-lalebs-londela-ta 
fol) am ol- t-ilommaalole(-il- ma lame- Ui aal-tellelaalm olalot—mmua-lalel-# 


\dalgelele lame il-tealolehcola-fumm @Il-Joll-0\1-1¢ Mm fe] ame Gal — 
first time at the American Furniture Mart, Chicago — June 


on 


\dal- moh dammalole! at 


AY, Gaye b Wes We ce oa bs oe a 
























HOWARD Freezers 


Howard Refrigerator Co., Inc., 
Philadelphia, 24, Pa. 


Models: Howard “Royal” upright 
freezers: Princess, Countess and 
Queen Melva. 

Selling Features: Princess, F-12, 
has 12 cu. ft. capacity; Countess, 
F-16, 16 cu. ft.; and Queen Melva, 
F-22, 22 cu. ft. capacity; all models 
feature food store door; safety sig- 
nal light to protect food from spoil 
age; automatically, hermetically 
ealed-in Kelvinator and Tecumseh 
} h.p. refrigeration systems; Fiber 
glas insulation and directional food 
freezing; embossed aluminum in 
terior walls; copper freezing coils; 
automatic door seal; baked on en- 
ime] exterior finish. 








LEONARD Freezers 


Leonard Div., 

American Motors Corp., 

14250 Plymouth Rd., 

Detroit, 32, Mich. 

Models: 2 new Leonard upright 
freezers LFR-12V5 and LFR- 
18V5, and 3 chest models. 


Selling Features: Uprights are more 
compact than previous models; 12.5 
cu. ft. model is 28 in. wide, less 
than 5-ft. tall, holds 438 Ibs. food; 
18 cu. ft. model holds 630 Ibs.; 
new features include 2-purpose 
drop down shelf fronts—when low- 
ered they lock into horizontal po- 
sition to serve as rearranging shelf, 
in up position the shelf front holds 
contents in place. 

Door space has been doubled— 


ELECTRICAL 


NEW PRODUCTS 


upper door shelf holds 4 gal. car- 
tons of ice cream at right tempera- 
ture for serving; middle of door 
holds most-used packages; dispens- 
ing racks that flank center shelves 
hold more than a dozen juice and 
soup cans; food file for inventory 
record is removable; bottom door 
shelf holds odd-shaped packages; 
safety signal at front of left leg. 

3 chest type freezers with space 
saving design, wrap-around, 5-wall 
cold are included in new line: a 
15-cu. ft. model with 5254 Ib. ca- 
pacity; a 10-cu. ft. model with 350 
lbs. capacity and a 7-cu. ft. model 
with 245 lb. capacity. 





JORDON Freezers 


Jordon Refrigerator Co., 
7900 Tabor Rd., 
Philadelphia, 11, Pa. 


Models: Jordon 1955-56 “Custom 
Lined” freezer line includes 3 up 
rights and a Duplex combination 
refrigerator-freezer (No. 20/20.) 
Selling Features: Upright models 
features new styling with more ca 
pacity in less floor space; adjust- 
able aluminum gold anodized wire 
shelf; integral juice can dispenser 
built into door back; increased 
door rack storage; interior leather 
grained surface; trigger latch mech 
anism for positive fingertip closing; 
removable motor cover; heating 
element around and behind breaker 
strip to combat condensation; gold, 
chrome and blue trim; light blue 
plastic door pan and breaker strip; 
rounded interior bottom corners; 
sealed unit, 2 leveler legs 

Model JD-13, has 11.37 cu. ft. 
capacity; 4 static condensing unit; 
JD-17, 15.41 cu. ft. capacity; 4 
h.p. hermetically sealed unit; JD- 
23, 21.21 cu. ft. capacity; 4 h-p. 
hermetically sealed unit. All have 
hi-baked white enamel finish; 
chrome snap action door locks; 
Fiberglas insulation. 

Duplex refrigerator-freezer com- 
bination includes an 8 cu. ft. self 
defrosting refrigerator compart- 
ment on top with a 104 cu. ft. 
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APPLIANCE 





NEWS 


freezer compartment on bottom, 
both operate on same compressor 
unit with separate controls, 
Features include a full storage 
door for fruit concentrate cans and 
other small packages; increased 
door rack storage; removable, ad- 
justable shelf inside main cabinet 
for large packages; leather-grained, 
crinkled anodyzed aluminum in 
terior; plastic non-conductor sup 
port blocks separating inner shell 
from outer all-steel cabinet; arctic 
blue styrene door; knob type tem 
perature control; signal light on 
bottom; trigger latch ciiiaon 
for finger “p closing; easy to lift 
off doors; heating element wire 


around and behind breaker strip 
combats condensation; leveler legs; 
hi-baked enamel exterior. 

Prices: JD-13, $499.50; JD-17, 
$599.50 and JD-23, $749.50 





WOMAN’S FRIEND Washer 


Woman's Friend Washer Div., 
Central Rubber & Steel Corp. 
Findlay, Ohio. 


Model: 1955 Super-Regent model 
55-SRPT wringer-washer. 

Selling Features—New Fill'n drain 
hose permits washing at kitchen 
sink without use of rinse tubs; 
special plastic hose with 2 chan 
nels attaches to faucet so that tub 
can be filled through top channel 
and emptied through lower channel 
into sink drain, after clothes are 
washed and put through wringer 
they can be replaced in tub for agi 
tator rinse, 

Dual-range, constant-pressure Lo- 
vell wringer provides a high or 
low setting of pressure by flipping 
a lever—no screw adjustment. 

Exterior finish available in yel 
low and white with chrome and 
green accents—55-SRPT, or in all 
white finish with dual hose. 5 
other models are all white except 
color trim: Regent, Giant, Deluxe, 
Standard and Utility; all are 
equipped with 4 h P. motors; 
Standard and Utility have 8 Ib. 
capacity the balance have 10 Ib. 
tubs; all are equipped with Lovell 
wringers and DuPont exteriors 





ANNA A. NOONE 
New Products Editor 
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ARVIN Hecters 


Arvin Industries, Inc., 
Columbus, Ind. 
Models: 9 new portable heaters in 


Arvin 1955-6 room heater line. 
Selling Features: Top model in 
line, No. 5534 automatically turns 
on when room temperature falls 
below thermostat setting and shuts 
off automatically when dial setting 
and room temperature are bal 
anced; coppertone enamel with 
chrome grill and trim; operates at 
1320 or 1650 watts; moves 81 cfm; 
provides fan-forced and radiant 
heat from new-type “airflow” el 
ments that pa up air circula 
tion and show twice as much ra 
diance as formerly; “‘safeguard” 
safety switch cuts off current if 
heater is upset; signal light glows 
when heater is on. 

Companion model No, 5529, 
similar in size and design, has no 
signal light; operates at 1650 
watts only; green enamel finish, 
ivory trim, 

Automatics 5524 and 5518 op 
erate at 1650 watts; No, 5524 pearl 
grey enamel finish with chrome 
grille; feature fan-forced and ra 
diant heat; No. 5518 coppertone 
with chrome grill, fan-forced only. 
Both models thermostat-controlled; 
“safeguard” switch. 

Automatic fan-forced models 
5514 and 5516, operate at 1320 
watts. No. 5514 in brown enamel 
with white trim; No. 5516 in blue 
enamel, white trim; “safeguard” 
switch and handle; 43 cfm 

Non-automatics, 5510 and 5512, 
operate at 1320 watts; fan-forced 
only; have no-interference induc- 
tion motors No. 5510, brown 
enamel with gray grille; No, 5512, 
pearl, brown trim, chrome grill 

“Cool-R-Hot” combination fan 
heater-circulator No. 5440 oper- 
ates at 1650 watts as a heater; 
combines fan-forced and radiant 
heat; green enamel finish; “‘safe- 
guard” switch. All models, a.c, only 
110-120 volts. 

Prices: From $10.95 for No. 5510 
to $34.95 for No. 5534. 
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introducing the 
new ranges by 








ROTO-RAY BARBE. 
QUER... 


serie gives barbecue 


This new rotis 
broil 
ing in your own home. No 
expensive extra cquipment 
Motor-driven spit turns 
meat slowly and smoothly 
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ULTRA-RAY 
BROILER... 


level broiler that climinates 


unnecessary 


diant 








stooping 
the ultimate in quick, ra- 
infra-red cooking 


all-new, colorful, brilliantly designed 


All-new from top to bottom, the fabulous new Caloric gas ranges are the 


most exciting, desirable and saleable in more than half a century of Caloric 
progress. And they offer dealers the greatest opportunity for substantial profits. 
These sensational ranges revolutionary new 
maximum cooking capacity in minimum over-all dimensions. 
Here’s new flexibility 


Calori« 


represent a concept... 


In just three basic sizes, 24”, 36”, and 40”, the new 
J ’ 
The 


. either 13” “Pastry” oven, 


ranges provide an almost infinite variety of combinations. 
housewife can choose an oven to suit her needs . . 


16” full-size oven, or 20” “*Harvest”’ 


oven. She can have two ovens in one 


range or a high-level broiler with rotisserie. She can have automatic con- 


trols, oven indicator light, “‘matchless”’ 


performance, four burners or six, 
divided or cluster top-burner arrangement 

Here’s the new look in ranges. With new backguard, new angled control 
panel, freshly styled door panels, the new Caloric ranges have a distinctive 
and unusual profile. 

Ihe tasteful use of color... the 


Miiller-Munk Associates... the 


lived construction . . 


brilliant years-ahead styling of 


great new features... the sturdy long- 
. all these add up to one thing: You'll be years ahead 
with Caloric! 

For complete information, contact your Caloric representative or write 


direct to Caloric Appliance Corporation, Topton, Pa 


with these revolutionary new features 
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The high- A modern Caloric kitchen GUARD COLORED 


LIGHTING .. . Dramatic 


color effects to match your 


the two-oven 
range is a real “‘must’”’ for 
many housewives 


convenience 
It’s time 
kitchen decorating scheme for 
Lighting available in frosty 

blue, minty green, 
pink, cool whit 


rosy 


JUNE, 


Peter 


remains 
a minute 


or 





IN-A-LINE TIMER... 
Vertical marker shows at a 
glance how much cooking 
Can be set 


an hour 
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ANGLED CONTROL 
PANEL ... Easier to see 
And the 


modern control knobs are 


easier to use 


recessed, can’t be bumped 
or jogged 
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SEA ISLE 


New 24” range. Shown here with automatic 
oven timer, 20” “Harvest” 


broiler. Model CP A2AX, 


oven and full-size 


AT THE FURNITURE MART, 


Stop by at 519 Furniture Mart, Chicago 


you ll be years ahead with 


the great new Caloric ranges 


CALORIC 
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fabulous 


APPLIANCE CORPORATION, 




















| PALM SPRINGS 


New 40” 
“Harvest” 


( 


Shown here with automatic 
and 


range. 
oven, 


oven timer, extra-large 


Roto-Ray Barbequer. Model CPW A4AX, 
































WHITE SANDS 


New 36” range 
ovens 


with 


Past y 


Shown here Iwo 


A3AX 


automatic oven timer 


full-size oven and oven. Model CPD 


i-—_---------- 


Caloric Appliance Corp 
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HAMILTON Laundry Line 


Hamilton Mfg. Co., 
Two Rivers, Wis. 


Models: Hamilton ‘Jubilee’ home 
laundry line consists of an electric 
dryer No, 7542E, a gas dryer No. 
7552G, and a matching automatic 
washer No, 7532 

Selling Features: Jubilee models are 
full-size, high style products fea 
turing Aztec gold and black styling, 
gold crowned control knobs, dryer 
handle and molding across cabinet 
fronts. 

Electric dryer model features 
Carrier-Current-air circulation; dou 
ble pass lint control; 130-min. 
timer; hi-power exhaust; new cab 
inet design permits flush to wall 
installation and vent of exhaust 
in any direction; drum of zinc 
coated steel with baffles slanted 
at 104 degs.; 5-minute heat econ- 
omizer; 8 to 9 Ibs, capacity; & h.p. 
motor; operates on 3-wire, 115-230 
volt a.c. or 2-wire 115 volt a.c. 

Gas dryer model has same fea 
tures as electric for use with manu 
factured, mixed, natural, LP or LP 
Air gas; 18,000 btu input per hr. 

Automatic washer No. 7532 fea 
tures Selecta-cycle control; agitator 
water action; fresh-flo deep rinse; 
shower rinse; water economizer; 
non-clog pump 4 h.p. motor; Spin 
away extraction at 600-650 rpm; 
white enamel cabinet 





BROIL-QUIK 
Broiler-Rotisserie 


The Peerless Corp., 
615 W. 131 St., 
New York, 27, N. Y. 


Model: Broil-Quik Manmoth No. 
GTS55. 

Selling Features: King-sized model 
has capacity for a 25 Ib, roast, 18 
lb. fowl, 20 hamburgers etc; ro- 
tisserie has a more powerful high 
torque motor constructed to oper- 
ate almost silently; 4-hr. automatic 
timer can be set for any time up 
to 4-hrs., then automatically shuts 
itself off and rings an alarm bell 
to signal that food is done; Multi- 
Temp infinite heat control gives 
a selection of heats from warm to 
intense broiling; improved slide- 
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away spatter shield goes under ap- 
pliance in a continuous motion; 
deep recessed tray grooves hold 
well and tree tray securely; bal- 
anced side handles. 

Price: $49.95. 





WARING Blendors 


Waring Products Corp., 
25 W. 43rd St., 
New York, 36, N. Y. 


Device: Waring blendors are now 
available in 3 new “‘color-tones”’. 
Selling Features: Colors include 
pastel green, yellow and pink; high- 
impact urea plastic compression 
molded in same design as standard 
Waring PB-5 in white plastic; food 
containers of all Blendors are made 
of Pyrex glass in “clover leaf” de 
sign. 


Price: $44.95 





KELVINATOR Freezers 


Kelvinator Div., 
American Motors Corp., 
14250 Plymouth Rd., 
Detroit, 32, Mich. 


Device: Kelvinator upright freezers 
for 1955, No. FR-18V5 and FR 
12V5, 

Selling Features: No, FR-18V5 has 
18 cu. ft. capacity No. FR-12V5, 
12.5 cu. ft.; both models feature 
maximum storage space in limited 
wall space and are styled to match 
the company’s 1955 refrigerator 
line with interiors in gold and sea 
tone and exteriors accentuated with 
specially designed door handles; 
door storage has been doubled in 
both models; 2 top shelves in cab- 
inet interiors have drop-down gates 
to hold packages in place in the 
up position and to serve as rearrang- 
ing shelves in down position; 
warning signal light in left front 
cabinet leg; aluminum shelves have 
refrigerating coils welded to bot 
tom for fast freezing and uniform 





cold; food record file in door con 
sists of plastic record cards that 
can be erased and reused; door has 
3 sections—upper shelf for 4 gal. 
ice cream packages; juice dispenser 
racks hold a dozen cans of frozen 
juices and soups; new package 
shelves hold frequently needed 
packages in center; at bottom 
there’s rack for odd-shaped pack 
ages; removable steel wire storage 
basket at freezer bottom rolls out 
on nylon rollers. 

3 chest models also include in 
line: FR-15D, 15 cu. ft. model 
stores 525 Ibs.; FR-10D, 10 cu. ft. 
model holds 350 Ibs.; and 7 cu. ft. 
model, FR-7S, 245 Ibs. Each chest 
has 5-wall cold. 

Prices: FR-18V5, $549.95; FR- 
12V5, $449.95: chest models from 
$239.95 to $449.95. 





G-E-Telechron Clock 


Clock & Timer Dept., 
Small Appliance Div., 
General Electric Co., 
Ashland, Mass. 


Model: No. 2H103 “Cupboard” 
kitchen clock. 

Selling Features: Tailored electric 
clock for use on walls, shelves, in 
kitchen or utility rooms; ribbed 
details at top and bottom; red, 
white or yellow case colors with 
white dial, black hands and nu- 
merals; also available with wood- 
grain effect dial framed in brown 
case; red minute markers; 54 in. 
high, 63 in. wide, 23 in. deep. 
Price: $4.98 plus tax. 





DOMINION Fry-Skillet 


Dominion Electric Corp., 


Device: Round Fry-Skillet has been 
added to Dominion line. 

Selling Features: Thermostat al 
lows selection of temperatures from 
“simmer” to 420 degs.; 114 in. 
diam, 2 in. deep, 3 qt. capacity; 
jewel signal light on control panel 
lights up when controlled heat 
temperature is reached; can be im- 
mersed up to control box; cast alu 
minum pan with cast-in rod-type 
element, an extra assist handle op- 
posite main handles; detachable 
Preen-x cord set; “silvercraft” finish. 
Price: $15.95; polished aluminum 
cover available for $2.50. 





SIGNAL Mobile Fan 


Signal Electric Div., 

King-Seeley Corp., 

Menominee, Mich. 

Model: Signal 20 in. automatic 
mobile fan No. 20-1110 with 16- 
1240 mobile stand. 

Selling Features: Turns itself on 
and off by thermostatic control; 
rolls from room to room on 5 in. 
mar-proof rubber wheels; 3-speed 
cooling, 3950 cfm; reversible; air 
stream adjusts through 360 degs; 
height adjustable from 30 to 46 
in. from floor; safety-guard grilles 
front and back; decorator colors; 
no radio or TV interference; also 
available in 164 in. size as model 
16-1110. Both use 16-1240 stand. 
Prices: 20-in. 20-1110, $74.95 
complete with stand; 164, $69.95. 





BELL Sewing Machines 


Bell Portable Sewing Machine Corp., 
114 Liberty St., 
New York, 6, N. Y. 


Models: Bell has added 2 new zig 
zag sewing machines. 

Selling Features: Bell Economy 
No. 301, full-size straight and 
zigzag sewing machine, does all 
straight seaming, makes button- 
holes, sews on buttons, applique- 
ing, embroidering, monograming, 
overcasting and other zigzag spe- 
cialties; rotary bobbin, visible drop- 
feed, 3 needle positions,  self- 
locking zigzag control, automatic 
bobbin-winder, forward-reverse con- 
trol. 

Bell-O-Matic zigzag No. 501, 
straight, zigzag and automatic zig- 
zag sewing machine; does all above 
sewing jobs, plus a variety of deco- 
rative stitches produced automati- 
cally by means of interchangeable 
cams, which perform decorative 
patterns at varying stitch length, 
width and needle position settings; 
contains transverse hook, visible 
drop-feed button, 3 needle posi- 
tions, built-in light can use twin 
needles. Both models finished in 
green, made in Western Germany. 
Price: No. 301, $199.95; No. 501, 
$299.95 both have portable cases. 
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| 
Make a Year's freezer 
sales every 














Sounds impossible? Not at all. For the dence—the most important factor in 
Gibson Refrigerator Company, famous freezer sales today. Here’s what Mr. 
for quality products, now offers a power- Neal Hoeksema, general sales manager 
ful new freezer food plan. It’s aplan of the J. W. Knapp Company, Lansing, 
that creates customer faith and confi- Michigan, says: 





Write Gibson Refrigerator Company, Greenville, Michigan, for 
all the facts. The complete training program is available now! 






78 years of experience and millions of satisfied customers mean you can always rely on Gibson 
REFRIGERATOR COMPANY - GREENVILLE, MICHIGAN 
Manufacturers of 


GBS OM 222—-— 
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YOU'RE NOT IN BUSINESS FOR LAUGHS. YOU'RE IN 





RETAIL BUSINESS WHEN YOU TALK THE LANGUAGE YOUR 


YOUR CUSTOMERS LIKE BEST. IN APPLIANCES, THERE 


GENERAL ELECTRIC. WHY? BECAUSE IN A RECENT 


SAID GE. MAKES THE BEST ELECTRICAL APPLIANCES. 
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BUSINESS TO MAKE MONEY. YOU MAKE MONEY IN THE 
CUSTOMERS WANT TO HEAR, WHEN YOU PUSH THE BRAND 
ARE TWO WORDS THAT WILL MEAN MONEY FOR YOU: 


SURVEY 55 OUT OF EVERY 100 WOMEN INTERVIEWED 


General Electric Co., Major Appliance Division, Louisville 1, Ky. 


GENERAL @@ ELECTRIC 
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NEW 
PRODUCT 
POWER from 


EASY 


WHATEVER YOU NEED 
TO SELL...EASY’S GOT IT! 











AUTOMATICS 


¥% Spiralotor Action 


*% 4 Ways to Wash Automatically DRYERS 
% Porcelain Top and. Tub 





% New Lighted Controls 
*% New Nylon Lint Bag 
%& 220-110 Adaptability 





SPINDRIERS 
*% Spiralator Action 


eee and there’s plenty of % New Finger-Tip 


Control Center 








*%& Automatic Spin-rinse 


gross dollar profit in every 








EASY to close any deal ! 


Get the full story at Space 1168-1169 
Merchandise Mart during the Chicago Market 








Backed by the most Dramatic Selling Theme Ever: 


“BASYGETS SHIRTS  [ibaunam 


¥% Spiralator Action 


C-L-E-A-N aes og 


GET COMPLETE COLD WATER KIT! For special national ad tie-in dra- 
matics at the point of sale, Easy’s “Cold Water Kit” gives you 
everything you need to sock home the new, exclusive theme that’s 
got the whole trade talking! Get full details from your Easy 
representative now! Easy Washing Machine Corp., Syracuse 1, N. Y. 
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FRESH’ND-AIRE Fans 


Fresh-‘nd-Aire Co., 
Div. Cory Corp., 

221 N. La Salle St., 
Chicago, 1, Ill. 


Models: 3 Freshn’nd-Aire push- 
button automatic 20-in. fans fea- 
ture chromed steel handles for 
multiple portability. 

Selling Features: Group includes 
manually reversible window fan 
No. F-20; floor circulator No. F- 
20FM, and portable Hi-Low cir- 
culator No. F 20MS. All have a 
housing base 5 in. wide, can be 
placed on floor, table as well as 
windows; automatic push-button 
controls; 3-speeds; 20 in. rust-re- 
sistant propellers; chromed steel 
safety guards; frost grey-green fur- 
niture steel housings. 

Price: From $59.95 up. 





WESTINGHOUSE Fans 


Westinghouse Electric Corp., 
Fan Department, 
East Springfield, Mass. 


Models: 3 new fans have been 
added to the 1955 lines: Riviera, 
R-4020, and ventilating models 
CV-311 and WYV-311. 

Selling Features: Riviera R4020 is 
a flexible, all-in-one cooling unit— 
on a table it circulates air; on floor 
facing the ceiling it becomes a has- 
sock fan; curved Air Injector Rings 
channel incoming air from side into 
airstream, permitting additional 
air to flow into blades from be 
hind; mesh front grill provides 
safety. ‘Two accessories, a mobile 
adapter to convert it to a portable 
fan on wheels, and a_ window 
mount to adapt it into a window 
intake-exhaust fan. 

Ventilating fans are built-ins 
CV-311 for ceiling installation, 
WV-311 for walls. Chrome grills 
to match any kitchen decor; quiet, 
warp-proof blades; grill and fan 
unit easily removed for cleaning. 
Prices: R-4020, $69.95; mobile 
adapter, $14.95; window mount, 
$9.95. CV-311, $19.95, WV-31]1, 
$29.95. 


CIRCLE-AIRE Conditioner 


Circle Air Industries Inc., 
244 Herkimer St., 
Brooklyn, 16, N. Y. 


Device: Circle-Aire baseboard dual 
year ’round air conditioner. 
Selling Features: Suitable for multi- 
room installations; operates on 
same piping circuit used for heat- 
ing, requires no ducts; each unit 
is its own zone control—system will 
not be thrown out of balance if 
some units are shut off; 10-pt. cfm 
contro] standard on all units; built- 
in thermostat available; capacities 
from 5400 to 7900 btus of cooling 
and 10,400 to 16,000 btus of heat- 
ing; water chiller is supplied to op- 
erate with hot water boiler. For 
cooling and ventilation only, the 
unit can be connected to standard 
refrigerating condenser. 





THERMO-COOL Evaporative 
Cooler 


Spitzka Mfg. Co., 
235 Colfax St., 
North Sacramento, Calif. 


Device: Portable, exaporative air 
conditioner requiring no water con- 
nections. 


Selling Features: Built-in pump re- 
circulates water continuously; 4-gal. 
reservoir requires only infrequent 
filling through filler cup on side of 
cabinet; pump permits operation 
without water so unit may also be 
used as non-evaporative circulating 
fin or as humidifier for winter; 
brass and stainless steel pump; drip 
trough water distribution; resinol 
impregnated kraft filter pad; rust- 
resistant metal surfaces; baked 
enamel exterior; “in-line” switch; 
1/20 h.p. motor; 14-in. 4-blade 
aluminum fan provides 1550 cfm. 
Price: $49.95 
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COOLAIR Attic Fans 


American Coolair Corp., 
Jacksonville, 3, Fla. 


Models: Coolair type P fans and 
attic packages, 

Selling Features: “Equa-Flow” de- 
sign blades; low, compact units in 
4 sizes: 26, 32, 38 and 44 in., with 
5 single-speed and 5 two-speed 
models; air capacities from 5,000 
to 15,000 cfm; quiet operation; 
automatic shutter; easy to install; 
V-belt drive; plywood suction box. 





FRIGID Window Fan 


Frigid, Inc., 
128-168 32nd St., 
Brooklyn, 32, N. Y. 


Device: Frigid 20-in. portable, all 
purpose window fan No. PW-20. 
Selling Features: ‘Thermostatically 
controlled—set it and forget it; can 
be used as a window fan, air cir 
culator or floor fan; portable—de 
signed with carrying Cetin easy 
to install in windows; special pan- 
els provide 26 to 35 in. adjustable 
extensions; reversible; 3 quiet slow 
speeds: 1,000, 800, 600 rpm; rub- 
ber mounted blades; front and 
back chromeplated safety guards; 
grey baked enamel. 





WEATHERZONE Climatizer 


Micro-Moisture Controls Inc., 
22 Jericho Turnpike, 
Mineola, N. Y. 


Device: Weatherzone portable air 
climatizer. 

Selling Features: Water-breeze 
cooling system eliminates soot and 


pollen; water tray holds approxi 
mately 2 qts. water; air is drawn 
in through rear grill passes over 
water tray where dust and dirt is 
deposited; 2 squirrel cage blower 
fans blow cooled air into room; 
1/130 h.p. motor; plugs into any 
a.c. outlet; grey crackle finish 20 
gauge steel cabinet 


Price: $39.95. 





BEL AIRE Cooler 


Bel Air Cooler Corp., 
111 E. 31st Se., 
Los Angeles, 11, Calif. 


Device: Bel Air portable cooler. 
Selling Features: a %3-in-l cooler 
can be used as an evaporative 
cooler using water only, using wa- 
ter and ice, or using 10 to 15 Ib. 
dry ice only. Suitable for autos, 
trucks, home or office; plugs into 
cigar lighter in car or, using Bel 
Air transformer, operates on 115 
volt a.c.; specially designed + h.p. 
motor is available in 6 or 12 volts 
d.c.; blower, operating at 2400 
rpm, delivers 250 cfm; air passes 
through a series of evaporating 
tunnels having a cooling surface 
over 2500 sq. in.; weighs 11 Ibs.; 
hinged top with gasket locks with 
2 latches; stamped aluminum; 2 
tone color blend 





BAR-BROOK Fan 


The Bar-Brook Mfg. Co., Inc., 
6135 Linwood Ave., 
Shreveport, La. 


Device: Bar-Brook oscillating louver 
window fan No, OW-222, 
Selling Features: Adjustable wings 
fit 274 to 37 in. windows without 
screw holes; 90 deg. oscillating 
louvers can be set at any angle if 
oscillation is not desired; 2-speed 
motor; reverses electrically; ivory 
white baked enamel finish; 25 in. 
high, 84 in. deep; fan blade open 
ing, 22 in. separate motor acti 
vates oscillating louvers 

Other models in line include 22 
and 30-in. window fans; 30 and 54 
in. attic fans (vertical and hori- 
zontal), 30, 36 and 42 in. package 
unit attic fans. 
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~| / STOP BEATING YOUR ™ 
7) MEAD AGAINST THE 
\ WALL OF COMPETITION! | 


Take the EASY way to fast profits.. 


Be exclusive 





Manito oc 











FLOOR SPACE ~V~. —WX 


THE MANITOWOC LINE OF TODAY-—THE INDUSTRY’S LINE ‘OF TOMORROW 
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10 CU. FT. 


Self-Defrosting 


REFRIGERATOR 










Full Family Size 


FREEZER 


Only 


2x3. 


FLOOR 
SPACE 


KITCHEN KEYED 
STYLING 







The only refrigerator 
freezer big enough to 





a we 


’ Guaranteed by. % 
Good Housekeeping 


.) 
07 4s aoveansto WS 


Doris Day co-starring ir 
YOUNG AT HEART” o Warner 
Bros. Presentatior 


meet all the family food needs 


yet beautiful and compact enough 


for the modern kitchen 





No ifs, ands or buts about it!... Yow have no compe- 
tition when you're handling Manitowoc exclusives be- 
you're and most 
in refrigerator-freezer con- 
And look at these tremendous selling ex- 
clusives you have with the MANITOWOC 2-Zone: 
EXCLUSIVE COLD WALL DESIGN—Penetrating 
cold from coils on all five walls protects food and 
seals in flavor. Frost free—never needs defrosting 
EXCLUSIVE AIRTIGHT SEALED CABINET— 
Fiberglas insulation locked in absolutely moisture- 
proof jacket... heat cannot penetrate from outside 
—cold cannot escape from inside. 

EXCLUSIVE NEW RADIANT CONDENSER— 
Assures silent operation... eliminates need for 
bothersome cleaning of hard-to-reach parts. 


EXCLUSIVE FORCED ULTRA-HI-HUMIDITY— 


selling America’s newest 
advance 


cause 
revolutionary 


venience 


Manitow 


A RESPECTED NAME IN INDUSTRY FOR sn 
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Keeps food freshness in without wrapping .. . 
eliminates R. O. (refrigerator odor) 
EXCLUSIVE FANLESS COMPRESSOR-— 
mate in simplic ify, cconomy, longevity, 
silent operation. 

EXCLUSIVE LIFETIME DOOR DESIGN—Pully 
insulated. Flexible Koroseal gasket provides air- 
tight seal... keeps cold in—warm air out. 


the ulti- 
and smooth, 


Replace every obsolete refrigerator in your area 
with a Manitowoc 2-Zone . . . Strike now while 
the iron is hot in the big MANITOWOC “"OLD- 
FASHIONED REFRIGERATOR ROUND-UP”. 


CALL, WIRE, WRITE Tom Hannon, 


General Sales Manager, Manitowoc Equipment 
Works, Manitowoc, Wisconsin. 


—... GIANT cant ae 





COMMERCIAL REFRIGERATION CZ 


J } 
SPACIOUS 
REFRIGERATOR 


Ever ything 
Aut 





above waist 


high matic defrost 
Villas) high humidity 

featherglide refrigerator 

shelves show case inner 


door with butter caddy 


ICE 83743 
CAPACITY 


ilela-t Meh. lan Le) Ibs f 
food. A turn dial 
let Meelis ML tlelellile MisM sel 


below O ¢ 


of the 


ompletely 


sealed airtight cabinet 


Flash quick-freezing 


a 


7 
iDSEBPRes 





PISeea Bs aesPsHTLa2s 


Beag srr Isneses 
a wp 129 7 ee 


$20 4/ rT ae 


ALSO AVAILABLE IN "BUILT- 
IN" MODELS 


is available with one complete unit, 


. Manitowoc 2-zone 


not two, as common with competitive 
Adapter” 


eliminates costly installation. Fanless 


units. Special 


Package 


Compressor eliminates need of costly 


ventilation, Available in Copper, 


Stainless Steel or matching colors 





FIRST in upright freeze 
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Originator of the 
HOME FREEZERS ig! 
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ACTIVEAIRE Conditioner 


Activeaire Devices, Inc., 
105 E&. 16th S¢t., 
New York, MN. Y. 


Device: Activeaire 
conditioner 

Selling Features: Humidifies air, 
removes pollen and soot as well as 
cooling and heating approximately 
10 ft. around unit; weighs 16 Ibs; 
operates on 110 volt ac. 1320 
watts; compact size 12x16x8 in.; 
gray hammertone finish 

Price: $59.95. 


portable air 





BURGESS Sharpener 


Burgess Vibrocrafters, Inc., 
Grayslake, til. 


Device: Burgess electric knife and 
scissors sharpener, KS-220 
Selling Features: Blade guides for 
knifes and scissors are precision 
engineered in dome, automatically 
guiding blades at proper honing 
angle; guide dome is removable for 
sharpening tools; compact, stream 
lined housing in white thermoplas 
tic; completely enclosed moving 
parts; white aluminum oxide abra 
sive wheel; built-in rotary motor 
stops automatically if excessive 
pressure is applied 

Price: $10 





SALTON Hotrayette 


Salton Mfg. Co., Inc., 
29 Jumel Place, 
New York, 32, N. Y. 


Device: Salton Hotrayette 

Selling Features: Designed to keep 
casseroles, individual dishes hot, to 
maintain proper temperature of 
coffee and tea in pone thermo 
statically controlled; large 6-in 
diam. element; combines black 
and silver Spir-O-Matic radiant 
glass with high gloss aluminum 
frame; 2 full length black molded 
handles; shatterproof and guaran- 
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NEW PRODUCTS 


teed for safety; plugs into a.c. out- 
let; maintains a temperature above 
200 degs. 115 volts, 120 watts; 
size 6x6 in 

Price: $7.95 





DUNCAN Hines Tea-O-Mat 


Jet-O-Mat Inc., 

2900 Emerson Ave., S. 
Minneapolis, 8, Minn. 

Device: Duncan Hines automatic 
tea maker. 

Selling Features: An automatic tim- 
ing feature makes it possible to 
steep tea 3-min, at the end of 
which time tea leaves are sep- 
arated from brew; has capacity of 
from 2 to 8 cups; bulk tea is placed 
in stainless steel basket which 
snaps into place, basket is then 
filled with boiling water—brews for 
3 minutes, and drains through 
metering hole protected by stain- 
less steel screen; automatically pro 
ducing perfect tea every time; 
available in 2 models: standard, 
stainless steel with pyrex bowl and 
bakelite handle and knob, and de 
luxe, with copper band and lam 
inated aluminum and copper cover 
with aluminum extending to in- 
side of unit. Baskets are stainless 
steel in both models. 

Prices: $5.95 for standard model; 
$6.95 for deluxe. 





QUAKER Circulators 


Quoker Mfg. Co., 
1147 Merchandise Mart, 
Chicago 54, Ill. 
Models: Quaker “Fireplace” and 
“Blue Flame” vented gas circula 
tors 
Selling Features: Automatic “twin” 
floor level blower; new air-stream 
construction increases warm air 
circulation; cast iron raised port 
burner; uses all types gas including 
LP; double porcelained heat cham- 
ber; hammertone beige baked on 
finish; 3 capacities: 35,000, 50,000 
and 65,000 btu input; each size 
has M-H Adatrol safety shut-off. 
“Blue Flame” series features air- 
tight windows in front of combus- 
tion chamber to see flame at all 
times 








NUMECHRON Clock 


Pennwood Numechron Co., 
7248-51 Frankstown Ave., 
Pittsburgh 8, Penna. 


Device: Glolite television lamp- 
clock No. 7O0AB. 


Selling Features: Entire clock glows 
in dark; precision timing’ anit 
automatically tells “time at a 
glance” registering second, minute, 
10-min. and hour; focalizer applies 
optical “‘stare-break” principle. 


Price: $12.95 





ELECTRIGLAS Baby Dish 


Electriglas Corp., 
Consumers Appliance Div., 
Bergenfield, N. J. 


Device: Solarmatic baby dish, GC- 
906. 

Selling Features: Metal is safe to 
touch; radiant glass area in bottom 
of dish will not burn; separate lock- 
on device holds dish to high chair; 
cover keeps foods warm; 84 in. 
diam., 2 in. deep; a.c. or d.c, anod- 
ized brushed aluminum or copper. 
Price: $8.95. 





HADDON Clock 


Haddon Products Inc., 
2068 S. Canalport Ave., 
Chicago, 8, III. 


Model: Commodore clock No. 85. 
Selling Features: Crystal “see-thru” 
glass is etched in a 3rd dimensional 
gold-filled nautical scene; machine 
turned spokes; pressure cast base 
and rim in 24K satin goldplate; 
operates on 110 volt, 60 cycle a.c.; 
74 in. high, 8 in. wide (diam. with 
spokes) 44 in. deep. 

Price: $18.95 





BRIEFS 






aa 


aaa 


Eleven new cabinets and |] new 
accessories have been added to 
Beautycraft Kitchens 1955 line. 
Wall units include curved deco- 
rator cabinets without doors, live- 
corner cabinet for odd-dimension 
comers, over-range fan cabinets in 
3 sizes and an 18-in. wall cabinet. 

“Serv-Aid” condiment cabinets 
for under-wall-cabinet mounting, 
have a stainless steel door that 
rests level when open, becoming 
an extra serving shelf. 

Base units include a spin-shelf 
corner cabinet, a 3-drawer base 
cabinet 284 in. high for desk, 
mixing or sit-down work, and a 
multi-purpose unit drilled to ac 
commodate 1-to-4 sliding shelves, 
a sliding pot rack or tray dividers 
with stainless steel shelf protector. 
Other accessories include a sliding 
utensil peg board, cup hook, soap 


rack. 





Geneva Modem Kitchens Div. of 
Acme Steel Co., announce a line 
of quiet cabinets with diecast 
handles in chrome, blacktone, cop- 
pertone or a new “bricktone” to 
go with the yellow, green, pink 
and Sandalwood cabinets. Full 
depth drawers have been added, 
sound deadening expanded; nylon 
rollered drawers, laminated door 
construction, noise-free molded ny- 
len catch and plastic coated “‘plasti- 
sol” shelves have been added 
Color 1S available it Sane price as 
white. 





American Kitchens announces a 
coppertone porcelain sink top to 
match the new Pioneer line fea- 
turing steel cabinets with doors 
of birchwood and panels and 
drawers in copper. The faucet is 
chrome. 
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PERFECTION Gas Ranges 


Pertection Industries, 
7609 Platt Ave., 

Cleveland 4, Ohio 

Models: 4 new gas range model 
No, M636, M624, 614 and M602 
Selling Features: M-636 is a 36 in 
model with white titanium por 
celain top, white aeration pan and 
black porcelained-enamel round 
grates; divided top; 2 
standard surface burners; auto 
matic lighting with built-in filtes 
insulated oven ha 


giant and 


iutomatic heat 
control, black porcelain lining, 1 
movable bottom, non-tilt alumin 
ized racks concealed vent on back 
splasher; smokeless slide-away 
broiler; double compartment for 
utensil storage 

M-624 is a 30 in. model with 
divided top; 244 in. oven; auto 
matic heat control ‘“Tele-Vue”’ 
window in center of oven door; 
manual and automatic oven light 
control; smokeless broiler; delux 
backsplasher; white titanium por 
celain trim; cove lighting, lamp 
and rectangular electric clock 
timer. N-614 is another 30 in 
model without the deluxe splasher 
and clock timer; lamp and easy 
to-read = I lu manual Minute 
Minder is located in center of 
backsplasher 

M-602, 20 in. model has 4 
burner cluster cooking top; 16 in 
oven; smokeless broiler; automatic 
oven control; white titanium finish: 
lamp and timer ar 
extra accessories 


ivailable as 





COLEMAN Heaters 


The Coleman Co., 
Wichita, Kansas 
Models: 
lators. 
Selling Features: Available in visi 
ble and non-visible flame models; 
insulated with foil-faced glass fiber 
to reflect heat into warm air stream; 
l-piece top grille, seam-welded steel] 
heat os oem corrugated heat 
converter; built-in draft diverters 
and pressure regulators. 


redesigned gas circu 
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3-speed “Directionair” blower is 
an accessory. Mahogany baked 
enamel finish with Pyrex glass 
fronts; models are 30 in. high, 16 
in, deep, widths from 20 to 384 in. 


BRIEFS 





American-Standard kitchen cabinets 
feature convertibility to solve stor 
ige problems as they arise. Drawer 
and shelf combinations are inter 
changeable in base cabinets to 
provide usable storage for anything 
from small jars to bulky appliances 
and utensils 

A new utility cabinet fitted to 





erve as a small apphance center 


makes it possible to 


coffeemakers, 


operate 
blender 
grills directly from sliding shelves 


toasters, 


Ihese wired shelves can be in 
talled in any base or wall cabinet, 
ind glide in and out at touch of 
finger. Whatnot shelves, hanging 
shelves, removable trays, stainless 
teel handle 
of red, pink, yellow, green, gray 
ind charcoal are other features 


s, and decorator shades 





Luxtrol is a new, infinite control 
type light switch designed to re- 
place ordinary on-off wall switch, 
provides “controlled lighting’ in 
a wide range of illumination from 
very dim to full brightness; easy to 
install; controls a lamp load up to 


360 volts at 120 volts; wallplates 
to harmonize with any room decor. 
Made by The Superior Electric 
Co., Bristol, Conn. 








Tracy Kitchens has a gliding door 
cabinet called ‘“Pic-A-Dor’. The 
white steel cabinet has a choice of 
gliding doors in decorative mate 
rials. Doors can be painted to 
match walls or countertops, and 
they are reversible—colors can be 
changed with a turnabout of doors 
lor the do-it-yourself market these 
cabinets are also available without 
doors, fitted with grooves or run 
ners, for custom-cut gliding doors. 

Cabinets can be hung as con 
ventional wall units, used as shal- 
low base cabinets, as “island” units 
or mounted on legs or a base as 
freestanding chest Standard wall 
sizes range from 30x18 to 42x30 
in. 





Beauty Queen base cabinets are 
now available to fit single and 
double built-in oven units. Several 
models of base cabinets and sink 
fronts are also available in several 
sizes for drop-in electric or gas 
surface units. All cabinets avail 
able in pink, yellow, green and 
sand. (Illustrated is a Norge oven 
and surface unit). Made by Toledo 
Desk & Fixture Co., Maumee, O. 


A roast meat and poultry ther- 
mometer called Duncan Hines is 
announced by ‘Thermometer Corp. 
of America, Springfield, O. Set 
includes a yellow thermometer 
with etched scale for easy reading; 
nickel tip on 6-in. red fluid tube 
and a skewer for piercing hole in 
meat. 





Optional equipment offered for 
Viking window and portable No. 
920 tan are two stands—a floor 
stand No F-24 and a roller stand 
No. R-71. Mounted on the F-24 
stand the fan may be tilted in any 
direction or raised as high as 24 
in. Off floor. No. R-71 allows tilt 
ing, raising and lowering through 
a range of almost 6-ft. Made by 
Viking Air Conditioning Div., The 
National Radiator Co., 5601 Wal 


worth Ave., Cleveland 2, O 





Flint & Walling announces a 
new lightweight, high-capacity, 14 
in. centrifugal pump which will 
deliver 100 gal. per min, at 25 ft 
and 3,600 rpm. Equipped with 
leakproof seal, self-priming with 
automatic suction valve, open type 
impeller, replaceable wear plate, 
the aluminum pump complete 
with engine weighs 47 lbs. Located 


at Kendallville, Indiana 





Red Jacket has an improved jet 
pump—‘“X-Pacemaker” at revised 
prices. Features a new Ni-Resist 
rotary-type seal and a bronze wear 
ring. A % h.p. package system 
is available with 5-gal. tank for 
$98.75. A 4 h.p. shallow well unit 
with 21 gal. tank retails for 
$135.45; with twin-tube injector 
and a 2)-gal. tank, $145.45. Red 
Jacket Mfg. Co., Davenport, lowa. 
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says G. E. MARCUSE, 


il Partner, Radio Center, New Orleans 






“You know the gas ranges you sell are the 
finest in years — but your prospects don’t 
know it. To take fullest advantage of the 
real sales opportunities today’s modern 
automatic gas ranges offer you, you need 
hard-hitting, two-fisted selling methods. 

“That’s why you have to cut loose your 
‘Sunday punch’ to be sure of getting your 
share of the BIG multi-million dollar gas 
range replacement market. 


“You can cut it loose by following ever available—using all the help 
two easy steps: the AGA and your range manu- 
“SHOW THE DIFFERENCE ! facturers have ready to work for 
ry 4 4 4 4 xy ou.” 

demonstrating the many improve- , . ; 
ments in gas ranges that have And if you’re not already using the 
<tom 15 tested ways to show and sell 

out-moded one in three present ; . 
sacinen tar Manet Wiens shown in the FREE BOOKLET, 


“Quickie Demos,” get your copy 
“SELL THE DIFFERENCE now. Ask your Gas Company or 
that makes today’s automatic gas Range Manufacturer for informa- 
range the finest cooking appliance tion, or write today to: 


Gas Appliance Manufacturers Association, | Inc. 


Domestic Gas Range Division, 60 E. 42 St., New York 


SHOW the difference 
SELL the difference 


to boost your gas range sales! 





















’ i. ¥ cee | 
the difference 3 . ae rE 
= wy % 
SELL = (a = = 3 ( a 
’ =" ~ 
the difference leggy LA 
rh il 
that makes today’s t “9 Ya 
y }) vickie Demos'' 
GAS RANGE yo shows you how to 
7? . emonstray 
the finest cooking Use a “‘live” range on tages like meee 
device ever! Start with fully trained your selling floor. It's roiling, Ger YOuR 
sales people. a sure sales-maker! - copy today! 
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BENDIX TV Sets 


TV and Broadcast Receiver Div., 
Bendix Aviation Corp., 
Baltimore, 4, Md. 


Models: 3 new Bendix TV sets 
Valiant, Vanguard and Vigilant. 
Selling Features: All models fea 
ture a new Dyna-Jet TV chassis, 
new TV dual purpose tube that 
combines better, steadier picture; 
E-Z Kleen, gold colored safety 
glass zip strips in front for quick 
removal for cleaning; internal cab 
inet bracing support of picture 
tube with safety strap; picture lock 
control; camera-eye, 21-in, picture 
tube; built-in antenna; printed cir 
cuits, magic interlace; permanent 
focus picture tube; new channel 
selector; convenient controls on 
right side; lightweight; 23 tubes; 
Alnico-V permanent magnet 
speaker 

Valiant, No. T2100 M, has mod- 
erm design cabinet, mahogany 
graining; Vanguard, ‘T2100E, 
ebony cabinet; Vigilant, 12101M, 
mahogany cabinet All models 
adaptable to UHF. 
Prices: Valiant, $149.95; Vanguard, 
$139.95; Vigilant, $169.95 








SETCHELL CARLSON TV 


Setchell Carlson Inc., 
New Brighton, Minnesota 


Model: Setchell-Carlson unit-ized 
PorTable 17-in. TV set. 

Selling Features: Weighs less than 
40 l\bs.; features full-sized power! 
transformer and sufficient tubes for 
full console performance; engi 
neered for mobility inside and 


outside the home; can be used wher- 


ever 110-125 volt current is avail 
able; built-in antenna; 6 in. PM 
speaker located on top; illuminated 
dashed selector and tuning dial 
on top; new 90 deg., 17-in., alu 
minized picture tube with auto 
matic focusing, protected by 
curved, removable safety glass; Cas 
code turner; keyed age; no longer 
than a small suit case; cabinet and 
chassis of aluminum finished in 
Dupont Fabrikoid; maroon, tan or 
ivory pebble finish with gold trim. 
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MAGNAVOX TV Sets 


The Magnavox Co., 
Ft. Wayne, 4, Ind. 


Models: Magnavox 1955 ‘TV sets 
feature “convenience tuning.” 
Selling Features: Two new models: 
MV-150 Constellation and No. 
171 Broadway Constellation, a con- 
sole, available in cordovan or blond 
Magnetex finishes; has full 265 sq. 
in., 21 in. tube with aluminized 
screen; chromatone filter; reflection 
barrier; vertical picture stabilizer; 
41.25 me IF amplifier; interference 
rejector; 20 tubes including 2 recti- 
fiers with 15,000 volts for picture 
tube; sound system includes an 
acoustically balanced amplifier with 
8-in. speaker; all controls*are top 
mounted for no-stoop tuning. 

No. 171 Broadway a new 3-way 
combination patterned @fter Mod 
ern Theatre, styled in Magnetex; 
incorporates imported Collaro, 
3-speed record changer; two 8-in. 
heavy duty speakers; AM radio 
with 3-gang tuning condenser; 265 
sq. in. picture tube with alumi 
nized screen, Chromaton filter, re- 
flection barrier, vertical picture 
stabilizer; interference  rejector; 
41.25 me IF amplifier; AM tuner 
amplifier equipped with 8 tubes in 
cluding one rectifier. Record player 
plays all 3 speeds automatically 
and permits intermix. 

Restyled “convenient tuning” 
models include Videorama 132L, 
a 2l-in. model; Playhouse, 134L, 
Modern Theatre No. 173, Nor- 
mandy 319, and Windsor 321. 

Cherry woods have been added 





r _— 


Ebony models MV 141 and 
U 141 have ebony legs, brass fer- 
rules. 

Prices: From $239.50 


NEW PRODUCTS tur 





SYLVANIA TV Sets 


Sylvania Electric Products Inc., 
Radio & Television Div., 

254 Rano St., 

Buffalo, 7, N. Y. 


Models: Fairfax and Lombard. 
Selling Features: Fairfax, 21-in. 
table model with HaloLight and 
“Silver Screen 85” aluminized pic- 
ture tube; wide-angle oval speaker 
mounted on front of cabinet be- 
hind bezel grille; sound comes from 
front of set, is synchronized with 
image and directed toward viewer 
without delay; special switch 
changes from VHF to UHF bands 
automatically; all-channel tuning 
in fringe roto view didl. 





Lombard, console, features bal- 

anced dual speakers; one produces 
sharp clear trebles, the other full 
bass response; HaloLight; “Silver 
Screen 85” aluminized 21-in. tube; 
wider scanning angle. 
Prices: Fairfax, $289.95 in mahog- 
any; $299.95: blonde; Lombard, 
$349.95 mahogany, $369.95, 
blonde. 





EMERSON TV Sets 


Emerson Radio & Phono Corp., 
Jersey City, N. J. 


Models: No. 1102, 17-in. table TV 


set available in choice of 8 pastel 


colors; and ‘“Low-Boy’” console 
combination and No. 1107 UHF- 
VHF 21-in. table model. 
Selling Features: No. 1102, 17-in. 
table model is available in carna- 
tion citron, grey, green, blue, ebony, 
butternut, blonde and mahogany 
finish; incorporates Dyna-Power 
chassis; and features side-tuning. 
_“Low-Boy” console combines de- 
Tuxe 21-in. TV receiver with radio 
and 3-speed automatic record 
player in modern mahogany or 
blond cabinet; TV receiver features 
oversized aluminized 21-in. tube 
with full 270 sq. in. coverage; spe 
cially treated tinted window glass 
which provides better contrast; ra- 
dio and 3-speed record changer 
that operates at 334, 45 or 78 
rpm for playing 7, 10 and 12 in. 


records, the latter two intermixed. 








No. 1107, a UHF-VHF-21 in. 
table model in wood cabinet was 
also announced; containing an alu 
minized picture tube with 270 
sq. in. viewing area. 

Prices: No. 1102, $139.95 Low- 
Boy, $349.95; No. 1107, $189.95. 





WEBCOR Hi-Fi Changer 


Webster-Chicago Corp., 
5610 W. Bloomingdale Ave., 
Chicago, 39, Ill. 


Device: New Webcor G-1127-270 
hi-fi Diskchanger. 

Selling Features: Plays all sizes, 
speeds automatically or manually; 
free floating tone arm with stulus 
pressure of 6 to 8 grms; equipped 
with pre-selected G-E wide-range 
(30 to 15,000 cps) variable reluc 
tance cartridge with diamond sty 
lus for 334 and 45 rpm speeds and 
sapphire stylus for 78 rpm; ball 
bearing mounted turntable has 
electrostatic flocking; Rotodyne 4- 
pole, shaded pole motor; push-off 
platform releases one record at a 
time with minimum wear on spin- 
dle hole; velocity trip mechanism 
guides stylus across record by 
grooves not by gear or pulley drive; 
old lacquer finish. 

: $100. 
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In St. Louis, too... up to 35% profit margin 
on popular models by Magnavox!* 











24: Mag navox 


At full retail, Magnavox 
other lines at cut 


"A little over five years ago, we had six major TV 
lines. Then we took on Magnavox, and our decision 
proved to be most wise 


"We have jelled our line to Magnavox and only two 
others, and the Magnavox policy and product -—- 
combined with the greater customer value and larger 
profits to my salesmen and myself-—have progressively 
made Magnavox more valuable to me, year by year. 


"Today's St. Louis market, where cut-prices on some 
over-priced brands seems to be the thing, re- 
emphasizes the importance of our Magnavox franchise. 
We are usually able to out-value, at full retail, the 
cut-price brands -- because we buy Magnavox direct 
from the factory and eliminate the middle profit 

at the start. 


"The success of Magnavox has been built on a good 
direct-to-dealer policy combined with a quality 
product that is not annually obsoleted. We will 
continue to foster the sale of Magnavox products as 
the best value to our customers." 


Sincerely your 











THE MAGNAVOX COMPANY, FORT WAYNE 4, INDIANA 
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*Made possible through direct-to-dealer distribution. 
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249% 


@ Newberry Radio Company, St. Louis, has found the Magnavox franchise 
more and more valuable every year, according to Mr. C. H. Newberry, owner. 


can out-value 
prices! 


Only The Magnavox 
Franchise Offers 
This Protected 
Profit Plan 


@ Highest margins—plus 
freight prepaid. 
@ The only TV-Radio line with 
vigorous enforcement of price 
maintenance where permitted by 
law. No price cutting. No dis- 
count-house competition. 
@ No promiscuous franchising. 
Magnavox protects you by selling 
through fewer than 2% of the 
nation’s radio-TV dealers. 
There May Be 
A Franchise Available 
In Your Community 
@ If you want to make money 
selling TV and High Fidelity 
write the Magnavox Company, 
Fort Wayne 4, Indiana, 


The magnificent 


Gynavwvox 


high fidelity television ¢ radio-phonographs 

















ee ee 


1. BIG VALUE AT LOW PRICE. Not 
a “stripped” chassis, but full 
transformer powered, 16,000 
volts, 20 tubes. Top tuning, 
streamlined cabinet, mann 
rectional sound, legs optional, 


“Topper”, $149.50 (VHF), 


2. ATTRACTIVE CONSOLE. Top 
tuning, concealed controls, alu- 
minized tube, Chromatone filter 
and reflection barrier, Two 8° 
speakers, sound diffusers, tone 
control. ‘‘New Yorker’’, 
$249.50 (VHB). 


3. PORTABLE TABLE RADIO-PHO- 
NOGRAPH. Lightweight, 5-speed 
changer plays intermixed rec- 
ords, two 6" speakers, AM 
radio, large dial, choice of 
colors, “Companion”, $99.50. 


4. BEAUTIFUL CHERRY WOOD 
CABINET with provincial charm, 
magnificent high fidelity tone, 
20 watts, two 12” and 5’ 
speakers, sound diffusers, tone 
controls, 3-speed changer, 
record storage, “Provincial 
Serenade”, $350.00. 
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ROTO-BROIL stars 


for June Bride Gift Sales 
RIVIERA 


efi iit Ain 


“400 v7 


the IDEAL EXTRA-LARGE 
INFRA-RED ROTISSERIE 


with ROTO-RAY 
tubular heating element 














More cooking area than any other rotisserie! Barbecues, 
roasts, toasts, broils, boils, grills, fries! All-chrome finish 
.- built-in motor... all-glass slide-o-matic spatter shield 


9 5 . ++ Infinite-heat switch! 4-hour timer turns rotisserie off 
IT’S BIGGER THAN BIG... IT’S KING SIZE 1°] automatically. 



















e¢eROTO-BROIL RATES FIRST AGAIN AND AGAINieeeeseeeoosccce 


Automatic Electric Skillet 
by ROTO-BROIL 


Quick fries everything just right. Controlled heat gives even 
cooking at all times! Food browns evenly and never sticks 


to pan—always comes out crisp and greaseless. 
Built-in thermostat. Bakelite handle 


AMERICA’S HOTTEST and legs. Removable plug-in wire 
1050 Watts PROMOTION AT cord. E-Z temperature chart. 
vaio, AMERICA’S LOWEST PRICE 


immersible in water 


another first by WORLD’S LARGEST MANUFACTURER of automatic infra-red rotisseries 
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SURE TO WIN TOP BILLING 


at Atlantic City 


HOUSEWARES SHOW 


infra-red AUTOMATIC 


-.-and now 
the fabulous 































FOR LARGE FAMILIES, 
COMMERCIAL AND 
SEMI-COMMERCIAL USERS 
BARBECUES UP TO 4 CHICKENS 
OR 8 BROILERS AT ONCE 


2 SPITS CAN BE USED AT 
THE SAME TIME! 
INFINITE HEAT SELECTOR 


THE LAST WORD IN 
AUTOMATIC INFRA-RED 
ROTISSERIES ! 
IDEAL FOR INDOOR 
AND OUTDOOR USE! 





door glass spatter 
shield gives largest 
possible view ... hinges 






SUN VALLEY 





rotisserie 


ROTO-BROIL ‘400’ 


IN LIFETIME 
STAINLESS STEEL 





w@ee@eeee8@ 
y 


23" WIDE 
16” DEEP 
18” HIGH 








out of way when open. Don’t miss Roto-Broil’s new “BIG 3” 


King-Size Riviera 
Automatic Electric Skillet 
Extra-big Sun Valley 
At the National Housewares Show 
Atlantic City Auditorium 
July 11-15 Booth 41723-25-27 

















Now! SPEEDY CANADA DELIVERY 
Roto-Broil "400" Rotisseries are 
now manufactured in the Dominion 
of Canada. For full information 
ROTOR-ELECTRIC CO. 
131 McCormack $1. Toronto 9, Ontario 








ROTO-BROIL CORPORATION OF AMERICA 


32-14 Northern Boulevard 


Long Island City, New York 
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for June Bride Gift Sales 
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“400” 


the IDEAL EXTRA-LARGE 
INFRA-RED ROTISSERIE 


with ROTO-RAY 
tubular heating element 


More cooking area than any other rotisserie! Barbecues, 
roasts, toasts, broils, boils, grills, fries! All-chrome finish 
. » built-in motor... all-glass slide-o-matic spatter shield 


9 5 .- infinite-heat switch! 4-hour timer turns rotisserie off 
{T'S BIGGER THAN BIG... IT’S KING SIZE © automatically. 


eee eROTO-BROIL RATES FIRST AGAIN AND AGAINieeeeeeeeeoeeece 


Automatic Electric Skillet 
by ROTO-BROIL 


Quick fries everything just right. Controlled heat gives even 
cooking at all times! Food browns evenly and never sticks 
to pan—always comes out crisp and greaseless. 


ee - oo Gecesatls oente wee 


1050 Watts PROMOTION AT cord. E-Z temperature chart. 
I xh AMERICA’S LOWEST PRICE 


Immersible in water 


another first by WORLD’S LARGEST MANUFACTURER of automatic infra-red rotisseries 
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at Atlantic City 


HOUSEWARES SHOW 


infra-red AUTOMATIC 
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iwtosce SY N VA ne 


rotisserie 
FOR LARGE FAMILIES, 


ROTO-BROIL ‘400’ 


IN LIFETIME 
SEMI-COMMERCIAL USERS STAINLESS STEEL 
BARBECUES UP TO 4 CHICKENS 
OR 8 BROILERS AT ONCE 






































2 SPITS CAN BE USED AT 
THE SAME TIME! 
INFINITE HEAT SELECTOR 


THE LAST WORD IN 
AUTOMATIC INFRA-RED 
ROTISSERIES ! 
IDEAL FOR INDOOR 
AND OUTDOOR USE! 
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door glass spotter 
shield gives largest 







possible view ... hinges 





Don’t miss Rote-Breil’ s new “BIG 3” Now! SPEEDY CANADA DELIVERY 


King-Size Riviera 
Roto-Broil "400" Rotisseries are 


Automatic Electric Skillet of 4 le the Beasia’ 
Extra-big Sun Valley now manutacture n the Dominion 








out of way when open. 


9 5 At the National Housewares Show of Conede. For full information 
Atlantic City Auditorium ROTOR-ELECTRIC CO. 
July 11-15 Booth 41723-25-27 131 McCormack St. Toronto 9, Ontario 























ROTO-BROIL CORPORATION OF AMERICA 


32-14 Northern Boulevard Long Island City, New York 
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RCA Victor Hi-Fi 


RCA Victor Div., 
Radio Corp of America, 
Camden, WN. J. 


Device: RCA Victor table hi-fi 


“Victrola” phono, Mark V, No, 
6 Hl 

Selling Features: Has a ‘Pano 
ramic speaker system’; contains one 


6-in. loudspeaker handling low and 


mid-range frequencies and 2 smaller 


spe ikers mounted at 90 de ru angle; 
features 3-speed changer with one 


control for all speeds; has a rang 
70 to 20,000 evcles, un 
distorted output ot 3-watts; master 


of from 


control panel houses 3 controls for 
ind treble, balanced 
tonearm has a flipover ceramic 
pickup with 


loudne ba 


twin-manufactured 
ipphire styli-one for extended 
play records, the other for 78 rpm; 
}-speed changer features RCA slip 


on “4 pindle, automatic record 
stop, stabilizer arm 
Price: $129.95 

eesti” 





ARVIN Radios 


Arvin industries, Inc., 
Columbus, Ind. 


Models: new Arvin “Airway” 
portable radios 952P and 954P. 
Selling Features; “Airway” 954P 
will be offered in vivid color selec 
tion of Matador red, aqua or cinna 
mon polished polystyrene cabinet 
with gold trim; handle folds flat 
when not in use; large-diam. cleat 
plastic tuning dial features bright 
metal station selector marked with 
“Conelrad” civil defense frequen 
cies as well as standard broadcast 
calibrations 

“Airwav”’ 952P comes in maroon 
only; has standard AM and civil 
defense calibrations; both sets op 
erate on batteries or 117 volts ax 
d.c.; features Air Loop antenna, 
automatic volume control; has 4 
tubes plus selenium rectifier; heavy 
duty Alnico “V" permanent mag 
net speaker; “printed circuit” 104 
in. long, 74 in. high, 3% in. deep 
Price: No, 954P, $32.95 less bat 
teries; No, 952P, $29.95 less bat 
teries 
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NEW PRODUCTS 


FLUSH WALL Radio 


Flush Wall Radio Co., 
1012 Cleveland St., 
Clearwater, Florida 


Device: Flush Wall radio model 
5P-SX master unit and extension 
speaker system 

Selling Features: Consists of a high 
quality 5-tube master radio and 
5 extension speakers; like radio, 
each speaker is mounted in its own 
64x8x24 in. steel box for flush 
mounting; each remote speaker has 
its own matched line transformer; 
volume control on each speaker 
panel, masonite or white enameled 
steel, allows listeners to select own 
sound level; both master and 
speakers are easy to install. 

Price: Master unit and 5 speakers, 
599.95 





MAGNAVOX Radio-Phono 


The Magnavox Co., 
Fort Wayne, 4, Ind. 


Model: Magnavox “Companion” 
portable radio-phono. 

Selling Features: Consists of 6 tube 
\M radio and 3-speed record 
player in compact portable cabinet, 
player permits intermix of different 
size records; two 6-in. Magnavox 
speakers; sidemounted, easy to read 
dial; lightweight; Cordovan blond 
or green finish. 

Price: $99.50 


RCA Hi-Fi Record Changer 


Radio Corp. of America, 
Camden, N. J. 


Device: RCA 3-speed hi-fi auto 
matic record changer designed for 
plug-in connection to home-assem 
bled music systems No. SRC-61 
Selling Features: Plays 45, 334, 
and 78-rpm records in 7, 10, and 
12-in. sizes; it intermixes 10 and 
12-in. records of same speed; pro 
vides automatic last-record stop; 
speed is controlled by single selec 
tor switch; provides a permanent 
spindle for 334 and 78-rpm records 


Hi-Fi. . . Radio 
Phonos . . . Briefs 


and a convenient removable slip-on 
spindle for 45-rpm discs; standard 
spindle will load up to 12 10-in. 
and 10-12 in. records; 45-rpm spin- 
dle can be stacked with as many as 
14 7-in. discs; other features in- 
clude heavy-duty 4-pole, 4-coil mo- 
tor; muting switch and click filter 
to silence pickup during record 
changes; 2 rotatable sytli in tone 
arm, one for 45 the other for 78 
and 334 rpm discs; off-on and re 
ject controls incorporated in single 
switch. 





MERCO Phonos 


Merco Recording Spring Co., 
Springfield Gardens, N. Y. 
Nat. Rep: 

Gahn & Weininger, 
1150 Broadway, 
New York, 1, N. Y. 
Models: 3 new phono models, a 
twin-speaker portable No, 360CW, 
a single-speaker portable, 160CW 
and a kiddie console 3CW. 
Selling Features: ‘T'win-speaker 
portable has a 4-in. speaker in 
cabinet and an 8-in. speaker in re 
movable cover; comes equipped 
with a 15-ft. extension cord for 
connection to main phono unit; 
Astatic turnover cartridge; 3-watt 
amplifier; weighs 10 Ibs; 2-tone 
leatherette case. 

Single-speaker is 124x104x5 in.; 
kiddie console with record storage 
irea 124x104x24 in. 


Price: Twin-speaker, $59.95; 


single-speaker, $29.95; Kiddie con- 
sole, $49.95. 





SEMCO Intercom 


Semco Electronics Corp., 

17 Warren St., 

New York, 7, N. Y. 

Device: Semco wireless intercom. 
Selling Features: Plugs-in for talk 
or listen; point of 2-way communi 
cation is as close as nearest outlet; 
operates up to several miles; maho- 
gany Plaskon cabinet; “‘press-to- 
talk” control. 

Price: $69.95 per pair in maho- 
gany; $74.95, ivory. 


TV BRIEFS 





Two new matching swivel bases 
have been added to the GE line 
of TV matching bases and stands; 
SW-2132 matching base is finished 
in cordovan brown to mach G-E 
sets 21T32 and 21133. No. SW- 
2135 is finished in blond grain to 
match G-E model 21135. 





Universal of High Point, N. C., 
introduces a duplex console that 
will convert an ordinary table 
model ‘T'V set into a console. A 
cabinet shell with bottom half re- 
sembling a regular model base, ex 
cept rear panel has been omitted 
\ frame which holds doors is 
mounted on top and front; built 
off the floor on a ball bearing 
swivel base; all units made to fit 
various table models, matching fin- 
ishes. Prices: $49. to $59. 





New “offset leg” TV table by 
Comfort Lines, Inc., 1735 W. 
Diversey Pkway, Chicago, holds 
heaviest set without wobble or 
spread; all models have giant 7-in. 
ball bearing swivel, expandable 
rms, brass, chrome or biack oxi 
dized finish. Prices $2.99 to $9.95 


Electro-Voice “Skylark” is a 3-way 
loud speaker system in compact 
cabinet, with 2 tapered horn ports 
for low-frequency and midrange re 
producer from 70 to 3500 cps and 
a very-high frequency tweeter. 
Made by Electro-Voice, Inc., Bu 
chanan, Mich. 
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Outstanding quality, 
plus higher dealer profits 


i | push Amana 


Room Air Conditioner sales 


UP-UP-UP! 


We owe a vote of thanks to our Amana Air Con- 
ditioner Dealers... they really do a job! 

We think the reason why is two-fold: First, our 
dealers know these air conditioners are the best 


that can be built. Second, they can enjoy higher AIT 
profit per unit ...a healthy situation in today’s IBIS Hd 
















profit-shrinking economy 


t-s ; I, 
The public, naturally, has been behind these \ \\} | | \\\\\\ 
plump new sales figures. They seem to like the 
new Amana designs— which really speak for 
themselves. For these are clean, functional, 
simple designs, part of our modern way of life... 
ready to fit any room in the house. 
But much more important than mere looks 
is what’s inside the case. And here’s where 
Amana’s vast background in low temperature 
refrigeration pays off. It means better condi- 
tioners, fewer service worries for you, higher 
performance for the customers—and amazingly 
‘ ° enough —at low prices! 


Backed by a Century-old Tradition of Fine Craftsmanship 


CHECK THESE SUPERIOR FEATURES... 
THEN ORDER NOW! 


Built-in wall of silence... acoustical No-draft deflector... fingertip adjust- 
sound barrier surrounds entire unit... ment directs air up, down or to any 
makes Amano up to 50% quieter. intermediate direction without draft. 





cools, heats, ventilates, filters, ex- 
hausts, dehumidifies with a flick 
of a finger. 


Muminated color coded dial...as- No dripping... Amano's exclusive re- 

sures faster, easier settings, day or night. _—-verse air flow system eliminates unsightly 
dripping of condensate. 

Easy installation ... fits any window, Phone, wire, write TODAY for information on this 

even casement types. Can be mounted _‘ First in beauty... smartly styled in rich profitable Amana Franchise. The peak selling season 

flush inside or out, and adjusts to 23. brown or ivory with gold trim... is here now! The Amana name in Room Conditioners 

different positions in between. enhances the beauty of any room, will be as big as it is in Food Freezers. 


Available in 2, ¥4, 1, and 12 ton models—at prices that let you sell competitively —with greater profit margins than 
ever before! (Also in the Amano “Deluxe” line, incorporating most of the features listed, but with a lower price line.) 


AMANA REFRIGERATION, INC., AMANA, IOWA 


ELECTRICAL MERCHANDISING—JUNE, 1955 PAGE 123 











Ata eee rand 








See 


~ 
= 


——— 


€ 


ee 
igt= 


apace 


The 15 brands below are being co-featured 

with Tide in nation-wide advertising on TV 
A a and radio...in newspapers and magazines. 

4 Yes, Tide is sending prospects into your store 

to see and buy these automatic washers! 


ABC Caloric General Electric One Minute 

; AMC Coronado Kelvinator Speed Queen 
Barton Easy Kenmore — Wizard 
Blackstone Firestone Maytag 


...and each of these manufacturers gives Tide the 
strongest endorsement possible ...they pack a free 
box of Tide inside every new automatic they make! 
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Famous ennouncer Bel Dien, Tide's star 
salesman, is your star salesman too! 












The Loretta Young Show —NBC-TV 


On TV and Radio 
On Your Account —CBS-TV 


Tide-Automatic Washer commercials are Ce ; Mark NBC 
on 6 high-rated shows which reach up to = of 














Mason —CBS-Radio 
70% of all radio and TV homes with an pas se -(BS-Radio 
average of 10 commercials per month. Woman In My House —NBC-Radio 


These compelling Tide-Automatic Washer 
commercials feature your brands... they’re $a" 

creating ective prospects for yout In Newspapers and Magazines 
. . $0 tie in with Tide by placing local spot —.. . hard-hitting eds are featuring Tide and 
that follow Tide’s national = the automatic washers you sell. They're 
TV and radio network shows. These are the urging prospects to go look at the new 


shows... tops in entertainment, tops in automatics... to visit their appliance dealer 
selling power too! and ask for a demonstration! 


In your store...and in your customers’ homes 
Tide offers traffic-building store promotions that 
boost sales .. . plus the Post-Sale Home Demonstration Plan . . . 


your assurance of maximum customer satisfaction. Your 
distributor or manufacturer has details . . . contact him today! 





+ Oe abet. 
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ALL CHANNEL Antenna 


The All Channel Antenna Corp., 
47-39 49th St., 
Woodside, 77, N. Y. 


Device: “Rembrandt” indoor TV 
antenna, 

Features: Selectively directs cir 
cularly polarized, electro-magnetic 
radar loops and inductivity couples 
them to bi-metallic resonant di 
poles; according to manufacturers 
it equals performance of all roof 
antennas im metropolitan; elimi 
nates ghosts in practically all loca 
tions; powerful; utlizes a 9-position, 
low-loss _ electronic onientation 
switch; available in gold, ebony 
and gold, mottled mahogany. 
Prices: $14.95 for mahogany and 
ebony and gold models; $19.95, 
for gold finish, 





BOGEN TV Accessories 


David Bogen Co., Inc., 
29 Ninth Ave., 
New York, 14, N. Y. 


Devices: No. R765 AM-I'M tuner, 
and PR-100 audio control and pre 
amplifier. 

Selling Features; R765, super-sen 
sitive AM-F'M tuner features auto 
lock tuning circuit which “zeros 
in” from fringe to perfection, elim- 
inating need for tuning indicator; 
silent between stations; built-in 
preamplifier has controls for vol 
ume, bass, treble, record equaliza 
tion and loudness compensation; 
a cathode follower output circuit 
permits physical separation of 
tuner and power amplifier 





PR-100 audio control and pre 
amplifier offers hi-fi reproduction 
and flexibility of control; its gain 
of 60 db is adequate for all mag 
netic cartridges; a d-c heater supply 
for all tubes gives hum-free per 
formance; record equalization pro 
vided by separate 6-position roll 
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off and turn-over controls; separate 
bass and treble tone controls flat 
at center setting are free of inter- 
action; separate sharp cut-off, 
5-position high and low frequency 
filters; 5-position loudness selector; 
push button input selector. 

Tuner and audio control avail 
able in chassis form or in a maho- 
gany or blond cabinet. 

Prices: In chassis form, R765 is 
$199.50, PR-100, $99.50. 





BROWNIE Tuner 


Browning Laboratories Inc., 
750 Main St., 
Winchester, Mass. 


Device: Brownie short wave-AH 
tuner for hi-fi, No. L-500. 


Selling Features: A companion to 
Brownie L-300 FM only tuner 
covers domestic AM and interna- 
tional shortwave band—19 to 49 
meters; features include broad and 
sharp AM tuning, full frequency 
response, 10 ke whistle filter under 
2 microvolt sensitivity, built-in 
high gain ferrite antenna, cathode 
follower output and self contained 
power supply. 








ROTO-KING Rotator 


JFD Mfg. Co., Inc., 
6101 16th Ave., 
Brooklyn, 4, N. Y. 


Device: Roto-King rotator No. TR 
400. 

Selling Features: R'T-400 available 
in mahogany, ivory, ebony to ac 
commodate sets recently intro 
duced with a.c.-d.c. circuitry which 
draws less than 150 watts; also 
ideal for use with ham and ama 
teur radio operator's equipment 
operating at low wattage; differs 
from orginal model RT100 only 
in control box—a push button and 
panel light indication has been 
added to right of control bar; a 
depression of button turns control 
box on; needle comes up to an 
tenna position giving constant in 
dication as antenna rotates; panel 
light gliows—meaning the rotator is 
on—to turn rotator off, the button 
is simply depressed again 











JFD Indoor Antennas 


JFD Mfg. Co., 
6101 16th Ave., 
Brooklyn, 4, N. Y. 


Models: 3 new indoor antennas: 
Venus TA 141 and 144; Dialama- 
tic Colortenna, TA 147. 

Selling Features: Venus TA 14] 
has aluminum dipoles; TA has 
brass dipoles; Dialamatic has brass 
dipoles, recessed channel selector 
switch for VHF-UHF and a phas- 
ing element. All models available 
in ebony, mahogany or ivory. 
Prices: From $7.95 for TA 141, to 
$9.95 for TA-147. 








ROHN Mount 


Rohn Mfg. Co., 
116 Limestone, 
Bellevue, Peoria, III. 


Device: Rohn gable roof mount. 
Selling Features: Designed to 
quickly attach to any gable roof 
for secure, durable antenna mount 
ing; accommodates tubing up to 
14 in. in diam. 


RMS Automatic Antennas 


Radio Merchandise Sales Inc., 
2016 Bronxdale Ave., 
New York, 62, N. Y. 


Models: 3 series of Yagi antennas, 
1 series of conical antennas fea 
ture RMS Spee-D-Lok bracket for 
automatic assembly. 

Selling Features: New RMS alu 
minum Spee-D-Lok bracket, an 
tenna dipoles will not yield or give 
way to wind; dipoles are riveted 
firmly in position, as integral part 
of RMS self-locking feature; no 
screws, nuts or bolts; Spee-D- 
Lok bracket requires elements to 
be open and they automatically 


.... IV Accessories 


lock in place with no further ad- 
justment. 

Yagi series available in 5, 8, 10 
element series. Deluxe _ series, 
FLIP series features step-up trans- 
former element. 

Conical series highlights a 6-ele- 
ment front and 2 reflector rear 
antenna which is also available as 
a stacked antenna and a 6-clement 
front including 2 high frequency 
stubs and 2 reflector back 


EQUIPMENT 
FOR THE DEALER 








MORLIFT Truck 
John Morrell Mfg. Co., 
Elgin, Ill. 
Device: Morlift 1l-ton hydraulic 
truck. 
Features: A_ lightweight, lower- 
cost hydraulic lift capable of mov- 
ing materials easily anywhere 
throughout multi-storied building; 
weighs 2000 Ibs. allowing it to 
travel with full load and ride in 
most elevators without exceeding 
safety specifications; travel speed is 
1 to-3 mph with 2 speeds torward 
and 2 reverse; short turning radius 
on a 180 deg. axis; protected driver 
platform; operational controls at 
left hand, steering wheel at right. 
Other built-in features include a 
charger that services 2 ]2-volt bat- 
teries and plugs into any con- 
venient outlet. 





ANTHONY Lift Gate 


Anthony Co., 
Streator, Ill. 


Model: Anthony Lift Gate No. 


144. 
Features: Designed for the } and |} 
ton van truck field; lifts 1000 Ibs.; 


hydraulic elevating tailgate mounts 
on many larger trucks where 1000 
Ibs. is maximum requirement; 
lighter platform is manual, spring 
closed, comes in ramp, square, 
and general purpose styles. An- 
thony now has complete line for 
the smallest 4 ton pickup truck 
(800 Ibs. lifting) up to largest 
truck where loads up to 4000 Ibs. 
are lifted. 
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\ BLACKSTONES 


utomatic Washer 


at a sensational EE 
Brand New Low Price! 


and West, Pump extra, 















Blackstone’s New Model 331 is truly a Deluxe 
Semi-Automatic Washer at an unbelievable low, low 
price! This, plus these Blackstone features give you the 
strongest “sales-clinching” story in the industry! 


_ ws 
(BLACKSTONE 


‘ 


@ HYDRACTOR ACTION! 
@ EXCLUSIVE HYDROSPOUT! 


@ AUTOMATIC TIMER! 


@ DOUBLE WALL FULLY INSULATED 
10 LB. CAPACITY TUB! 


@ CASE-HARDENED STEEL GEARS! 


Blackstone 


JAMESTOWN, NEW YORK 
America’s Oldest Manufacturer of Home Laundry Appliances 























BLACKSTONE OFFERS AN ATTRACTIVE MODEL IN EVERY PRICE RANGE! 















A Quality Wringer A Medium Priced Finest Automatic The Dryer with Fea- An Automatic Complete Automatic 
Washer at a Promo- Washer with Deluxe Washer Built To- tures that Sell Them- Cabinet Ironer Home Combi- 
tion Price! Model Wri Washer Fea- day! Model 250 selves! Model 190B with New Folda- nation in only 72” of 
136 tures! Model 130A way Cobipett wall space! 
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A glamorous new lronrite 








Introducing the elegant, new lronrite Model 880. Closed, it’s oak. Matching top and sides are made of durable Marlite 9 | G3" 
e 


a beautiful o e of furniture! Opened, it’s an ironer! Choice which won't stain or scorch. Top keeps ironer free from dust 


of two finishes—rich, red mahogany, or ultramodern limed and dirt, lifts off easily for ironer use. Priced to retail at 






PAGE 128 JUNE, 1955—ELECTRICAL MERCHANDISING 














designed for the home of today 








Model 880 with top removed 


Has all the features that have made Ironrite 
America’s most desired ironer: Do-all ironing 
points, two completely usable open ends, 
feather-touch knee control, genuine cast-iron 
shoe, and many others. 





Today, 38°% of the women use their ironers 
in a room other than the kitchen, base- 
ment, or utility room! This astounding 
fact, learned through extensive consumer 
research, is the very basis for the devel- 
opment of this magnificent Model 880 
Ironrite Automatic Ironer. 


It is not just another ironer, a mere 
addition to the line. It is an appliance 
specially designed for modern living. An 
automatic ironer created to meet a specific 
need—a specific request, if you will, of the 
American homemaker. 


When not in use as an ironer, it’s a 
beautiful piece of furniture—a stunning 
addition to any room in the house. 


And it’s been tested, and tested again! 
For six long months, the 880 was exposed 
to consumers and dealers. Every altera- 
tion, every addition which they suggested 
was given full consideration, and many 





ddd tight Ciphty —strikingly styled for 


the living room, dining space, or even the bedroom 


were incorporated into the final, approved 
model. 


This, then, is what we offer you: A 
revolutionary Ironrite painstakingly de- 
signed to meet today’s mode of living. 
An Ironrite that has already been 
approved wholeheartedly by the buying 
public. An Ironrite that will still give you 
a generous profit. An Ironrite that can 
give you a volume business such as you've 
never experienced before. 


Now, it’s up to you! As remarkable as 
the 880 is, it is not going to sell itself! 


But, if you get behind it, if you display 
it properly, if, above all, you demonstrate 
it, you will find yourself a big new source 
of profits and a new, untouched market. 


If you’re not an Ironrite dealer, and 
want to come along, just write today to: 
R. M. Gottlieb, Vice President in Charge 
of Sales, Lronrite Inc., Mt. Clemens, Mich. 





The compact Model 890 Portaway. Fully automatic, 
it folds up and rolls into kitchen base cabinet or 
closet for easy storage. Ideal for apartment dwellers 
and prospects with budget and space problems. 


DeLuxe Model 85, The big seller and profit maker in 
the lronrite line, Opened, hood is convenient shelf 
in use. Like every model, has all famous Ironrite for finished laundry. Closed, it’s a useful work 


New Standard Model 850. gery op or it requires 
a floor space only 46” wide and 26” « 


eep, even when 


features. Also available without cover as Model 800, top area, Also available without cover as Model 80, 


*Pricea slightly higher in South and Weat, 


| ro n rl | © ... The appliance aa appliance 
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I): EYS TO 


ELECTRIC RANGE 


SALES 


FAST 


AUTOMATIC 


Proctor makes all cooking 
fast-starting and fully automatic 
CHECK the speed and automaticity of the 


Flasher 


ympinathor 


rr tor nfinite ¢ nite Switch against 


ny r? r element-switch ¢ 


PROCTOR OTHER 


FAST Melts Butter in 15 seconds 
PAST—Sizzles Bacon in 30 seconds 


FAST — "Slow" frie: 


quantiti { water 


FAST § practical 


faster 


AUTOMATIC — Races to cooking speed: 


matter where y et the switch 


AUTOMATIC levels off automati ally 


when it reaches ¢ king speed 


AUTOMATIC Cutsinand out automatic ally 


oO maintain heat leve 


mt woe SPRINT NSIS 


AUTOMATIC Input held constant auto 
matically at all switch positions lex ept High) 
regardies { line voltage variations 
AUTOMATIC Set dial anywhere not 
merely at 5 or 7 positions. Heat maintained aut 
matically n more “knob-twitching”, no pot 
waichir 


Yes, here is proved Fast, Automatic Heat you 
can demonstrate easily, convincingly, quickly 

without gimmicks or gadgets——performance 
that satisfies long after the sale is made. 


Tell Your Manuf cturer How 
Important These Selling Fea 
tures Are t y Mell Listen! 


a) 
PROCTOR ELECTRIC CO 
3rd Street and 

eu ie | 


APPLIAN 
«vt CEN Philedelphie 40, Pa 


A ss 
Me YOu CAN av 
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NEW PRODUCTS 





EQUIPMENT FOR THE DEALER 





YEATS Appliance Dolly 


Yeats Appliance Dolly Sales Co., 
2121 N. 12th St., 
Milwaukee 5, Wis. 
Device: “Shorty” No. 5, a short 
| framed dolly. 
Features: Its frame is 47 in. high, 
making it possible to load ap 
pliances into low or high openings 
of stationwagons and small panel 
pick-up trucks without removing 
them from dolly; aluminum alloy 
frame; endless belt step-glide and 
quick tightening strap ratchet de 
vice. This adds a third model to 
the Yeats line which now includes 
| No. 5, (47 in. high), No. 7 the 
standard size dolly, (59 in. high) 
and No. 9, (71 in. high) for large 


appliances such as freezers et 








L-S Hand Truck 


L-S Heating & Engineering Co., 
900 W. Lycoming St., 
Philadelphia, Pa. 
Device: L-S 
truck, 

Features: One man can deliver an 
air conditioner upstairs and install 
it without helper using this light- 
weight magnesium hand truck with 
screw-operated lifter shelf attach- 
ment which walks up wet, icy or 
polished stairs on rubber-treaded, 
climbing legs when handles are 
pumped up and down. Handles 
major appliances weighing up to 
350 Ibs. 


stairwalking hand 





rn 








Display Stand 


Great Lakes Store Fixture Co., 
1910 W. Maypole Ave., 
Chicago, 12, Ill. 


Device: ‘“‘Assemble-Yourself”’ aisle 
display stand. 
Features: Wrought iron legs and 


JUNE, 
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supports; 3 shelves of 3 in. plywood 
graduated in size from 30x60 in., 
for bottom to 22x60 in. for top; 
top shelf is 42 in. high; Plextone 
finished shelves in beige tan; 3 in. 
adjustments in each shelf are pos 





sible. 
r f . 

STAIR CART 
Valley Craft Products Inc., 
Lake City, Minn. 
Device: Stair Cart stair climbing 
hand truck 
Features: Equipped with special 
ratchet mechanism which enables 
it to roll up stairs step by step as 
operator pulls cable drive; 2-wheel 
safety brakes prevent accidents 
when descending ramps or stairs 
with heavy loads; interchangeabl 
shoes, sealed ball bearings, steel 
tube construction; pneumatic tires 
are Other features. Available in 6 
models for various size loads in 
cluding a special barrel cart. 





FAIRBANKS Appliance Truck 


Fairbanks Co., 

393 Lafayette St., 

New York, N. Y. 

Device: Fairbanks appliance clevat- 

ing truck No. A-2. 

Features: With this l-man hand 

truck one man can deliver, install 

and service the heaviest window ai! 

conditioner; carries the appliance 

upstairs or down, elevates it to any 

level up to 43 in. above floor; 

folds into package 324x224x 13 

in.; compact enough to fit in back 

of an auto; weighs 49 Ibs. 
“Stairmaster’ another Fairbanks 

appliance truck is specially de 

signed to move heaviest appliances 

over steps 

Price: $74.50 
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IMMEDIATE PROFITS 








Ben-Hur has the styles and sizes for every need. Space-saving uprights and chest 
models, 4 cu. ft. to 20 cu. ft 


You Sell America’s Finest Freezers! 





No freezers made surpass Ben-Hur for quality, 
value, important features. Letters from food plan 
operators and customers prove Ben-Hur freezers 
give lasting satisfaction . . . give trouble-free service 
through the years. 


You get every possible sales aid 





to increase your business. From detailed presenta- 
tions on the Ben-Hur Food Plan to sales-training 
materials and merchandising promotions, Ben-Hur 
provides everything to help you build a successful 
food plan operation. And the Ben-Hur representa- 
tive in your area is always ready to help you with 
special problems. 


1955 








REMEMBER: ONLY BEN-HUR OFFERS YOU THE COMPLETc 
PROFIT PACKAGE. SEND FOR COMPLETE DETAILS TODAY! 








BEN-HUR FREEZERS 





BEN-HUR Manufacturing Co. 
634 E. Keefe Ave., Milwaukee 12, Wis 


Yes, | want to know everything about the way your 
Ben-Hur Food Pian brings in extra profits. Please send 
complete details immediately. 

Name 

Firm 

Address 


Zone State 


See eee eee wend 


aoe ae eae ee ee + 

















Prepare to make volume dishwasher sales! 


Exclusive new WORK-LEVEL 





























Sl > 
@ 
| Opn, 
Tape teen” Abin 
ip teenie 
j oe z's. tp + pearusis Hest really convenient ia | 
) now! bee y 
Amazing Youngstow® 
LOAD FASTEF 
Bocked by big national advertising! 
First, a hard-hitting two-page spread 
in The Saturday Evening Post. Then 
month after month—in full-color 
Youngstown Kitchens ads in Life 
the Post, and other powerful maga 
zines. The news of the first Work 
Level Dishwasher ever introduced 
is going to get around fast. Cash in 
now on tremendous public interest! 
Backed by a hard-selling merchandising package! You'll 
get a giant window poster to pull in passers-by. You'll 
get four-page folders that tell your prospects th 
whole compelling story of these great new Dish 
washers ou’ ue abdinet in OM Ss wit Tu speci 
| You'll get Cal Sink Book h full sy 
fications to he Ip sell your customers! 








NEW! 30° UNDERCOUNTER DISHWASHER matches 
other Youngstown Kitchens units 











vs 





NEW! 
NEW! ONLY WORK-LEVEL DISHWASHER ON THE MARKET! Bs Be meryren 


30” wide, A real first to spearhead your Dishwasher sales! plus top-opening Dishwasher! 
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DISHWASHER paces 











. . . . 
4é 
; Advertising and merchandising blast launches new 30 
s vi WASHERS * . . 
- inchens JET-TOWER DISHWASE Jet-Tower Dishwashers priced with smaller competing models! 
nt WOLD MORE, WASH BEFTERY 
TEF j sz ae wenn ma Now, from Youngstown Kitchens, comes the most amazing EASIER! They're fully automatic—open at front, Baskets 
new line of front-opening Dishwashers ever introduced slide out on rollers for fast, simple loading. 
led by a sensational Work-Level model that’s a true first WETS 
- in the industry. Smash-hits everywhere they've been shown, LOWER PRICED! They have the biggest capacity of 
/ ' shee they're being introduced with a sales-building bang in any dishwasher—yet cost no more than smaller com 
Pom. America’s most powerful national magazines! petitive models! 
* BIGGER! They're a full 30” wide—big enough to do FULL PROFITS! No trade-ins—no obsolescence, You 
. t the whole dishwashing job for a family of eight! sell in a low-saturation market at full list price—and keep 
j —"‘itehen ee oe : your profit! 
Oper BETTER! They utilize the exclusive Jet-Tower principle, 
introduced by Youngstown Kitchens in 1950, to get They're offered in a choice of 4 new colors at no extra cost. 
7 dishes hygienically clean! 
a 
~ 
- . l'remendous capacity! Washes, rinses, and dries one Opens at front, for easy loading. Neoprene-covered Exclusive Jet-Tower washes with whirling jets of 
piece or two hundred—automatically! baskets cushion dishes; glide out on nylon rollers, super-hot water; gets dishes hygienically clean, 





Calrod heating element holds water at 135°-145° Tub and door are made of tough, resilient polyester Single streamlined control opens, shuts, and runs 
hotter than hands could stand. Excellent for use as plastics, fiber glass reinforced, Can't rust; protects dishwasher. Self-sealing door can't leak—no gasket 
late warmer. too! dishes from accidental breakage to wear out! 


SEE US AT THE SUMMER MARKET! 
Chicago: Room 1119, Merchandise Mart 


San Francisco: Suite 180, site, Mart pennies Memene 


Dept. EM-655, Warren, Obie 
Please send me complete details on the new Youngstown Kitchens Dishwasher line 
Please have your representative call—no obligation 


r ~ 
| | 
| 
fe | 
| j 
| . | 
| fm 2 | 
’ oe ladacthte taal aati a | 
| ADORESS | 
| | 
! ! 


MULLINS MANUFACTURING CORPORATION WARREN, OHIO haitaat 
World’s Largest Makers of Steel Kitchens ns ce wc ee ee a Aine bene ee 





av : : , —. ae 
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We're moving DOWN to new, 
larger space on the 5TH FLOOR 


America’s fastest growing line of wringer washers is moving into 
new quarters! Don't fail to visit our space on the Sth floor of 
the American Furniture Mart. See this popular, readily saleable 
line from the country’s largest, exclusively wringer washer 


manufacturer! 


Womans Find WASHERS 


FINDLAY, OHIO 
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MONARCH Washers 


Central Rubber & Steel Corp., 
Findlay, O. 


Model: 1955 EE-400P _ wringer- 
washer (illustrated). 

Selling Features: EE-400, top 
model in 4-model line, features 
Miami blue skirted tub’ with 
chrome and yellow trim; Lovell 
dual pressure wringer changes from 
normal pressure (for regular fabrics 
to low pressure (for heavier fabrics), 
with shift of lever along wringer 
top. 

Three top models have 10 Ib 
tubs; double wall construction; low 
end model has 7-8 lb. capacity; all 
have Lovell wringers, Westing 
house or G.E., 4 h.p. motors 





HAMILTON Appliance Truck 


The Hamilton Caster & Mfg. Co., 
1700 Dixie Highway, 
Hamilton, Ohio. 


Device: New appliance truck. 

Features: Lightweight steel; large 
pneumatic tires 10x3.50 ride stairs 
and curbs easily; long smooth run 
ners prevent skids; hard rubber roll 
ers at base of frame for cramped 
quarters; thick felt padding on 
frame; rubber handle grips; 15-ft 
web strap with self-locking buckk 


SHOKLESS Immersion Heater 


The Kneisley Electric Co., 
Toledo, 3, Ohio 


Device: Immersion water heater. 
Selling Features: Heating coils are 
double sealed in welded copper 
jacket—no water can touch element; 
boils water for l-cup coffee in 60 
secs; a pt. water in 24 min; chrome 
plate; 1000 watts; 110 v. a.c. or dc 
Price: $7.95 
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LOOK AT WHAT ‘T-K’ IS DOING 


TO SIMPLIFY THE RANGE SERVICING BUSINESS! 











NO MORE need of stocking separate 
heating coils and rings. 


NO MORE fussing or confusion with 


NO MORE time-consuming assembly 
“types” of range-top openings. 


FEWER non-profitable call-backs 


of surface units on the job. due to not having the unit you need. 


- Two Styles and Two Sizes of Monotubes’ 
Fit All Range-Top Openings 








Here’s the 


COVER 


8&7, 


OF ALL RANGES 






COVER THE 
REMAINDER 


(those with extra- 
large openings) 


FOR 1955 


8” King-Size 





SELECTING 
the right unit 
is EASIER, too, 


with new 
TK “Selector” senredidoes 


New Simplified Line Saves You Time and Money 


Two styles, and two sizes of each, fit ALL range-top open- 
ings. But, even more important, one style in two sizes (6” 
and 8”) fits 88% of ALL RANGES—and they’re available 
in the voltages you need for fast service and bigger profits. 


By simply stocking four MONOTUBES (the regular 6” 





First, measure the range-top 
opening with TK “Selector”. 


Second, check the voltage 
of the range. 


Read the unit you need right 
from the TK “Selector”. 


And here it is, ready for 


source of extra sales and profits, ‘‘electric range modern- 
ization”’ can help your business—and MONOTUBES make 
it twice as easy as ever before, 


MONOTUBES are easy to sell because they have features 





and 8” in both high and low voltage), you can service 7 out 
of 8 ranges in your area without delay or costly call-backs. 
And you can get the special “‘king-size’”’ units you need 
from your MONOTUBE® jobber, both quickly and easily. 


SIMPLIFIES “MODERNIZATION” OF OLD RANGES 


Whether used as a “‘door opener” for new range sales, or as a 





ELECTRICAL MERCHANDISING—JUNE, 1955 


women want. Features like even, allover heat at every 
switch position . .. “swing-away” hinge for safe, easy 
cleaning ...deep, removable drip pans...and new range 
performance through years of service. Yes, you're 
“way out in front” with MONOTUBES—in selling, 
stocking and handling, and in net profits from your electric 
range business. 


CONTACT YOUR MONOTUBE JOBBER, OR WRITE FOR HIS NAME AND ADDRESS! 


Monotube ctectric RANGE UNITS 


TUTTLE & KIFT, INC., A Subsidiary of FERRO Corporation 
1835 N. Monitor Avenue. . 


Chicago 39, Illinois 
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— Let's have some plain talk about 


Les 'g say you're a good dealer, running a good business 


short tricks and questionable practices and our dealers 
know it and like it. 





in a good locality. 4 . 
The chances are you can have any one of a number of There’s another angle that’s mighty important to you. 
food freezer franchises. When you stake your reputation on any product—you 
But wait a minute! If you're that kind of dealer— want that product to be a known success. . ; 
don't move too fast. You’re in a spot where you can pick . 
and choose Amana has become the world’s 
And if you're choose we should be able to talk busi- 
ju're cheesey largest manufacturer of food freezers 
ness because we're choosey 
Why? Well, let’s answer the most important question There can only be one world’s largest. Amana is it! That’s 
that prospective Amana dealers have asked the success story that means your reputation is safe when 
“How do I know I can make money with the Amana your name jou the cere Sexageim ‘ 
line?”’ And one other mighty important thing for you to 
consider. Did you know that 
We'll have to give you the answer to that one three y 
ways. Here's what it amounts to in three words: Your profits are protected by Amana’s liberal 
Product ... Profit... Reputation. You've got to have service policy and double warranties 
all three. And Amana alone gives you all three. That means customer satisfaction with the Amana prod- 
uct far beyond anything in the industry. It means you 
1. The highest quality product in all the food freezer field spend your time selling—not answering customer com- 
with more and better features. Amana spends more dollars plaints. 
Paces ga eae ee Now these are just a few plain facts about the value of 
Cones Mane the Amana Franchise. No big talk —no exaggeration. 
2. And Amana dealers get higher average sales . . . better If you’re a choosey dealer, we'd like to have some 
dollar profits... full mark-up, with no trade-ins. Further- further talk with you. We'd like to tell you, from the 
more, Amana quality means trouble-free service, backed inside, why we know that 1955 is going to be a boom 
by a liberal factory service policy. year for Amana dealers. You can get all of the facts 
3. The Amana reputation for building a superior product, quickly in one of two ways. 
and for just plain honest and straight-forward dealing, 1. Phone your Amana distributor. 
stands alone in the entire industry. We have no time for 2. Write us, or mail the coupon below. 
Backed by a Century-old Tradition of Fine Craftsmanship 
tran “STOR-MOR” FREEZERS 
ARE GUARANTEED TO OUTPERFORM ALL OTHERS! 7 5 
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YEAR 'ROUND NATIONAL ADVERTISING 
IN GREAT CIRCULATION NATIONAL MAGAZINES 


Saturday Evening Post + Life + Time + Better Homes & Gardens 


Fortune + and many others 
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Model 19 is illustrated. 19.6 cubic feet of true 
freezer capacity holds full 685 ibs. of food! 








He eT eee eee ee eee 
| 
i AMANA REFRIGERATION, INC. 
Plus : AMANA, IOWA 
i Gentlemen: Please send me complete information on dealer franchises for the extra-profit Amana 
TV's most glamorous ' Freezer line. 
and exciting saleswoman - 
AMANA'S : 
Nome a a 
LARAINE DAY i 
| 
| ne = 7 3 
| 
| 
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Bationally advertised in the POST, BETTER HOMES AND GARDENS, AMERICAN HOME, HOUSE BEAUTIFUL, HOUSE AND GARDEN, WOMAN'S HOME COMPANION, LADIES’ HOME JOURNAL, and other leading magazines. 
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How to Meet the Profitable 'Trend 
Toward Built-In Appliances 
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SELL WITH CONFIDENCE 


Put this Republic guarantee 
right on your display kitchen! 
It's the best warranty in the 
business, backed by a billion- 
dollar corporation! 











First: Recognize That It IS a Trend! 

When the old kitchen comes out and the new 
one goes in, chances are the yo oven, venti- 
lator, sink (and perhaps the refrigerator, too) 
will be built in, not set in! 

Few realized how rapidly built-ins would be 
accepted ... wanted... demanded? Few real- 
ized how quickly built-ins would go from cus- 
tom installation to economical installation in 
stock cabinets! 


Second: Go With the Trend! 

Built-in business is good business for you. It’s 
add-on business. It’s business that will go to 
some other dealer unless you're ready for it. It’s 
hard to sell a built-in oven or range out of a pack- 
ing carton. But—put them in cabinets in a dis- 
play kitchen, and the sale is on its way! 


Third: Get In the Steel Kitchen Business! 

If you’re going to sell built-ins, you’re going 
to sell kitchens. And what a profitable business 
it is! Full 40% profits—with no trade-in head- 
aches, no obsolescence worries. And fireproof, 
easy-to-clean, baked enamel cabinets of stee/ are 
the best for your built-ins. 


Fourth: Sell the “Flexible” Kitchen Line! 

Choose your kitchen line carefully. It takes a 
complete line . . . a line that’s adaptable to any 
kitchen, and the greatest number of built-in 
appliances. So, select Republic’s big, versatile 
line that gives you “custom kitchens” from a 
wide range of economical stock units! 

For complete information, write Republic 
Steel rong: era Berger Division, 1012 Belden 
Avenue, Canton 5, Ohio. 


Oe Boe 


_— 





THE “HOW TO” LINE! 


Republic Steel hitchens 





JUNE, 1955—ELECTRICAL MERCHANDISING 




















ELECTRICAL 


TRADE REPORT 


Bee MRI 





{4 
OWE Sn 


—tr 
Ssescean 





APPLIANCE 








NEWS 


Chicago Summer Markets: Active 


You can expect to see lots of activ- 
ity at the summer markets in Chicago 
later this month. Nationally, sales 
have been good so far this year and 
the mid-year markets will be heavily 
attended by buvers. Many manufac- 
turers have new models to show, some 
have broadened their lines, still others 
have exciting new colors and designs. 
With sharply increasing competition, 
manufacturers vie more vigorously 
than hold or increase their 
share of the market. 

This just about sums up the opin- 
ions of spokesmen for both the Furni- 


ever to 


ture Mart and the Merchandise Mart. 
These huge Chicago marketing cen- 


ters are busy as the proverbial cat on a 
tin roof, scrubbing and refurbishing in 
i last minute rush to get things ready 


for smooth performance when the 
summer marketeers land in town for a 
hectic two-weeks—June 20 to July 1. 

Frank Whiting, advertising man 


ger of the Furniture Mart, expects to 
see a “good market” and says he 
thinks that hotly increasing competi- 
tion this vear will help to crowd ex- 
hibitors’ spaces. Says he, “The tempo 
of selling has stepped up and buyers 
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have to get on their toes and stay 
there if they hope to stand the pace.” 

General manager of the Merchan 
dise Mart, Wallace O. Ollman, says 
the merchandise to be displayed this 
year “will reflect both in quality and 
quantity our manufacturers’ belief that 
1955 will end up for them, for their 
retailers and for consumers, a boom 
year rivaling 1953.” 

Big New Feature. An all-day confer 
ence devoted to appliance retailers’ 
problems and tentatively called a “bull 
session” for want of a better name, 
will be sponsored by the Merchandise 
Mart in cooperation with the National 
Appliance & Radio-TV Dealers Asso 
ciation on Saturday, June 25. The 
conference will be free to all dealers 
who register in advance (including 
non-NARDA members). Interested 
dealers should write: Robert B. John 
son, Sales Promotion Manager, The 
Merchandise Mart, Chicago 54, III. 

The conference will be divided into 
four sessions. Starting at 9:00 A.M. 
and ending at 4:30 P.M., the entire 
meeting will be held in the Mart’s 
Merchants & Manufacturers Club. 
The Mart will be host at the luncheon 


1955 


between sessions and at a cocktail 
party scheduled to follow the last ses 
sion of the day. 

The program, and tentative chair 
men, provided from NARDA Mem 
bership, is as follows: 

1. Salespower: How to Make the 
Most of It—chairman, Harry B. Price, 
NARDA president and Norfolk, Va. 
dealer. Price was recently named 
“Brand Name Retailer of-the-year” by 
Brand Names Foundation, 

2. Kitchens and Built-Ins—A Range 
of New Appliances—chairman, Wal 
lace Johnston, NARDA past presi 
dent, and Memphis, ‘Tenn. dealer. 

3. Color TV—What’s Happening 
and When—chairman, Mort Farr, 
NARDA board chairman and Upper 
Darby, Pa. dealer. 

4. Promotion Bellringers—Don Gab 
bert, NARDA vice president and Min 
neapolis, Minn. dealer. 

Managing director of NARDA, Al 
Bernsohn, invites all dealers to submit 
reports of their own successful promo 
tional programs, including tear sheets 
of newspaper advertisements, radio 
and T'V spots, publicity, point-of-pur 
chase and window displays and any 





R. P. HARRISON 
(News Editor 1) 


other material of a general interest 

The entries will be judged by mem 
bers of the NARDA executive com 
mittee and the best ones will be 
discussed fully at the “Promotion Bell- 
ringers” session. Portfolios of the most 
generally useful and ingenious ideas 
for building business and increasing 
profits will be distributed to all dealers 
who attend the full day meeting. 

Bernsohn has set June 10 as the 
deadline for acceptance of promotion 
reports and urges dealers to send their 
material as soon as possible to: 

NARDA, Room 1141, The Mer 
chandise Mart, Chicago 54, III. 

Presidents of all appliance manu 
facturers headquartered in the Mer 
chandise Mart will be invited to greet 
dealers at the luncheon. Although it's 
difficult to estimate the response to 
this new program, the Mart is mah 
ing tentative provision for some 500 
people, 

Manufacturers Plans. With sales of 
appliances and radio-T'V far ahead of 
1954 so far this year, manufacturers 
hope to encourage dealers to continue 
this upward movement. In consider 
able prominence will be more appli 
ances in color and more built-ins 
Some manufacturers who “missed the 
boat,” so to speak, at the January 
markets, now have readied lines of 
multi-colored merchandise, Others, 
who approached the built-in market 
with some caution or skepticism, will 
show new models suited 
installation, 

In the kitchen cabinet field, manu 
facturers of wooden cabinets are ex- 
pected to cause quite a stir. Although 
they played second fiddle to the 
metal cabinet manufacturers for some 
years, the recent popularity of built-in 
ee is showing its effect on 
their sales, 

Wood, some people say, lends itself 
more favorably to custom installations 
and meets with great favor among the 
building industry, Then, too, new 
synthetics, more kinds of better ply 
wood and a definite trend to natural 
wood finishes in kitchens all have 
strengthened the wood cabinet mar 
ket 

The re will be some 
applications of wood 
metal cabinet makers will put their 
best foot forward to sway retailers, 
builders and consumers toward their 
products 

Some manufacturers of white goods 
report new models of standard floor 
units and there will be some new tek 
vision receivers shown 

Prices, Ther 


to custom 


new ideas and 


shown but the 


are no outstanding 
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price changes from current levels re 
ported by appliance manufacturers 
although quite the reverse is true of 
some other merchandise. Furniture 
makers, for example, are worried about 
the effect the, proposed 90 cent mini- 
mum wage law will have on raw mate 
rials they use 

They, already, suffer from increased 
costs of such products as foam rubber, 
carpet wool and jute. Manufacturers 
of soft surface goods report good de 


Partial Listing of Chicago Summer Market 





MERCHANDISE MART 


A. 8B. Stoves Div.—Detroit Michigan 

Stove Co, ... 1128 
Alvin Industries 1486 
Aluminum Goods Mfg. Co 1129 
Aluminum Specialty Co 1473B4&C 
American Central Div—Avco Mfg. 

Corp. 1476 
Apex Rotarex Corp 1160-61 
Atlas Tool & Mig. Co 1199 
Avco Mfg. Corp., American Central 

Te ath ¢ ps 1155 
Avco Mfg. Corp., Crosley Div 1132 
Belivue-Stratford Television 1123-A 
Bendix Div., Aveo Mfg. Co 1132 


Bersted Mfig.—Div. of McGraw Electric 
Cc 


4, 1467 
Brammer Mfg. Co 11-112 
CBS-Columbia Inc. 11-106 
Camtield Mtg. Co 14-102 
Capehart.Farnsworth Corp. 1118 
Carrier Corp. 84) 
Coleman Co. Inc., The 11-115 
Crescent Industries Inc 14.107 
Crosley Div., Aveo Mfg. Corp 1132 
Dazey Corp 1499 
Deeptreeze Appliance Div —Motor Prod 

ucts Corp. 1469 
Deering Air Conditioning Co 1155 
Dominion Electric Mfg. Corp 1422 
Dorby Company 1106-A 
Dormeyer Corp. 14-103 
Dortch Stove Works Inc., The Wi 
Easy Washing Machine Corp 1168-69 
Economics Laboratory Inc 1177 
Edgewater Steel Co 1142 
Elina Sewing Machines 1195 
Farberware Co, ... 1419-A 
General Air Conditioning Corp 1108 
General Chef Co... 1108 
General Electric Co., Air Cond. Div 1144 

Electronics & Tube Div 1123 
Hotpoint Co, Div 1120.21 
Major Appliance Div 7 
Small Appliance Div 11-102 
General Slicing Machine Co. Inc .. 1492 
Geuder, Paeschke & Fry 1492 
Gilbert Co., A. C. 14-104 
Given Mfg. Co.. .. 1197 
Globe American Corp 1124 
Glolite Corp. 1472 
Grand Sheet Metal Products Co 1106-A 
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mand for their products with minor 
upward price adjustments in the 
offing. 

“Wheeling and Dealing.” Among 
other attractions for buyers, it is ex- 
pected that some appliance manufac- 
turers will offer mighty interesting 
prices on last years merchandise. 
Anxious to liquidate inventories and 
clear warehouse space, manufacturers 
who have plentiful supplies of 1954 
units are expected to be “wheeling 





Hamilton Mfg. Co 1175 
Hobart Mfg. Co 1145 
Hoover Company, The 1417 
Hotpoint Co. .. 1120 
IMinois Electrical Porcelain Co 1467 
Ilinois McGraw Electric Co 1467 
Johnson, S. C. & Sons Inc 1477 
Kitchen Aid Home Dishwasher Div., The 

Hobart Mfg. Co 1145 
Kitchen Maid Corp 1188 
Knapp-Monarch Co. 1483 
Landers, Frary & Clark 1479 
Lasko Metal Prod . 4-119 
Lindemann, A. J. & Hoverson Co 11-104 
Magic Chef Inc 1166 
Magnavox Co, 1126 
Marlun Mfg. Co. 14-104 
Martin Co., The 14.104 
Maytag Co., The 11-105 
McGraw Electric Co 1455 

Manning-Bowman Div. 

Toastmaster Products Div. 

Tropic-Aire Inc. Div. 
Metal Ware Corp., The l411-A 
Modern Age Industries 1492 
Monitor Equipment Co 1123-A 
Motor Products Corp., Deepfreeze Ap- 

pliance Div. 1469 
Motorola, Inc. 1170-73 
Mullins Mfg. Corp 1119 
Mutschler Brothers Co 1125 
Necchi Distributors of IIlinois Inc 1195 
Nesco, Inc. 1468 
Noma Lites, Inc 1472 
Norge Division, Borg-Warner Corp 234 
Northern Electric Co 11-114 
Nye, Walter & Co., The 1492 
Paragon Electric Co 1452 
Peerless Mfg. Corp 1485 
Perfection Stove Co 1174 
Preway, Inc. 1198 
Quaker Mfg. Co 1147 
Radio Corp. of America 1181-87 
Rauland Corp., The 14.107 
Raytheon Manufacturing Co 1191 
Republic Steel Corp, Berger Mfg. 

Div. 113-116-117 
Rival Mfg. Co 1454-A 
Rutenber Electric Co 14-107 
Sessions Clock Co., The 1409 
Son-Chief Appliances 1466 
Steam-O-Matic Corp., The 1492 
Steinmetz & Kelly 1422 
Superior Electric Products Corp 1487 
Swartzbaugh, Ted & Assoc 14.101 
Swing-A-Way Mfg. Co... 14-101 
Telechron Dept., General Electric Co... 1496 
Temco Inc. 1110 
Thermador Electrical Mfg. Co. Inc.. 11-104 
Toastwell Co. soe 11-114 
Tracy Kitchens, Edgewater Steel Co 1142 
WON He Ms cs ccccece 1157 
Waste King Pulverator 1197 
Westinghouse Electric Corp. 

Regional Offices 262 
Westinghouse Electric Corp. 

Major Appliances 11-122 
Youngstown Kitchens by Mullins 1119 
Zenith Radio Corp 1157-8-9 





and dealing’ with interested visitors. 

Chicago Offers. As in the past, 
Chicago expects to bear the burden 
of frolicking buyers as only the “Con- 
vention City” can. Although hotel 
space has been at a premium for some 
time, late planners can probably find 
satisfactory accommodations in some 
of the excellent motels outside the 
city. And some will undoubtedly drift 
out to the suburbs where many fine 
hotels are to be found. 








FURNITURE MART 


Acme-National Refrigerator Co E12538B 
Admiral Corporation... 526-27-28 
Allen Products Corporation 547B 
Altorfer Bros. Co 541-2 
American TV & Radio Co 17/K 
Arvin Industries...... 533-348 
Athens Stove Works. ., 624 
Atlanta Stove Works 17/100-101 
Auto Stove Works . 546A 
Automatic Washer Co . 5088 
Barler Metal Products. ..17/0 
Barton Corporation 549A 


Bendix Radio Div.—Bendix Aviation 


Corp. eos 545D 
Ben Hur Mfg. Co 540B 
Birtman Electric Co 17/35-36 
Blackstone Corp 544A 
Boston Stove Foundry Co 5378 
Brown Stove Works 549A 
Caloric Appliance Corp 519 


Clements Mfg. Co 531 


Cribben & Sexton Co 535A 
Crown Stove Works 541B 
Dixie Products Inc 524 
Eagle Range & Mfg. Co 547A 
Eureka-Williams Co 17/86-87 


Fresh‘nd Aire Co., Div. Cory Corp. 
17/105-106-A 
Frigidaire Div.—Gen‘l Motors Corp. .508-09A 


Gibson Refrigerator Corp 525 
Gray & Dudley Co W'2 503 
Hallicrafters Co 544B 
Hardwick Stove Co 1530-31 
Hoffman Radio Div. 

Hoffman Electronics Corp 542B 
Homak Mfg. Co. Inc 17/52-53 
Inca Metal Products Corp 17/W 
International Harvester Co 549B 
lronrite, Inc 5118 
Jacobs Mfg. Co 17/34 
James, Inc E% 503 
Kamkap, Inc. 17/64 
Kelvinator Div., American Motors 

Corp. 513-15A 
King Refrigerator Corp 5128 
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Free bus service for buyers will 
again be offered by the Merchandise 
Mart. For the seventh consecutive 
year, a fleet of buses marked “Mer- 
chandise Mart Buyers’ Courtesy Bus’’ 
will run, at ten minute intervals, from 
Loop hotels to the Mart. Other buses, 
on the same time schedule, will oper- 
ate between the Merchandise Mart 
and the Furniture Mart. Service be- 
gins at 8 A.M. and runs steadily 
through to 10 P.M. 


Exhibitors* 


Landers, Frary & Clark 17/112-113 
Leonard Div., American Motors 

a 513-15A 
Lewyt Corp.. 536B 
Lonergan Mfg. Co 520 
Lonergan Co., Vincent J 2351 
Magic Chef Inc 517 
Maine Mfg.. 124-25 


Manitowoc Equipment Works, Div. 


The Manitowoc Co. Inc W'2 504 
Marshallan Mfg. Co., The 17/54 
Martin Stamping & Stove Co 547B 
Marvel Metal Products Co 17/88-89-90 
National Silver Co 17/56A 
Norge Div., Borg-Warner Corp 521-522 
O'Keefe & Merritt Co 514B 
Oakland Foundry Co 546C 
Palley Mfg. Co 17/84-85 


Philco Corp. 127 


Philco Corp., Dexter Div 510A 
Phillips & Buttorf Mfg. Co 536-37A 
Premier Stove Co. 5138 
Quicfrez, Inc. 539B 
Quincy Stove Mfg. Co 17/94-95 
R C A Victor Div., Radio Corp. of 

America 539-540A 
Revco, Inc. 510B 
Robbins Products 17/55-56 
Roper Corp., Geo. D 529 
Schaefer, Inc. 5158 
H. J. Scheirich Co 417 
Servel, Inc. 548 
Skot Metal Products Inc 17/102-103 
Sparton Radio-Television Div. 

Sparks-Withington Co. 509B 
Speed Queen Corp 530 
Starbrand Sales Corp 17/118-119 
Stiglitz Corp. Inc., The 17/60-61 -62 
Sub Zero Freezer Co E'2537B 
Sunray Stove Co 538A 
Sutton, O. A. Corp., 

The Vornadofan Div 535B 
Tappan Stove Co 518 
Tennessee Stove Works E'2 504 
United States Stove Co 17/57 
Victor Products Corp 546B 
Webster-Chicago Corp. 17/M 
Welbilt Stove Co. Inc 501-502-5438 
Whirlpool Corp. ... 546D 
Woman's Friend Washer Div. of 

Central Rubber & Steel Corp 5168 
Zenith Machine Co 546C 





* (ELECTRICAL MERCHANDISING has prepared 
these partial listings from information provided 
by the managements of the Furniture and Merch- 
andise Marts and has made every effort to include 
all names of interest to the appliance, electric 
housewares, radio and television industries, but 
takes no responsibility for errors or omissions.) 











Turn Waste Ceiling Space Into PAY SPACE... 


No Ceiling on Profits with... NEW Moe Light 
OL BEN, Display Deals 





FREE fixtures offset cost of boards 


MOE LIGHT M-5060 CEILING DISPLAY 
Size 6’ x 4’ 

NOW'S the time to put that lazy ceiling and wall space 

to work—build impulse sales, make more profits, Moe 

Light has a complete line of displays to fit every need. 





DEALER COST of FIXTURES...............$ 99.95" 
MOE LIGHT M-5061 WALL DISPLAY PU NE ii beads eck cmees 29.95 
This 4’ x 3’ silent salesman adds life and light to DEALER COST of ASSORTMENT........... 129.90* 
your store .. . adds dollars to your profit, too, * 
r ; DEALER COST of FIXTURES.......... $70.95° TOTAL 21 FIXTURES... RETAIL VALUE $150.25 
“ctl cs eh EEO EET 18.95 FREE! One M-1202 32/22W Polished Copper Instant 
DEALER COST of ASSORTMENT....... 89.90° Start Circline and one M-1015 four-light Dining Room 
. TOTAL 19 FIXTURES... RETAIL VALUE $106.30* Hoot (Total retail value of $29.90 offsets cost of 
' ; 
FREE! One M-116 Mirror Light . . . two-light *Prices Slightly Higher Denver and West 
incandescent. One M-1067 Twin-Accent. (Total 
vetail value of $18.90 ofests cost of board.) INVESTIGATE THESE PROFITABLE LIGHTING 
DISPLAY DEALS NOW — 
MOE LIGHT M-5084 DISPLAY... MAR WHS COUPON TOCA 





on ee tC CS 


MOE LIGHT, Fort Atkinson, Wisconsin 
Division of Thomas Industries, Inc. 


FOR REAL COUNTERPUNCH 
| 
Dept. EM-6 | 
| 
| 
| 


This Moe Light Merchan- 
diser comes with 16 lighting 
fixtures at a retail value of 
$73.60*, but you pay only 
$48.95*. (Board cost of $10.95 
is offset by two free fixtures 
—Outside door lights M-885 
and M-880.) 





[|] Send me complete information on all Moe Light 
Display Deals, 


[|] Please have a Representative call on me 


NAME 


ADDRESS 





Fort Atkinson, Wisconsin 


(Division of THOMAS INDUSTRIES INC.) 
tn Canada: 1401 The Queensway, Toronto 14, Ontario, Canada © 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| CO. NAME 
| 
| city __ IONE ___STATE 
L 
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WATER-DEFLECTOR TUB 
Produces 1800 extracleansing water 
currents per minute, Washes clothes 
in less time—saves soap and elec- 


tricity. 


3-SPEED WASHING 

AND WRINGING 

Provides selection of speed to suit 
kind of material being washed— 
from sheerest curtains to heavy work 
clothes, 





~ 
“< 
DOUBLE-DUTY AGITATOR 
Has removable bow! for washing 
small pieces—baby clothes, hand- 
kerchiefs, and lingerie separately. 


Bulky clothes are washed at the 
same time in the large tub. 





Write 
Portfolio 
6.540 


THE BARTON CORPORATION 
West Bend, Wisconsin « Export Address 39 Broadway, New York 
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STOCKHOLDERS’ MEETINGS, like this Westinghouse group (being addressed by 


president Gwilym A. Price), found good news in financial reports 


It's a Good Year... 


. » » according to the reports of manufacturers; 
many had record first quarters and several predict 
continued good business for the rest of the year 


1955 has been an excellent year— 
so far. That is obvious from the fi 
nancial reports issued by appliance 
manufacturers last month. 

Ihe first several months of 1955 
ran well ahead of 1954. And since 
the first half of last year was “weak” 
these gains look especially impressive. 

The second half of 1954 was better 
and any gains in the coming six 
months may not look as spectacular. 
But most business indications point 
to continued good activity right 
through the year. 

Among the companies reporting on 
business last month were 


Westinghouse. Sales set a record 
high during the first quarter, accord 
ing to John H. Ashbaugh, vice presi 
dent. Unit sales of all appliances, 
from distributors to dealers, were up 
16 percent over the first quarter of 
1954. And sales of major appliances 
alone were approximately 25 percent 
ahead of last year, he said 

“While each of the eight major ap 
pliances showed some gain, sales gains 
in food freezers, automatic washers 
clothes dryers, dishwashers, and food 
waste disposers were most outstand 
ing. Sales of refrigerators moved 
ahead by approximately 16 percent,’ 
he said, “while electric ranges also 
advanced by about 8 percent during 
the quarter.” 

“In the division’s group of portable 
appliances, vacuum cleaners showed 
a gain of nearly 33 percent in sales 
from distributors to dealers,” he said 
Room air conditioners, water coolers 
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and dehumidifiers also enjoyed “an 
unusually good first quarter.” 
“There is every indication of con 
tinued strength in appliance 
throughout the remainder of the year 
not only for Westinghouse but for 
the industry as well,” Ashbaugh said 


sales 


General Electric. Sales in the first 
quarter totaled $765,907,000, an in 
crease of seven percent over last year, 
according to president Ralph J 
Cordiner Profit for the period 
amounted to $50,569,000, up five pet 
cent from 1954. 

Cordiner said the were in 
spite of a decline in the company’s de 
fense business. He said he was hope 
ful that the upsurge in general busi 
ness would continue throughout the 
vear and that “it will be possible for 
the company’s sales to establish a 
record.” 


gains 


new 


Hotpoint. The first quarter was the 
best in the company’s history and 
March was the best single month 
ever experienced. President John C 
Sharp said that appliance sales ex 
ceeded the banner years of 1950 and 
1951. 

Factory shipments of appliances for 
all-electric kitchens and home appli 
ances, as well as retail sales, were as 
much as 30 percent above the first 
quarter of 1954, the executive said 

Sharp expects the year to continue 
good for Hotpoint, especially with the 
50th anniversary promotion launched 
last month. He said that demand for 
all company appliances is strong, with 








A must for after-dark TV servicing 


GE SERW SPOT 


@ FIND HOUSE NUMBERS! 
@ READ STREET SIGNS! 


@ CHECK OUTDOOR ANTENNAS! 
* + * 








Plugs into the lighter socket on your dash. 
Pre-focussed beam carries 4 mile. 
Compact, weighs only 6 oz., 12-ft. cord. 


Manufactured by General Electric, 
world leader in lamps. 


Get your SERVI-SPOT from your G-E tube 
distributor! General Electric Company, 
Tube Department, Schenectady 5, N. Y. 





* * * 


Now G-E SERVICE-DESIGNED TUBES 
are available in 14 popular types. 
Ask your G-E tube distributor for them! 


GENERAL ($6) ELECTRIC 
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particular emphasis on new built-in 
cquipment 

Frigidaire. Retail sales of major ap 
pliance during the first quarter on 
1955 were more than 25 percent 
ahead of the same period last year 
Harlow H. Curtice, president of 
General Motors, said, ““This trend is 
expected to continue and should re 
sult in a 25 percent increase for the 
entire year, making this an outstand 
ing year for household appliances.” 

Amana. Sales of freezers and room 
air conditioners in the first quarter 
were 47.5 percent higher than during 
1954. George C. Foerstner, executive 
vice president, reported that the first 
quarter was the biggest in the com 
pany s history. 

Concerning air conditioners, the 
executive said that “the response has 
been so impressive that we have step- 
ped up our production quotas.” 
Freezer sales were also good and 
sparked the increased volume, he said, 

Maytag. Sales for the first quarter 
increased 42 percent over the same 
period last year, to an all-time record 
quarterly high of $26,204,355. Presi 
dent Fred Maytag II said net earnings 
increased to $2,334,902 from $1,311,- 
470 in the first quarter of 1954. The 
record-breaking 26 million dollar gross 
sales figure is up from last year’s $18,- 
424,289. 

Kelvinator. Sales were 22 percent 
ahead of a year ago for the six months 
ending March 31. Walter Jeffrey, vice 
president in charge of sales, said that 
volume for March alone jumped 38 
percent over March a year ago. 

Refrigerators accounted for top 
volume among individual products, 
and jumped nearly 54 percent over 
March, 1954. For the first time since 
Kelvinator entered the laundry field 
two years ago, washers and dryers 
ranked second among the appliances. 
Laundry equipment sales were 61 per 
cent ahead of last year. 

Whirlpool. President Elisha Gray 
II said that sales for the first quarter 
were “appreciably better than the cor 
responding three months of 1954.” 
He also told stockholders that ‘‘second 
quarter sales look promising.” 

Eureka Williams. Sales this year 
are expected to climb 50 percent 
above 1954 volume, according to 
Herbert J. Allemang, newly appointed 
executive vice president. Last year the 
company’s sales topped the $15 mil- 
lion mark, 

During the first quarter, sales of 
civilian goods ran 34 percent ahead 
of the same period in 1954. The big- 
gest single gain came in the Eureka 
division where vacuum cleaner sales 
were up 53 percent over the similar 
period last year. Almost all of the 
company’s 89 distributors said that 
they had topped their cleaner quotas 
for the first quarter. 

Hoover. First quarter sales were 
the highest in the company’s history, 
iccording to president H. W. Hoover, 
Jr. Unit sales of cleaners in January 
ind February were 47 percent higher 
than for the corresponding months of 
1954. In dollar volume, sales were 
36.5 percent over the first quarter of 
1954. Earnings for the quarter totaled 
$645,981, compared to $439,699 in 
1954 
Most businessmen with whom I 


have talked,” Hoover said, “particu 
larly those in the hard goods industries, 
are optimistic about the future and 
feel that business in general will con 
tinue at the present high level.” 

Lewyt. Sales for the new cleaner on 
wheels were up 71.7 percent for the 
first six months since its introduction. 
President Alex Lewyt sees a continued 
high level of business because of the 
record-high building program, the all 
time high national income and _ the 
ever increasing number of new 
family groups. 

Republic Steel Kitchens. ‘The first 
quarter broke all records, according to 
C. E. Howes, general manager of 
Republic Steel Corp.’s Berger division. 

During the first quarter, shipments 
exceeded those of last vear by 65 pet 
cent and the month of March alone 
was 99 percent higher than March, 
1954. 

Howes sees continued good _ busi- 
ness because of high activity in the 
building field and increased acceptance 
of steel kitchens. 

Proctor Electric. First quarter sales 
soared 54 percent over the same period 
in 1954. March was the highest 
month in the company’s history, ac 
cording to Robert H. Dewalt, manager 
of distributor sales. 


Upswing Predicted 


Bright futures were predicted last 
month for the laundry, air conditioner 
and electronics industries. 

Industry volume for automatic 
clothes dryers will reach 200,000 units 
in April, May and June, according to 
R. C. Connell, vice president of sales 
for Norge. This is double the 94,511 
total for the second quarter of last 
vear, Connell said, and dollar sales at 
the manufacturers’ level should in 
crease about $15,000,000. 

Air conditioners will be in more than 
10 million homes by the end of 1965, 
according to Mason Roberts, General 
Motors vice president and head of the 
Frigidaire division. Today only about 
14 million homes have air condition- 
ing, he said. 

He predicted that air conditioners 
of all types will be sold at a rate of 
nearly two million a year by the end of 
1956. “Most of this equipment will 
go to the residential market.” 

Electronics are in for an equally 
bright future, according to John W. 
Craig, vice president and general man- 
ager of the home appliance division of 
RCA. Craig said total gross sales of 
the industry will be appreciably higher 
than the record of $9,250,000,000 
established in 1954. 

Meanwhile, another RCA exec 
utive, Dr. Irving Wolf, vice president 
of research, told a college panel that 
continued research would help im- 
prove black and white receivers, thus 
reducing retail prices. 

At the same program, Courtnay 
Pitt, vice president of finance, Philco 
Corp., predicted that some seven 
million black and white TV sets will 
be sold in 1955. Hodge C. Morgan, 
general sales manager of the television 
and broadcast receiver division, Bendix 
Aviation Corp., added that as satur 
ation rises the potential market for 
replacement sales and second sets also 
increases. 


ELECTRICAL MERCHANDISING—JUNE, 1955 


PERFECTION’S 


BIG 


COMPORT 





ALR 


$e DOG ODD 


BIGGEST 


HOME HEATER 
PROMOTION 


EVER! 





If you're the kind of dealer who believes 
it’s a manufacturer's duty to help promote 
sales on the local level . . . hold on to 
your hat! Perfection’s COMFORT FAIR is 
going to be the biggest pre-season selling 
event that ever hit the home heater busi- 
ness, There'll be more ways to help you 
sell home heaters than you ever knew 
existed! So... hold everything .. . your 
Perfection man is on his way to show you 
all the details. Perfection Industries, Inc., 
(formerly Perfection Stove Co.), 7605-D 
Platt Avenue, Cleveland, Ohio. 














Repair Man Credits KLIXON 
Protectors With Saving Dollars 


SYRACUSE, N. Y.: Mr. George Novas of the Square Electric 
Co., has many years of experience in motor rebuilding and 
the part that Klixon Protectors play in preventing motor 


burnouts, He says — 


“Through long experience in motor repair business, we have 
found the Klixon Protectors have saved a lot of motors from 
burnouts, especially with motors in refrigerators. Many dollars 


have been saved our customers through Klixon protection.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with 
KLIXON Protectors. 





Manual 
Reset 





Automatic 
Reset 


METALS & CONTROLS CORPORATION 








LIXxO SPENCER THERMOSTAT DIVISION 
ts ante wS sana 2506 FOREST STREET, ATTLEBORO, MASS. 
moe ane 
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Fair Trade Substitutes . . . 





... are studied by the Justice Department; curbs 
on “loss-leader” selling practices may be tied to Ad- 
ministration drive for Fair Trade repeal 


The Justice Dept.—which has made 
no bones about its opposition to 
federal Fair Trade laws—is now 
actively studying whether substitute 
legislation might make an Adminis- 
tration recommendation for repeal of 
Fair Trade more pallatable on Capital 
Hill. 

Although Attorney General Brown- 
ell has not yet decided whether to 
put the Administration behind a re- 
pealer drive, antitrust chief Stanley 
N. Barnes already has endorsed the 
recommendation for repeal made in 
the report of the Attorney General’s 
special antitrust committee last month. 

Barnes told the Senate Judiciary 
Subcommittee on Antitrust and 
Monopoly that Brownell wants to 
look into the possibilities of recom- 
mending legislation to take care of 
so-called “loss leader’ sales and the 
debasement of trade names values 
before deciding to back repeal of Fair 
Trade. 

“Loss leader” selling is the practice 
of selling one product below cost in 
order to attract customers into a store 
to buy other products. Proponents of 
Fair Trade, in addition to arguing 
that Fair Trade means lower prices to 
the consumer, contend that without 
Fair Trade laws big retailers can cut 
costs on a few items but charge regular 
or higher prices on all others. This, 
say proponents of Fair Trade, would 
seriously hurt small retailers. 

Pros And Cons. At the same time 
Barnes was making his case against 
Fair Trade, the Sales Executives Club 
of New York heard a pro and con 
discussion of the subject. Repre- 
sentatives of the Sheaffer Pen Co., 
and Doeskin Products, Inc., argued 
that repeal would hurt retailers and 
the public. Stephen Masters, Presi- 
dent of Masters, Inc., New York dis- 
count house, maintained that “Fair 
Trade doesn’t help small retailers and 
actually stifles competition.” 

In Miami, Fla., delegates to the 
annual convention of the American 
Pharmaceutical Association were urged 
to support Fair Trade as a means of 
“protecting the public health.” 

Barnes reviewed the results of a 
survey of prices he had conducted in 
1954, in preparing his department's 
opposition to a proposal that Congress 
enact a Fair Trade law for the District 
of Columbia. He said his survey 
compared “‘so-called Fair Trade” prices 
with prices of low-markup outlets 
in D. C. on 245 electrical appliance 
items. Fair Traded, the items cost a 
total of $6142.33; in D. C. the same 
item cost $4442.69—a saving of 27.7 
percent. 

Barnes also revealed that he con- 
ducted another survey in the first four 
months of this year to see whether 
Fair Trading really does mean lower 


JUNE, 





1955—ELECTRICAL MERCHANDISING 


prices to consumers. He reported the 
survey compared 606 drug store items 
in 46 categories—including patent 
medicines, toiletries, _ prescription 
items, cigars and fountain pens—sold 
in Non-Fair Trade District of Col- 
umbia with the same items sold in 
surrounding Fair Trade states. On 
everyday prices, Barner reported the 
606 items cost $2699.15 in Fair Trade 
sales; only $2213.00 in D. C.—a sav- 
ings of 18 percent. 

Barnes’s staffers working on the 
question of whether special loss-leader 
legislation might be desirable if Fair 
Trade laws are repealed, are getting 
some close assistance from the Can- 
adian Restrictive Trade Practices 
Commission. Canada’s counterpart 
of the U. S. Federal Trade Com- 
mission just completed a 24 year 
canvass of grocery, drug, electrical 
appliance and cigarette retailers, and 
reported that “‘loss-leader” selling is 
not serious enough to warrent special 
legislation. Canada does not have Fair 
Trade on its statute books 


Oregon Drops F-T 


Oregon’s Fair Trade Act has been 
ruled unconstitutional by a circuit 
court on the ground it unlawfully 
delegates power to fix prices and fails 
to provide any standards of guidance 
for such fixing. Expected to signal 
price-war in brand merchandise, the 
ruling of Multnomah County Circuit 
Judge Lowell Mundorff came in the 
court’s refusal to issue an injunction 
asked by General Electric Company 
against a Portland consumer 
agency. 

General Electric had filed its ap 
plication for a preliminary injunction 
against Rolla H. Wahle, Portland, 
Ore., to prohibit Wahle from advertis- 
ing, offering for sale or selling at re- 
tail any appliances manufactured and 
sold by them at prices less than the 
minimum resale prices pursuant to a 
G-E agreement made with the 
Sprouse-Ritz Co., Portland. ‘The 
latter company, not a party to the 
litigation, has agreed not to sell G-E 
products for less than prices G-F 
would fix from time to time. 

In denying the petition, Judge 
Mundorff cited the “basic unsound- 
ness of the plaintiff's attempt to con- 
trol prices for the whole state by 
obtaining the assent of a single store 
which did not undertake to purchase 
a single item at the prices fixed.” The 
judge said further that the agreement 
between Sprouse-Ritz was invalid for 
the reason G-E had not given any 
consideration for it and G-E had in 
no way obligated itself to do anything 
in the contract. 


sales 
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United States Steel 


Corporation is the world’s largest steelmaker... 
annual capacity $8,715,000 tons, and in 1954 
accounted for 31.1% of domestic production.* 

The bigness of U.S. Steel is not the true index 
of the Corporation's value to the national economy. 
Size is always relative, For instance, one magazine 
with only 1,300,000 circulation covers a major 
market worth $11 billion annually, 

The Magazine is SuccessruL FARMING, which 
goes to 42° of all farms earning $10,000 or more, 
SF farm subscribers are big producers, with 
average holdings of 286 acres, land and buildings 
average worth $25,000.,.0wn more than a third of 
the farm tractors, and half the grain combines, 
milking machines, hay balers.... They raise more 
than half of corn and soybeans, two-fifths of the 
wheat, and sell 57% of the hogs, 38°, of the cattle 
and calves, 44%, of the dairy products, Their average 
cash income from farming ts almost $10,000. 

For fifty years SuccEssFUL FARMING has helped 
the country’s best farmers, won their confidence, 
gets high response to good advertising. 

lo balance national advertising schedules..,.to 
reach new buying power, you need SUCCESSFUL 
FARMING. Any SF office can tell you more, 

*Source: American lron & Steel Institute 

Merepiri Pusiisninc Company, Des Moines... 
offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, Los Angeles. 
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GOOD ENOUGH 


«sea managing editor's philosophy 


Bob Armstrong uses his 5B pencil like a mule 
skinner uses his whip. He’s ELECTRICAL 
MERCHANDISING’S Managing Editor. He believes 
every feature in his publication must offer some- 
thing useful for its readers, In editing copy he 
asks a lot of probing, sometimes embarrassing 
questions. He makes sure readers’ questions are 
answered before they are ever asked. 


Every feature and article that goes into an issue 
goes under Bob’s pencil. He’s a tough task- 
master. Articles are often revised two or three 
times. Sometimes he sends a story back with 
“See if you can’t get the main idea across in a 
picture sequence so that the man who doesn’t 
have time to read the whole story will at least 
know what we’re trying to say.” More often it 
goes back with, “Get the facts ... more of them 
... dig.” His left-handed scrawl can be incisive. 


Bob is a positive guy. Perhaps he became this 
way as a Purple Heart Paratroop platoon leader 
in New Guinea. He gets down to earth in a 
hurry. 


He summarizes his attitude with, “Remember, 
you're writing for guys who are in business. 
They can’t tell whether the promotion we de- 
scribe is any good for them unless they get all 
of the facts—how much it cost, how long it ran, 
what it returned and what kind of a market it 
was used in. Our readers can’t tell if one dealer’s 
method of paying salesmen will work in their 
shop unless they know how that method com- 
pares with their own operation.” This philoso- 
phy insures a flow of useful “how-to-sell” stories. 


One of his jobs is to ride herd on the field edi- 


® ELECTRICAL @ 


MERCHANDISING 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, W. Y. 
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tors. He makes them come up with some real 
answers. When they do, it isn’t accidental, for 
they know their stuff too, When Bob Armstrong 
makes an assignment the editorial team has the 
contacts and the ability to do a real job. Yet 
sometimes when readers write complimentary 
notes Bob isn’t sure the accolade is deserved. 
He always wants something better . . . some- 
thing more significant, 


But Bob is more than a chair-borne Managing 
Editor. At times he acts as a marketing counsel- 
lor to dealers and manufacturers. He knows top 
retailers and distributors well and works with 
them often. This phase of his work is reflected 
in “The East” the monthly column on business 
conditions. And, like other staffers, Bob can be 
his own reporter and photographer. He started 
as News Editor and later, before his present 
job, served as Associate Editor, All of this back- 
ground and experience doesn’t go to waste, Bob 
is still a writing editor. 


Bob Armstrong and the other ELECTRICAL 
MERCHANDISING Editors put a lot into each 
issue. Dealers and distributors get a lot out of 
it... that’s why it is so effective as an advertis- 
ing medium. 


Dealers find ELECTRICAL MERCHANDISING to be 
their most useful publication for sales ideas. 
They are twice as likely to pick up ELECTRICAL 
MERCHANDISING purposely to read the ads than 
the field’s second publication. The lesson is clear. 
Use ELECTRIGAL MERCHANDISING regularly to 
advertise your line. Your advertising dollar in 
ELECTRICAL MERCHANDISING will go a lot fur- 
ther toward building sales and cutting costs. 


alone 
will 


cover the market alone 
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Why not write me 
for details on the following sales-and-extra- 
profit-building factors of the Shetland 
Imperial Profit Plan? 





A SUPERB PRODUCT — The Shetland IMPERIAL Polisher- 
Scrubber; quality designed and produced, tops in 
performance and versatility (IT SCRUBS — WAXES — 
POLISHES —- CLEANS AND RENEWS RUGS!) — in a 
great un-tapped market. 


n 


GUARANTEED FOR TWO YEARS 
EXTRA PROFIT — 40-5% 


. an extra 5% over 


normal discount, and 10% more than the average 
profit in the appliance field. 


FAIR TRADED — to provide absolute price and profit 
protection at all times. 


COMPLETE MERCHANDISING AID — covering every 
phase of display, promotion and advertising , 
INCLUDING NATIONAL ADVERTISING! 


THE SHETLAND COMPANY, Inc., LYNN, MASS. 


TWIN-BRUSH ELECTRIC 


IMPERIAL 


POLISHER-SCRUBBER 
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“Loss-leader” Selling . . . 


... 1S not serious enough to necessitate new legis- 
lative controls in Canada; government probes effects 
of 1952 elimination of resale price maintenance 


Since the beginning of 1952, resale 
price maintenance has been banned 
in Canada. ‘To determine the effects 
of this “anti-fair trade” decision, the 
government recently launched an ex- 
tended probe of current marketing 
practices in Canada. 

In a 278-page report issued last 
month, the Restrictive Trade Practices 
Commission came to the conclusion 
that the practice of “‘loss-leader sell 
ing” was neither so prevalent nor so 
serious as to call for any new legisla- 
tion at this time. 

When price maintenance was 
banned, many manufacturers and 
merchants feared that widespread 
“‘loss-leader” selling would follow. Op- 
ponents of the law said small retailers 
would be unable to operate on the re 
duced prices and manufacturers, too, 
would be injured when retailers re- 
fused to handle products used as “loss 
leaders.” 

The Commission decided, however, 
that “loss-leader selling’’ in itself was 
not a major problem. The report 
states that many of the complaints 
made to the Commission refer to situ- 
ations where merchants simply cut 
prices to maintain or increase volume, 
and they didn’t lose money. 


Just Low Prices. In the opinion 
of the Commission, the complaints 
arose mainly from the over-all low 
prices of large-volume retailers rather 
than any specific “lose-leaders.”’ 

Moreover, the report indicates that 
some of the complaints were primar 
ily concerned with misleading adver 
tising. ‘The Commission said that 
more intensive competition, particu 
larly in the sale of electrical appli 
ances, may have resulted in some in 
creases in deceptive advertising. 

The Commission suggested greater 
support of organizations like the Bet 
ter Business Bureau and, in flagrant 
cases, the use of the existing criminal 
code forbidding false advertising. The 
group found that an erroneous view as 
to the meaning of this code was widely 
held and that little effort had been 
made to use the law, 


More Competition. The report 
noted that “there is little doubt that 
increased imports were an important 
factor in the trend toward more ac 
tive price competition in the sale of 
certain classes of household electrical 
appliances in Canada.” Most of these 
imports, of course, come from the 
United States. 

In 1953, the Canadian parliament 
passed a customs act aimed at prevent- 
ing seasonal dumping of U.S. mer- 
chandise. But the Commission was 
told this act has not stopped the flow 
of U.S. products. The Canadian 
Electrical Manufacturers’ Association 
told the Commission of “the literal 


dumping of tens of thousands of re 
frigerators in Canada in 1953 and 
1954.” 

However, even this “dumping” has 
not lead to serious “‘loss-leader sell- 
ing,” the commission decided. In 
its conclusions the group reported: 

“It must be remembered that in our 
free economy competition is the great 
regulating force that operates in the 
public interest, compelling producers, 
manufacturers and merchants to seek 
constantly to improve their methods 
of production and distribution, so that 
the prices of their goods as well as 
their quality will appeal to the buying 
public. Any legislative interference 
with freedom of competition, there- 
fore, required for its justification sub 
stantial proof of the serious character 
of the evil it is designed to correct. 

Che group also expressed satisfac- 
tion with the 1952 elimination of 
price maintenance. While competition 
increased, the Commission noted that 
in the United States, where resale 
price maintenance or Fair Trade is 
still generally observed, a strong trend 
toward volume sales at low mark-ups 
has also become apparent. 





Scheduled Meetings 


EDISON ELECTRIC INSTITUTE 


Twenty-Third Annual Convention 
Los Angeles 
June 13-16 


SUMMER MARKETS 


Merchandise and Furniture Marts 
Chicago 
June 20-July 1 


HOUSEWARES SHOW 


Atlantic City 
July 11-15 


AMERICAN HOME LAUNDRY MFRS. 
ASSN. 


Summer Meeting 
The Homestead, Hot Springs, Va 
July 17-19 


WESTERN SUMMER MARKET 


Western Merchandise Mart, San 
Francisco 


July 18-22 

NATESA CONVENTION 
Chicago 
August 19-21 


INT. ASSN. OF ELECTRICAL 


LEAGUES 
20th Annual Conference 
Toronto 
October 5-8 











JUNE, 1955—ELECTRICAL MERCHANDISING 





<u som 


EH RTE Taek NER crm * 


i 
s 












oho MANUFACTURING Co. 


es 5055 N. LYDELL AVENUE 
AUKEE 17, WISCONSIN, VU. S. A 


Hair-—cutting Sets 


r 
thing for home 
haircutt ’ 





KNEE-ACTTIC : 

4A 1 )N Food a 
Model 420 stra ] 
Dez “reg iniess stee 

: iters automatically adjus 

Oo any bowl y adjust 


contour! 


Double 
Shar Action Knife 
Sharpener ho] 
grind 
of 


LOW 
; both sides 
blade at / 





once 


Raycine Electric 


include "every 


Meri y , 1” 

a 0 hee Cuamal ty V4 

ste Ny S , i bender 
Boge fae. 7 Sati oll 0 Chis Cv Utecel Mi 


fi 2 
Ln AE Fy, 7 < ao 4 
C tl blo ly Ch tou é ? ati 


Get set for Oster’s Fall and Winter Promotions... 


backed by powerful TV and full-color 
National Magazine ads. You'll profit 
most when you feature Oster, the quality 
electric housewares and health and 


peauty products. 


See the entire line at our display at 


ATLANTIC CITY HOUSEWARES SHOWS » JULY 11 to 5 
Space 1717 to 1721 
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GLASSWARE turns yellow with iron in the water, says Dr 


Elaine K. Weaver, dish 


washer expert, at the Soft Water Clinic in Chicago 


Needed: Soft Water 


The Water Conditioning Foundation, at its annual 
clinic, urges treated soft water for maximum efficiency 
of modern water-using appliances 


Present day housewives are an un 
certain, befuddled crew when it comes 
to the proper use of water. That was 
the conclusion of the third annual 
soft water clinic in Chicago April 29 
by the Water Conditioning Founda 
tion 

Speaker Dr, Elaine Knowles Weaver 
of Ohio State University, an authority 
on dishwashers, declared that while 
women after a half century have been 
taught to measure ingredients for 
cooking, they follow the “dumps” 
method with soaps and detergents in 
their laundry efforts. They have lost 
their measuring stick and as a result 
suffer from suds lock and tattle tak 
gray needlessly 

Automatic washers themselves vary 
in amount of water used and this con 
fuses the Where once they 
gauged soap needs by the sudsing of 
the water, the two kinds of 
sudsing detergents, the condensed and 
the fluffy variety, confuse them. ‘They 
read that they can money by 
purchasing giant boxes, and they are 
urged by advertising to try this and 


isstic 


even 


save 


try that brand for a week, when it 
actually takes months for a technical 
man to study the effects on tensil 


strength of fabrics 

Evolution is going on in synthetic 
detergents, with “optical bleaches” 
which give clothes a whiter appear 
ance, corrosion inhibitors, which re 
duces the effect of the syndet on 
metals, and suspension agents which 
hold soil in suspension better 

Cold Water Washing, Mrs. Weaver 
revealed that there are two cold water 
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synthetic detergents being readied for 
the market, which will add to the 
confusion, as have the sudsy and non 
sudsy types 

In the dishwashing field, where she 
is an authority, she said that where 
hard water and iron prevails, the us 


of a dishwasher is difficult. She 
brought glasses from her country 
home, which has 40 degree hardness 


and 5 degrees of iron in the water, 


Top 


Fe 









Brand Nomes Foundation banquet 


Wilson and Ken Stucky, right 





and exhibited the brown stains on the 


glass. 
Experiments with ten women in 
Ohio who had never used a dish 


washer showed that they washed from 
2,000 to 5,000 dishes a month, 169 
day average. Dishwashing, 
Mrs. Weaver figures included 
everything from cleaning up the table 
to feeding the dog, took | hour and 
15 minutes a day, and the dishwasher 


pi ces a 
which 


cut this time in half. Women spend 
11 2/5 work days a year washing 
dishes, she said. Dish breakage aver 


iged 11 pieces during the hand test 
period, and only 3 with a dishwasher 
From § to 32 qts. of water were used 
in a hand washing against 264 to 45 
qts. with a dishwasher 

New in dishwashing are the chlorin 
better 
effect on plated silver and aluminum 
Liquid detergents give good result 
she said, and soft should bi 
used as lime collects on dishwasher 
causing “creeping pipe line” 


ated detergents which have a 


water 


valves 
paralysis 

Home Testing Kits. Difficulty in 
making prospective customers realize 
how hard their water is, promises to 
be overcome by testing kits 
which can check water out of the tap 
in a few 


home 


minutes 

The Rohm & Haas Company sent 
1 team composed of Warren Calhoun 
and Miss Joan Hartmann to demon 
‘trate how water could be checked. 

Arthur Smith, Jr., of Dow Chemical 
Co., talked, and there was a panel dis 
cussion of water problems with Louis 
Wirth, J. D. Urquhart, V. J. Palmer, 
Elwood P. Scarritt participating. 

Annual election of officers of the 
Water Conditioning Foundation re 
sulted in James IF. Lindsay of St. 
Paul being named president, James F. 
Dymond vice president, and a board 
of directors composed of Earl G. 
Reynolds, Dr. R. M. Thomas, Elwood 
W. Scarritt, Harold ’. Werhane, ‘Ved 
Bruner, and Ralph A. Bachwich. 
John Hosford was reappointed sec 
retary of the Water Conditioning 
Foundation, with headquarters at 39 
South LaSalle St., Chicago, 3 





Appliance Dealers 


BRAND NAME DEALERS of the year beam as they receive their awards at the 


H. P. Price, Jr., center, was top winner 
Certificates of Distinction went to Joseph Lederer, 


left, J. W. Heslop, Mark 


JUNE, 





Association Briefs 





¢ J. R. Cobb of the Frigidaire div 
ision of General Motors Corp. has 
been elected general chairman of the 
National Farm Electrification Confer 
ence. He succeeds Karl H. Runkle of 


General Electric. 


¢ The Woman’s Home Companion 
has announced an award for pro 
ficiency in planning and remodeling 
home kitchens. Any NARDA member 


is cligible and kitchens which do not 


qualify for an award will receive 
constructive suggestions from the 
magazine's equipment staff. Entry 
blanks are available from the Com 


1/1 
panion 


e The National Alliance of ‘Tel« 
vision and Electronics Service Associa 
tions has presented one of its annual 
“Friends of Service’’ awards to Dan 
Creato, vice president and _ general 
counsel of the RCA Service Co., In 
President Frank J. Moch made the 
award at the recent Buffalo conven 
tion, 


¢ The T'V-Appliance Association of 
Portland, Ore., has elected ‘Tavlor 
Eccles as president succeeding Deo 
Palmer. ‘The trade organization has a 
membership of 40 firms in the Port 
land area. 


¢ The Columbus Appliance Dealers 
Association has elected Harold D 
Archer as president. Other officers in 


clude Henry Hock, Harold Wilson, 
and Stanley A. Dennis. 
¢ Robert M. Oliver, manager of 


portable appliances for Westinghouse, 
told the Southern Hardware Conven 
tion that adequate wiring is the big 
gest problem facing the houseware 
industry. He urged the retailers to 
push appliances in his speech, “Some 
body Is Going ‘To Get The Business.” 


e Attendance at the annual Electric 
Show, sponsored by the Nashville 
Electric Service Co., reached 74,800 
this year. Electrical appliances wer« 
especially well received at the five 
day show, according to William D 
Hall, sales promotion manager. 


e‘The 1955 Electronic Parts Dis 
tributors Show in Chicago last month 
featured 289 exhibitors in 203 booths 
Ihe three-day show also featured 174 
display rooms in the Conrad Hilton 
hotel. 


¢ NAED has published a chart to 
show at what gross profit margin level 
members can operate before they 
reach an out ot poc ket loss point 
Uhree charts show the average expens« 
percent to sales on both stock 
direct shipments of various sizes. 


ind 


¢ Samuel Fingrutd, chairman of the 
electric housewares committee of 
NAED, recently attacked the report 
of the Brownell group which recom 
mends Fair Trade Law repeal. He 
said the report is “definitely an effort 
to eliminate entirely the small retailer 
in American business.” 
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How to make more money with 





Your Own Freezer Food Plan a 


Don't let others keep 
taking away business that 
is rightfully yours. Let 


Philco help you organize 


a really profitable 


plan of your own. 


PHILCO 


FREEZER 


SELLING PLAN 


Everything you need to get the business... 


. How to set up your own food plan 


ake How to get good leads 


I 

D 

2 

3. How to make appointments 

1. Home selling and Telephone selling 
> 


o. When and how to close 


6. How to cash in on the industry’s newest development 


—The Philco Convertible Freezer. 
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Send coupon for full facts 


} - 
j 
j 


No mystery—no magic— 
no obligation whatever 


With this Phileo Plan you profit from the experience of 
some of the most successful food plan operations in 
America. It gives you selling tools that really work, includ 
ing a full sales training course of records, booklets, and flip 


charts, Let us show how it can help you, 











7% 
PHILCO CORPORATION | 
Philadelphia 34, Pa. 
Extension 468 
Please send information about your Freezer Food Selling Plan and 
Sales Training Program for retail salesmen . | 
Name de Ee 
tore Add a os 
City sisindisiateiinb alata or County State | 
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MORE SALES 
EXTRA PROFITS 


WITH THIS BENDIX-FRIEZ 
AUTOMATIC CONTROL FOR 


DEHUMIDIFIERS! 


(COMPANION MODEL 
AVAILABLE FOR USE 
WITH HUMIDIFIERS) 








suGorsTeD 


RETAn 


iocsceccceccecsons 


ri 


ttt 


TH 


Not a timer! This humidistat makes any 
electric dehumidifier automatic. It actually 
measures humidity ... turns on dehumidi- 
fier only when needed. 


That’s right—you'll sell more dehumidifiers if you 
tie-in each sale with this Bendix-Friez* Humidistat. 
And you'll make extra profits, too! For with this unique 
control, you can sell automatic dehumidification. It’s 
trouble-free, accurate and easy to install. Just hang 
the Humidistat on the wall. Plug it into the wall outlet 
and reconnect the dehumidifier. Then set and forget it. 
Saves wear and power by preventing needless operation. 


Write today for complete information. Bendix-Friez, 1471 Tayler Avenve, 
Baltimore 4, Maryland 


“Prie; “Cendiv’ 


Expert Sales: Bendix international Division, 205 E. 42nd $t., New York 17, N.Y., U.S.A. 


*Reg. U.S. 
Pot. Off. 


NSTRPUMENT DI 


Vitiow 


BAIT “OD 


MORE 4 
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Managing Money Is Key ... 


. . to success, NARDA ex-president Wallace 
Johnston advises one-day educational clinic of appliance 


dealers in Kansas 


“Managing money is like managing 
men,” Wallace Johnston recently told 
the Kansas Appliance Dealers Associa 
tion. “If you don’t keep them both 
busy, you don’t get results from 
them.” 

Johnston, former president of 
NARDA, told the group, “Excessive 
bank accounts represent lazy money. 
Another type of lazy money is excess 
inventory, or turnover. The 
dealer needs enough working capital, 
but not idle money 

“Know where your business peaks 
and valleys are,”’ Johnston advised, 
“and adjust your available funds to fit 
them. Work closely with your banker 
and figure your needs in advance so 
that you can have money hand 
when you need it 

“One of the most important phases 
of money management is buying, 
knowing what to buy and how much 
of it. Ask your salesmen what items 
they think they'll do the best 
with. Educate them to the impor 
tance of selecting profitable items as 
well as easy-to-sell ones. Then study 
their recommendations seriously and 
set your goals.” 


slow 


on 


job 


Service Department. “If you have a 
service department,” Johnston said, 
“and I both assume and recommend 
that you do, penalize sales five per 
cent to tak« of warranty service 
for a year and put the surplus into 
service.” 

Johnston, who owns Wallace Johns 
ton of Memphis, also urged “Keep 
good records. Money spent that way 


care 


EWRT Meets In NY 


is just as vital as money spent on sell- 
ing. Don’t try for volume when your 
capital is limited. Instead, sell for 
profit on each deal. Keep tight con 
trols over your business 

“Follow these principles. Grow in 
size, earning and character. 
And you'll find money management 
giving you greater security and satis 
faction in this business than the dealer 
with an uncertain hand in money 
matters would ever dream possible.” 


powe I 


RETMA To Meet 


Broad administrative changes in 
RE'T'MA’s organizational structure will 
be considered by the membership at 
the June convention in Chicago. 

(he board of directors approved 
three principal proposals at its April 
meeting. Of key importance is the 
move to divide the association’s oper 
ations into the radio-T'V group and 
electronics field. ; 

(he directors also recommended 
establishing a sixth division—the mili 
tary products division. A new type of 
‘special’ membership was also urged. 

The group selected director Leslie 
I’. Muter, pioneer radio manufacturer 
and veteran RETMA treasurer and 
past president, to receive the 1955 
Medal of Honor at the industry ban 
quet June 16, 

RETMA also announced a two-day 
symposium on automation scheduled 
for September 26-27 at the University 
of Pennsylvania. 








OFFICIALS of the Electrical Women’s Round Table discuss the program at a 


recent workshop meeting in New York 


Edith Ramsey, left, of American Home 


magazine and EWRT national president, congratulates home economist Marjorie 


Tester, center, on her ironing workshop 


Anna S. Fisher, right, of McCall's 


magazine, was chairman of the New York program 
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Where the Housewares Industry 
Meets for eens al the Personal Lowel 


nO 





“ATLANTIC CITY AUDITO ,* oe 





: 354 Exhibitors and their top 
executives will be on hand to help 
yoU»personally plan to get your share 


of the»Big Fall Housewares’ Sales 


There is No Substitute 





tot the Nationa Housewares Exhibit 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 
_ 1140 Merchandise Mart, Chicago 54, INlinois 
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More action on both sides of 


NO OTHER MEDIUM | 
THE SELLING 
THE CHICAGO | 


























WE ZB , ‘1 


1 Your biggest audience! Hundreds 2 Your best prospects! The Tribune 3 Greater trade influence! A schedule 





of thousands more families read the is Chicagoland’s basic buying guide. in the Tribune gives your salesmen 
Tribune than read we he hy gy When families here make buying de- an important selling point to use 
newspaper. With advertising in the cisions, they turn to the Tribune for with their Chicago dealers, who know 


Tribune you reach the families who help because they know it contains the Tribune gets more action than 
account for the bulk of the appliance by far Chicago's largest selection of any other medium you can use in 
store purchases in Chicagoland. home merchandise offers. this market. 























YOU OWN THE STRONGEST CONSUMER FRANCHISE IN CHICAGO... 
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the counter explains why... 


1 CAN EQUAL 
POWER OF 


TRIBUNE! 


























More dealer support! Dealers are 
quick to merchandise your Tribune 
advertising to their customers with 
displays and tie-ins in their own ad- 
vertising. They know it helps _— 
them more traffic and more pre-solc 
prospects 
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62.3% 17.9% 10.2% 9.6% 


CHICAGO 
TRIBUNE DAILY NEWS 


Percentage of expenditures of 
general advertisers of housing 
equipment & supplies and 
radio & television sets placed 
in each Chicago newspaper. 


Year: 1954 


CHICAGO CHICAGO 


AMERICAN 


CHICAGO 
SUN-TIMES 








DYNAMIC selling power that gets 
maximum response from both sides of 
appliance store counters works for you 
when you advertise in the Chicago 
Tribune. It is Chicagoland’s primary 
source of buying information and the 
top hard lines medium at every level in 
this rich market. 

The advertising record of your own 
industry shows clearly that the Tribune 
has no equal for stimulating greater 
volume and velocity of sales. General 
advertisers of appliance store products 
place more of their advertising budgets 
in the Tribune than in all other Chicago 
newspapers combined. 

Tribune advertising pays out most 


effectively when you build your pro- 
gram with the help of a Tribune con- 
sumer-franchise plan. Tailored especially 
for your individual situation, this plan 
uses an intensive knowledge of the 
multi-billion dollar Chicago market that 
can make every dollar of your promo- 
tion investment here more productive. 

We have on file actual case histories 
of how dozens of manufacturers have 
used Tribune sales power and the con- 
sumer-franchise plan to. gain more sales 
and strengthen their Chicago market 
positions. Why not find out from a 
Tribune representative how this proven 
sales combination can help you? Get 


in touch with him today. 


» Chicago Tribune 


THE WORLD‘'S GREATEST 


Chicago 

A. W. Dreier 

1333 Tribune Tower 
SUperior 7-0100 


New York City Detroit 
E. P. Struhsacker 
220 E. 42nd St. 
MUrray Hill 2-3033 


W. E. Bates 
Penobscot Bidg. 
WOodward 2-8422 


NEWSPAPER 


San Francisco Leos Angeles 
Fitzpatrick Associates 
155 Montgomery St. 


GArfield 1-7946 


Fitzpatrick Associates 
3460 Wilshire Bivd 
DUnkirk 5-3557 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 


1955 
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NEW 
HIGH 
IN MOTOR DEVELOPMENT 











The New Type CY 
Permanent Split 
Capacitor MicroMotor 
~— 


Kedmnond 


This new Type CY MicroMotor makes practical, larger 
direct-drive blowers. Manufacturers can reduce installa- 
tion costs by eliminating belts, blocks, pulleys and motor 
mounts required in conventional blower assemblies. 





Major features of the Type CY motor include: 


@ Elimination of starting switches and relays. 
e Low starting current. 
@ Gradual torque build-up. 
@ Adaptability to multi-speed operation. 
@ High power factor. 
@ Lighter weight design. 


@ Can be mounted in any position. 


Typical Performance Data: 





Va H.P.—115v.—1075 r.p.m.—5.4 amp.—497 watts— 50% efficiency 


80% Power Factor —12.1 MFD capacitor. 











Write today for complete specifications. 


COMPANY In ¢ 
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Replace Showroom .. . 


... with “sellroom” advises W. A. MacDonough 
of Crosley-Bendix; one line and demonstration seen as 


steps to higher sales 


Replace the showroom with a “‘sell 
room '~—a display area with hooked-up 
demonstrator appliances. That was 
the advice of W. A. MacDonough, 
general manager of distribution and 
merchandising for Crosley-Bendix 
home appliances 

Speaking before a NARDA mecting 
in Grand Rapids, Mich., MacDon 
ough said ““The private label people, 
the independent retailer's greatest 
competition, became successful largely 
because of adherence to two 
basic advertising fundamentals. First, 
they sell only one brand of a given 
product line, and second, they in 
variably have all products hooked up 
to demonstrate.” 


strict 


Ihe dealer with six or seven brands 
on his floor confuses both his sales 
men and his customers, MacDonough 
said, ““l'o protect his profits, the dealer 
must make his dollars work harder 
with smarter buying, advertising and 
selling,” he said 

Smarter buying includes limiting 
the number of brands to one or two, 
MacDonough advised. Smarter selling 
is demonstrating hook-up models of 
all products 

‘Our want demonstra 
tion, not conversation,” he said. “The 
automobile people estimate one dem 
onstration is worth $50 off the trade-in 
figure they must allow. Likewise, good 
appliance have learned that 
demonstrations are dollars.”’ 

He concluded that 20 years ago, 
when there were only four major ap 
pliances it was feasible for a dealer to 


customers 


dealers 


New Officers For NHMA 


carry many lines. But today the num 
ber of major appliances has increased 
to eleven. 

MacDonough said no dealer’ has the 
room or time to have hooked-up dem 
onstrations of “five or six brands of 
the same type of appliance.” There 
fore, he concluded, best results will be 
derived from emphasis on one line. 


IAEL Gift Contest 


July 5 is the deadline for entries in 
the annual gift promotion 
sponsored by NEMA’s electric housc 
wares section for electric leagues 

Herbert F. Cook, president of the 
International Association of Electric 
Leagues, said entries should cover the 
league’s promotion activitics between 
July 1, 1954 and June 30, 1955 

“The electric housewares industry 
informs us,’ Cook said, “that clect 
rical leagues have consistently con 
tributed to the success of the electric 
housewares campaign since its in 
ception five years ago. The housewares 
industry feels that the electrical league 
often provides the focal point for the 
local promotion.” 

League entries should be sent to th« 
Electric Leagues Contest Editor, 
Electric Housewares Section, NEMA, 
155 East 44th St., New York 17, N 
Y. The winner will be announced at 
the annual I[AEL convention, October 
5-8, in ‘Toronto, Canada. 


contest 








STUDYING PLANS for next year’s show are the newly eiected officers of the 


National Housewores Manufacturers 


Association 


Seated is president C. M 


McCreery, vice president of the Rome Mfg. Div. of Revere Copper and Brass Inc 
Standing, left to right, are executive secretary A. W. Buddenberg, association 


vice president W. E. O’Brien, of Toastmaster Div., 


McGrow Electric Co., and the 


group's treasurer, C. O. Hamilton, of Hamilton Mfg. Corp 
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Admiral helps you sell more freezers with the 


~><most complete 
FREEZER FOOD FINANCE PLAN 








the Admiral Plan that_ 


‘ve 100% of the food pur- 
Admiral Plan you receive | ie se Sour 
CHASE the ’ noe der is financed up 
FINANCES NOT ONLY THE a “tee in chase on — “7 peter plan finances initial 
: » hest rates an erms months! emempbe 
but does it at the best ra 


‘ ced up tad 950 and... 
ur freezer customers. Freezers may be finan food orders up to $2 
yo woe ; 


vy) avment. A dealer 
to 24 months after 10% down payme 


up TO $200 
; , £0}, withheld on the freezer note Seances RE-ORDERS OF FOOD w v0 9 0 
reserve 18 created by —_ e charge. The amount of for periods of four months ea ap 1 too es the 
and by 10% of the finance 10% of your outstand- freezer is paid for! Most food plans te ned 
ep notes, whic ver 6 oe t initial food order. After the original to wien feo 
been consumed, the purchaser finds he has sts 
“e ance subsequent food orders. Now, howe <i 
“s pao a continuous supply of food from the 


i e charge. The 
same § “e at a very favorable finance ¢ 
YKCFINANCES INITIAL FOOD ORDER UP TO $250 same source at a 


ing oves W ( ve S sre € S e¢ to you 
t ice ay eC . es, > 3 but au 
ree ze! ) ases 4 S 5 a € S ilso 


: ‘or obstacles to suc- 
i Yan removes the majo hia 
olga a practi rave " slan operation .- - assures your success: 
ona at lt finance food sales! Under cessful food } 
m capital to fine 
you use your own cay 
the only Plan that combines all four guaranteed customer benefits ..... 
. , 1. GUARANTEED PROTECTION. Freezer is covered by fire, theft, and 
casualty insurance . . 


3. COMPLETE CONVENIENCE. Food delivered directly to customers’ 
. purchaser's life insured to pay off entire doors means less shopping time and trouble . . . keeps foods always 
obligation in case of death—all at no extra cost! on hand... gives greater food variety. 
2. PROVED ECONOMY. Real dollar savings—the most important 4. 
single customer influence—made possible by mass buying and 


distribution of food, less shopping expense! 


DEPENDABLE NUTRITION. Of all methods of food preservation, 


freezing best preserves freshness, wholesomeness, and highest vita 
min and nutritional values 




















10 cu.ft. Upright Freezer 























t | - ~ 
; - 
12 cu.ft. Upright Freezer 14 cu.ft. Upright Freezer 13 cu.ft. Chest-Type Freezer 17 cu.ft. Chest-Type Freezer 20 cu. ft. Chest-Type Freezer 
MODEL 10U35 MODEL 12UD40 MODEL 14UD49 MODEL 13C46 MODEL 17C€59 MODEL 20C€71 
. 
Get full details! 





See your Admiral Distributor! 


a@roura helps you sell 


TELEVISION « RADIOS © APPLIANCES © 3800 Cortland St., Chicago 47 
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Large Appliance Dealer Says 
KLIXON Protectors Mean Fewer 


Service Calls 


CHICAGO, ILL.: Mr. Irving Wolfson, Owner of Irv 
Wolfson Company, one of Chicago’s foremost Appliance 
dealers, knows the value of Klixon protected motors to 


the dealers and user. He declares — 


“Appliances with Klixon protected motors mean fewer 
service problems. With more and more fully automatic 
appliances being manufactured and sold, motor protec- 
tion is important not only to the appliance dealer but 


also to the manufacturer and most important of all, to 


the user.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer, In such equipment as refrigerators, 








oipanet oil burners, washing machines, etc., they 
keep motors working by preventing burn- 

outs. If you would like increased customer- 

preference, reduced service calls and mini- 

mized repairs and replacements, it will pay 

Automatic you well to ask for equipment with 

Reser KLIXON Protectors. 
METALS & CONTROLS CORPORATION 
LIxO SPENCER THERMOSTAT DIVISION 
ean cob © wr 2506 FOREST ST., ATTLEBORO, MASS. 
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WHIRLPOOL CORP. president Elisha Gray uses a power scoop to break ground 
for the company’s new $1,500,000 administration office building in St. Joseph, 
Mich. Construction will be completed by the end of 1955, officials said. Also 
last month, several other appliance firms reported 


New Plants, Shifts 


Several appliance manufacturers an 
nounced new construction and shifts 
in facilities last month 

Sylvania Electric Products Inc. 1 
ported plans for a new data processing 
plant in Camillus, N. Y. Construc 
tion is expected to start shortly on 
the 50,000-square-foot building. ‘The 
company recently displayed its new 
58,000-square-foot warehouse and sales 
office in Philadelphia to some 600 
Sylvania distributors 

Fedders-Quigan Corp. is moving 
four of its major departments in Buf 
falo to the company’s head offices in 
Maspeth, L. I. President Salvator 
Giordano announced the shift which 
is slated for completion by Labor Day 

Emerson Radio and Phonograph 
Corp. recently moved its administra 
tive headquarters and plant from the 
Port Authority Building, New York 
City, to the Emerson manufacturing 
plant in Jersey City, N. J. A thre 
story building was added to the New 
Jersev facilities last vear 


Raytheon Mfg. Co. has begun con 
struction of a new 203,874 square foot 
plant in Melrose, Ill. The building is 
the nucleus of manufacturing and 
warehousing facilities the company 
expects later to expand on the 624,000 
square-foot site. Completion is ex 
pected by September. 

Ihe company also announced it is 
purchasing the Davis Aircraft Co. 
plant in Lowell, Mass. The 210,000 
square-foot plant has been operated 
by Raytheon under lease since 1952. 

I'he Peerless Electric Co. recently 
began construction of a $350,000 
plant to house its fast growing fan and 
blower division, according to president 
Ralph Krochl The new building in 
Warren, O., is part of a half-million 
dollar expansion program. Construc 
tion will be completed by September. 

Republic Steel Kitchens is construc 
112,000-square-foot ware- 
house in Canton, O 


ing a new 
Construction 1s 
expected to be completed this month, 
iccording to C, | Howes, general 
manager of sales for Republic Steel 
Corp.'s Berger division 





New Line For White 





EXAMINING WHITE Product Corp.'s new vacuum cleaner are president R. A 
Lareau, left, A. D. Vining, vice president in charge of sales, center, and E. C 


Morefield, new sales manager of the 


Deep Cleaner 


division The cleaner is 


the first step in a product diversification program for the water heater manufac 


turer, president Loreau said 
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You can sell more of anything 
—when it’s “advertised in the Post’! 








More than 65,000,000 appliances were sold 
last year, and this year sales should be even 
greater. That’s a lot of selling, and it calls for 
a lot of advertising in the right place. That’s 
why The Saturday Evening Post continues to 


carry more appliance advertising than any 


Phe Saturday Evening 











other consumer magazine. For appliances are 
a family purchase and the Post gets to the 
best-customer families. What’s more, they 
spend more time with the Post and have more 
confidence in it. You sell them when you tell 


them, “It’s advertised in the Post.” 


PY aS Wi-gets to the heart of America 
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“THE FIRST YEAR'S the ecasiest,”’ 


cuts a birthday cake with one candle. He 


left to right) William ¢ 
John Park. V. ¢ 


Conley, R. © 
Robert J 


Ric e, 


says 


Connell 


Runge 





Norge president Judson S. Sayre as he 


s surrounded by Norge executives (frorr 
Walter C Harold Bull, 
Ruff 


Fisher, 


and James 


Jud’s $52 Million Job 


In one year, president Judson S. Sayre boosted 
Norge sales 112 percent, from $46,660,428 to $99,144 - 
718, and he says “Norge has barely started” 


It's been a vear since Judson § 


Sayre became president of Norge. In 
those 12 months which ended May | 
ales have climbed 112 percent—from 
$46,660,425 to $99,144,718—a gain 
of *% 54.290 

In spite of this progre Norge lia 
barely started its race to a first division 
berth in the appliance industr 
Savre said 

Outlook for 19 calendar year 
PHOMISE dollar volun in the neigh 
borhood of $120.000.000. a SO per 
cent gain over the 1954 calendar veat 
Savre observed 

Last year unit sal of Norge ap 
plane doubled the 195 figure 
Savre ttributed Norge growth p 
marily to a change in the attitude of 
distributors and dealers who deve loped 
new interest and excitement in th 
inerchandising power of th new 
Nor 

With this dynamic change, we 
tarted sluegime with a planne | pro 
gram of new product promotion 
full-line activitie md merchandi ing 
idea whose dimension ire un 
limited,” he said 

Until Sayre took over management 
Norgs 1 division of Borg-Warner 
Corp., struggled to maintain what th 
industy termed ninth position 
Norge rated as high ond in 1 
frigerator sales pre-war, Savre said, and 
is now headed back toward the first 
division 

Before coming to Norge, Sayre had 
been in the appliance industr } 
vears, during which time he laun i 
the first automatic clothes washer 


In a special report, Sayre cited th 


following as some of the accomplish 


ments of the new Norge managem 
feam 

A dealer coverag plan that added 
more than 5,000 dealers (1,200 in 
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October alone) and brought Norge 
products in contact with 50 percent 
more familie 
A radically 
plan paid 
to appliance dealers 

Plant doubled facilities 


for the production of automatic wash 


different 
ipproximatel 


profit-sharing 
$1,000,000 


CXPalisions 


CTs md drvet 
Introduction of new products, such 
is the 


range 


drver and built-in 
idded new dimension to Norg 
iles potential 


low cost 


Changing Times__ 





TICKING OFF the 


is this 


40th 
Golden Hour 


president 


anniversary 
clock, the 
Edward J. Bennan, right 
president of the Chicago Historical § 
to King Edward VI! 


pociety 


of the 
half millionth made 


presents 


Merger; Stromberg-Carlson... 


.. and General Dynamics Corp to join; manu- 
facturer of atomic submarines diversifies into the ap- 


pliance industry 


Ihe merger of Stromberg-Carlson 
Co. and the 
was announced last month 

Ihe directors of both companies 
ipproved the move and stockholder 
cted to final 


General Dynamics Corp 


are expt 
* 

June 25 

Under the the 

tion, Stromberg-Carlson will becom« 


give approval 


terms of combina 
Dynamics, rm 
individual identifica 
John 
Jay Hopkins, chairman of the board 
ind president of Dynamics, said pres 
ent officers of Stromberg-Carlson will 
Robert C. ‘Tait 
will become a senior vice president of 
Dynamics 


division of General 


taming its name, 


tion and organizational structurc 


remain in their posts 


as well as president of the 
Stromberg-Carlson division 

The appliance firm has been a well 
known manufacturer of communica 
ind clectronics equipment for 
than 60 ‘Loday it pro 
duces an extensive line of telephonc 
switchboard 


tions 
MOTE vcars 
equipment, imstruments 
and industrial products as well as tek 
vision and radio receivers, high fidel 
ity phonographs and 
ment. he 
5200 in its 
York, plants 

General 


sound equip 
than 


New 


firm employs morc 


three Rochester, 


three di 
subsidiary, 
55.000 Its 
Convair Division produces the most di 

ihed line of aircraft of any 
the U.S.—from the B-36 bomber to 
tie F-102A all weather, supersonic jet 
Ihe ilso makes 

including the Navy 


with 
Canadian 
approximately 


Dynamics, 
Visions ind ad 


employs 


firm im 


terceptor division 


tided missile 





Jefferson Electric Co 
by the 


timepiece ft 


Bellwood. Il! 
Jefferson 
the Paul M. Angle 
At left is an 1860 clock that belonged 


company 
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l'errier, an electronically guided super 
surface-to-air missile 


Ont 

In Groton, Conn., the Electr 
Boat division launched the world’s 
first atomic-powered submarine, the 
USS Nautilu in 1954. A second 
itomic sub, the Sea Wolf, is now un 
der construction 


third division 


produces 


General Dynami 
Electro Dynamic, 
motors for specialized commercial ind 
industrial uses 

Under the merger, stockholders of 
Stromberg-Carlson will be 
General Dynamics stock on a share for 
share basis 


electri 


issued 





Manufacturer Briefs 





¢ Perfection Stove Co. has changed 
its name to Perfection Industries, Inc 
Ihe which went into ef 
fect April 1, more appropriately covers 
the company’s expanded line of prod 
ucts, officials said 


new name, 


¢ Jordon Refrigerator Co. has estab 
lished a separate 
produce and sell its built-in refrigera 


division to design 
tor-freezer models, according to Harry 
Fogel, executive vice president 


¢ Raytheon Mfg. Co. has expanded 
its agreement with Dominion Ele« 
tronics Industries, Ltd., to manufac 
ture Raytheon-designed ‘TV 
Canada. The six-month-old agreement 
has been expanded to cover Raytheon 
color television 


officials said 


sects im 


ind transistor-radio 


¢ Radelco Mfg. Co. of Cleveland 


Q., has changed its name to ‘Tenna 
Mfg. Co. The change came “in order 
to provide a name which is more d 


scriptive of it’s present activities,” the 


company said 


e Servel, Inc. has retained the in 
dustrial design organization of Walte: 
Dorwin and associates to develop the 
company’s 1956 refrigerators 


New Monarch Washer 


Ihe Central Rubber & Steel ¢ orp 


will introduce a line of wringer wash 


s at the Furniture Mart in Chica; 
this month 

Ihe four model line will bear the 
“Monarch” name and will be aimed 
at the medium price bracket, accord 
Ing to J. H. Beardsley, vic« president 


of Central Rubber & Steel 
Officials of the 50-vear-old compan 
will be sold 


histributor channels 


said the line only through 
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IN CITY AFTER CITY...ALL OVER AMERICA 


G-E Revolving Shelves 
| are todays No.l Feature 


Maybe you, too, have found this to be true on the 





ving 
—— 1s een PE ~ ea ove 
—_ vj nine G-E ae LO pr pect wales of these - sales floor. 
in 1954, only yak ot the typical coerce a G-E Refrigerators. Re More and more women are asking about Revolving 
Shelves. Yet compa’ Shelves. Women want Revolving Shelves. 
Revolving Shelf modes PERCENTAGE B 


And, some women just aren't interested in a refriger- 
ator —no matter how glamorous— unless it has this unique 
convenience feature! 

Revolving Shelves are hot! They’re the #1 sales fea- 
ture in city after city . . . all over America. 

Make the most of this sales opportunity. Call your 
General Electric distributor now. General Electric 
Company, Appliance Park, Louisville 1, Kentucky. 


FURTHER PROOF 








In a special ownership questionnaire survey to deter- 
mine the popularity and consumer acceptance of G-E 
Revolving Shelves, 94.3 per cent of the purchasers of 
G-E Refrigerators who replied rated Revolving Shelves 
as either “‘good”’ or “‘excellent’’! 














More shelf area! General Electric Revolving Shelves pro- 
vide 15 PER CENT MORE SHELF AREA than in previous cor 
responding G-E Refrigerators with old-style shelves 





REFRIGERATOR- 


FREEZER 
Combination 


MODEL LH-14M 





Today's G-E Refrigerator Freezer Combinations are making sz “ *s history —outselling all 
other brands! Above: “‘Reach-easy”’ Refrigerator on top; roomy food freezer at bottom, 





Equipped, of course, with wonderful G-E Revolving Shelves 


Today's No. 1 Sales Feature: G-E Revolving Shelves 


GENERAL @@ ELECTRIC 
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Model P91, 4 H.P. 
Single Cylinder 
Compressor 






sell the many advantages 


% | sth 
WELDED 
HERMETICS 
°E wort lender in come 


equipment field 


When your sale appears to hang in a balance and the customer 
needs further convincing, satisfy this desire for the best by sell- 
ing the features that have made Tecumseh Welded Hermetics 
the most widely accepted compressor in the air conditioning and 
refrigeration field. 

Here are some facts about Tecumseh that you can use as sales 
tools: 

LOW INITIAL COST — Large production, based on constant de- 
mand, keeps cost low, and the savings are passed on in original 
equipment, or more “extras” at the same price. 

SMOOTHER QUIETER OPERATION--Compressor is hermetically 
sealed in oil to give longer trouble-free performance .. . internal 
spring mounting, available only in true hermetic compressors, 
eliminates vibration and assures quieter operation. 

COMPACT DESIGN Resulting from public demand for in- 
creased food storage space without increasing the size of the re- 
frigerator and smaller overall dimensions for room conditioners. 
FREEDOM FROM SERVICE—Designed specifically for a particu- 
lar application, efficient overall operation has resulted in less 
than 1% field returns under warranty for complete systems. 
Make your selling job easier . . . make sure your air conditioning 
or refrigeration appliances come equipped with Tecumseh Her- 
metic Compressors. 


21,000,000 TECUMSEH COMPRESSORS IN USE TODAY! 












TECUMSEH PRODUCTS 
TECUMSEH MICH. 


EXPORT DEPT.: 
P. O. Box 2280, 24530 Michigan Ave., W. Dearborn, Mich. 


World's Largest 
Producer of 

Compressors for the 

Refrigeration Industry 
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Gy 100 10 300 HOURS 
300 TO 900 HOURS 
EJ 900 1O 1400 HOURS 
£22] 1400 10 1800 HOURS 
CS 1800 10 2300 Hours 
EZ) 2300 10 2900 HOURS 














© Frigedaire 


- operation 








FRIGIDAIRE recently released this national guide to air conditioning requirements 
The various zones indicate the number of hours per year when the outside 
temperature exceeds 80 degrees and air conditioning is needed 


Coolers: A Shortage .. . 


... by mid-July; that’s the prediction of one air 
conditioner manufacturer as early sales continue good, 
nearly 30 percent up in first quarter 


Air conditioner sales for the first 
quarter of 1955 were up nearly 30 
percent and at least one big manufac 
turer is predicting a “major shortage” 
of units by mid-summer 

The Air Conditioning and Refriget 
ition Institute recently reported the 
izeable jump in sales at retail com 


pared to the first quarter of 1954 
Ihe institute also noted that “inven 
tori it the wholesale and _ factory 


levels are down nearly twelve pet 
cent 

Meanwhile | \ I race gencral 
Mitchell Manufac 
reports that carly spring 
orders were running ahead of produ 
tion at his plant. Sales were running 


only seven percent below 1954 whil 


iles manager of 
turing Co., 


production was scheduled at 20 per 
cent lower. 

lracey forecast that 
mands for room air conditioners will 


consumer cd 


outstrip manufacturers supplies by a 


units im 1955 

Hle based his prediction on a recent 
three-month, 45,000-mile tour in 
which he met with some 3,000 retail 
component part 


quarter-of-a-million 


ers and the 
manufacturers 
Mitchell's 
‘ales of room air conditioner 
1,300,000,” ‘Tracey said The 
tory necessary in the hands of factors 
distributors and dealers will be 300 
000 units. The total 1955 
ments will therefore b 
units. Since the carry-over from 1954 
is 600,000, the total new production 
1.000.000 
rom all indications the probable pro 
1955 will be 750.000 au 
250.001 


major 


Istimate. The 1955 
will be 
inven 


requir 
1.600.000 


needed this vear will be 


duction in 
conditioners, leaving a short 
ge.” 

lracey said the 750,000 unit pr 
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set because “‘the 
industry figured the 600,000 overflow 
units from 1954 would simply reduce 


duction for 19 Wa 


sales of new room air conditioners by 
that number.” 

What the industry failed to take 
into consideration were the number of 
bargain 

ir-old, 
cording 
, this will amount to 
300,000 unanticipated sales 


new customers created by th« 
basement’ prices at which the \ 
1954 units would be sold. A 
to recent figure 
ibout 
iles to persons who would not buy 
ir conditioning if it were not for the 
highly reduced clearance prices of last 
vear’s units,” ‘Tracey said. 

He added that the heavy 1954 carry 
over may actually turn out to be a 
good thing because it “created early 
business we've never had before.” 

In all, Tracey said the industry was 
demonstrating “positive recuperative 
powers” and would probably come out 
of 1955 verv healthy 

I'rade-In Plan. ‘The sak 


ilso indicated that trade-ins are be 


exccutive 


coming a factor in the air conditioning 


busine Mitchell has launched a 
plan to offer as much as $125 for old 
unit in working condition) traded 
in on the 1955 Mitchell 3 | hp 


room air conditioners 
he units will be 
the dealers and re-sold at around $100 
Mitchell introduced it National 
Trade-In Week Mav 16-2 vith 


in advertising 


reconditioned by 


impaign 1 1} 


papers, radio and television 

In mother promotion ftort, 
Mitchell is showing a 15-minute tel 
vision program in 200 citi The 
non-commercial film is “designed to 
better acquaint the American publi 
with the vital role played in his com 
munity by the appliance deal 
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A FIRST AGAIN! 


How Tabubous 
Fidelas 


CONSOLE 











‘FIDELIS’ CONSOLE 
(Model 565 
high fidelity from 40 
to over 15,000 ‘cps 








has EVERYTHING 
for the high fidelity customer who wants EVERYTHING! 


EXCITING NEW FEATURES 
Pace-setting V-M ftone-o-matic loudness control! 12” woofer and 4” tweeter 
speaker system! Exclusive Dual Bass Reflex Chamber! Input and output jacks! 


Exclusive 4-speed changer! Siesta Switch (R), Lazy-Lite (R), all other V-M 








corpor ATION, Benton Harbor, micHiGan 





M 


‘ <t 
, hi-fi features! 
M ‘ Model 556 high fidelit 
A ‘ $119.9 SPARKLING NEW STYLING 
Luxury furniture cabinets in Champagne Blonde or African Mahogany at the 
same price! Classic V-M style design appeals to the most discriminating 
i - foes STARTLING LOW PRICE 
oe V-M offers all this beauty, tone quality and features at amazing $199.95" list! 
M Mw ¢ le ne 4 
er ‘ HEAVY-DUTY V-M AD AND PROMOTION PROGRAM backs you 
a up-—brings ‘em in! See your V-M Distributor Salesman for complete details 


w/ 
- 
ae 
= 


WORLD'S LARGEST MANUFACTURER OF PHONOGRAPHS AND RECORD CHANGERS 
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“How far is it, Darling?” 


Here are a couple of your future customers. She'll soon be asking you 
questions about appliances and other things for her home. It will help 
you clinch sales if you can tell her what plus-values Armco Special- 
Purpose Steels add to your product. 

Take Armco ALUMINIZED STEEL. You'll find it in many of the appli- 
ances you sell—in reflectors and other parts of room heaters, in toasters, 
waffle irons, roasters, coffee makers, ranges, trash burners and picnic 
grills. Here are questions your customers may ask and the right answers: 

Q. Is this metal solid aluminum? 

A. No. It is steel coated with aluminum by a patented method. It is 
actually dipped in molten aluminum. 

Q. What are its advantages? 

A. The steel core provides the strength—the two metals together re- 
sist a combination of heat and corrosion better than either metal 
alone 

Q. What about heat reflection? 

A. Armco ALUMINIZED STEEL has a high degree of heat reflectivity. 
It will turn back approximately 80 per cent of the radiant heat 
thrown against it—an important reason for using ALUMINIZED 
in many appliances. 

Make a note of these selling points of Armco ALUMINIZED STEEL. They 
will help you sell appliances that have parts made of this Armco Special- 


Purpose Steel 


ARMCO STEEL CORPORATION 


3674 CURTIS STREET, MIDDLETOWN, OHIO 
EXPORT: THE ARMCO INTERNATIONAL CORPORATION 


— 
»! 
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FIRST WINNERS in the Westinghouse TV-radio ‘‘Be My Guest’’ promotion leave 


New York for a 12-day holiday in Europe 


by wives and families, 


In all, 45 dealers, many accompanied 


composed the first contingent of winners. The promotion 


ended May |5 and a second dealer trip to Europe left May 17 





Marketing Briefs 





© Beautycraft has doubled the 
in its 1955 line. The new 
different decora 
cadet blue, can 

brown, 


num 
ber of color 
clection includes |] 
tor color turquoise 
ivy. vellow, woodton 


pink, cloud gray 


petal 
Be rmuda coral, cop 


porcelain blu villow 


and pebl } A “‘colorack 
dealer with unple of the 
18-inch plates 

e Amana is making its De Luxe link 
of room air conditioners, now availabl 


perhuc green 
provides the 


color on 


only in brown, also obtainable in 
ivorv, according to sales manager Ed 
ward H. Lyons Ihe ivory-fronted 


models will sell at the 
the units with brown fronts 


ejJFD Mfg. Co., Inc. has received 


Salnic price is 








1 1955 Packaging Award for its Roto 
King Rotator “Valet.” ‘The container, 
which is built like a suitcase and can 
also be used as a display, was honored 
by the Fibre Box Association at its 
recent Chicago show 

© Hamilton Mfg. Co. has launched 
1 jubilee 
75th anniversary The new 
laundry line was introduced to regional 
sales managers at a Chicago meeting 
Production is scheduled 
to put models on the dealers’ floor 
carly this month 

¢ Remington Corp. is _ offering 
stockholders a 35 to 40 percent dis 
count on 1955 room 


promotion to celebrate its 
hom 


last month 


ir conditioners 
Hach stockholder may purchase direct 
from the factory three times as 
dollars worth of Remington units 
represented by pal value of it 
hares. Dealers will get $15 for assist 
ing shareholders select corre 


t units 





WELCOMING MOTOROLA dealers to the four-day Las Vegas Gold Rust ore 
David Kutner, right, Motorola ad director und Ted Aller econd from right 
regional manager in Denver More than 1,500 dealers were treated t the 
Las Vegas outing for their sales effort ) the first quarter of 1955 
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Westinghouse 


MEANS BUSINESS 


Westinghouse 
Fans deliver all 
the performance they 
promise... 


The actual performance of Westinghouse Fans, with their patented 
















designs, equals or exceeds that of other fans of comparable size and 

' & price. This is a statement of plain fact. It is backed by complete proof 
based on unbiased tests accepted as standard in the industry. 
This is of great importance to you because customer satisfaction 
depends on it. There is no way the customer can evaluate, in your 
store, the cooling job a fan will do in his home. 
You must have the assurance that a fan will actually do all the manu- 
facturer tells you it will do. 


you CAN BE SURE...1F ITS 


Westinghouse 











Jaahii seed 2eRiJB ms 


brow free Speed Electra aupe te Amara s leverite — 
5 * Cobumudifier  elrigersters * ’ eaeGun * Giees * Game beet tome * ° 
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Portrait of Prosperity 


Millions of families 


Millions of families 2! 


20. earning under $2,000 20 — earning over $5,000 
16.5 
15 is 
' 
10 8 9) 
5 
5 5- 
1935 1965 36 
. 
A PICTURE of economic healt revealed in this chart of income 935 v 
1955. In 20 years, poverty, as represented by families earning | than $2000 
mnu vy, has been cut in half. Meanwhile, the number of fan earr j 
$500( per y r has multiplied more than four time And 95 wn ' t theses 
ver-$5000 families are in the $5000 to $15,000 income bracket. This repre 


ents the new ma 


market for high-price 


products 


Astounding Changes .. . 


. in the distribution of the nation’s wealth 
mean a bigger market for products like appliances; 
more people can afford them than ever before 


More families can buy appliance 
today than ever before. ‘That is just 
one conclusion that can be drawn 
trom a recent report on the di 


tribution of the country’s wealth by 
the McGraw-Hill Department — of 


| COnOTHK 


Contrary to the old communist 
idage the rich get richer and the 
poor get poorer,” just the opposite i 
happening in America, The poor are 
getting fewer—as are the fabuloush 


wealthy—and the great middle-income 
class is continually expanding at an 
imnazing rat 

More than 70 percent of th 
nation’s families now earn more than 

000 a year and the average famils 
income is around $5,000. The 1953 
iverage was $5,372, and the median 
with as many incomes above it as 
below it—was $4410 

In 1935 there were probably not 
rrcore than ) million farnilie } with 


incomes which would corre pond at 


today prices to $5,000 and up 


l ven 
in 1941 such families appear to have 


numbered under 10 millon. But to 
day there are over 21 million—of which 
19.5 million are in the $5,000 to 
$15,000 middle-income cla 

These change imply i veritable 
revolution in the demand for homes 


like 


and he Ip to explain how 


witos, and consumer durabl 
ipphance 


the 
industry 


ito industry and construction 


can produce and hope to 


cll over 6 million cars and 14 million 


hon this vear the econom« ck 
partment tated 
Growth Plus Redistribution. ‘The 


this tremendous middk 


market has been spurred by 


HICrcase in 
mcome 


two  trends—the overall national 
growth of the economy and mor 
equal distribution of the wealth 

Ihe average family income after 
taxes increased between 1941 and 
1953 by 24 percent This is real 
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income—allowing for price chang 
lhus the average family in 1953, after 
taxes, could afford to buy about five 


items of consumption for every four it 
could buy during a similar period 12 
vears earlier 

During this period from 1941 to 
1953, the fifth of all families 
in income increased their purchasing 
power by 57 percent, compared to thi 
24 percent for the nation as a whol 
lhe top fifth, on the other hand, in 
than 13 
percent ind the top twenticth by onh 
hive percent 


lowest 


creased their income by k 


Poverty Drops. ‘Vhis period has thus 
en a sharp reduction in the number 
of really 
cline in 


poor families, a relative de 
the ind “an 
cnormous growth in the amount of in 
falling in the brackets 
where the mass markets for consumer 
durables lie,” the reports said 

As indicated in the 
onh 


large MComeCsS, 


come middle 


graph above, 


families today 


This i 
uch families in 
that 1935-55 
millon mor 


million 
O00 


ound § 
earn less than $2 
from 16.5 million 
1935 And 


one | 


i drop 


during 
period familie 
were formed 

But even that 8 million figure is 
is bad as it the 
dicated, Individuals living 
counted as families in this 
thes« 
$1000 


not 
cems, report im 
alone wer 
ind 
individuals 


$2000 


study 
ove! million of 
earned between ind 
Thus their income on a per 
basis often exceeded those of 


in higher brackets 


capita 


families 


Another larg yroup are retired 
persons whose income is small but 
who are living in higher brackets by 
spending savings. In all, there are 
only about four and one half million 
in the “acute poverty’’ class—and even 


tudents 
ind pe rson \\ ith ti mpora;©ry misfortune 
bracket for 


there, many are ipprentice 
who remain in that incom 


only a short time 


A Third Can Be Converted 


Cleveland utility finds 33 percent of gas range 
owners can be switched to electricity: new promotion 
emphasizes low cost, cleanliness 


Ihe public h 


tri 


Phat IMISCONCCP 


tions about el ranges, according 
tudy by the Cleveland 
klectric [luminating Lhe 
utility recently launched a promotion 
to combat these impressions 
\bout 858 percent of ga 
think that an 
range cost 
the utilit 
range owners think it 
$75 to install an electri 
lo combat thes 
the 
“the 
rang 


to a motivation 


Company 


range 
Ownecl 
clectri¢ 


ing to 


iutomatu 

over $250, accord 

Also 
cost 


range 


most gas 
SOU to 


md other mi 
Cleveland utility ha 
heaviest 
idvertising in our service 
iccording to Will 


residential 


conc ption 
launched barrage of 
clectri 
rea in 10 
Clark, 

Ihe company’s motivation surves 
revealed that 33! 
rang 


vcar’rs 

manager of sales 
® percent of the gas 
owners would switch to electric 
cooking with pursuasion 
thi persuasion” the 
its campaign 


l'o provide 
utility opened 
with a doublk page 
pread in the metropolitan newspapers 
Followup ads are running six days a 
week, Monday through Saturday, in 
three Cleveland papers. 

In all, a total of 192 newspaper ads 
are scheduled in metropolitan and 
suburban papers, In addition, 


ind 


two 


television program two radio 
programs plugged thi 
campaign 

Ihe 
that 


call 


merchandising 


main theme 
from May 


buy a 


of the program is 
until June 17 
modern fully automatic 

for $199.95. or less.” 


comp ny 


, vou 


clectri¢ 
Since 


range 


the study revealed 


Norge Tenders Tents 


that leanlin ‘ DaSsI reasou 
for buving electric ranges, this featur 
was also pu hed 

Nine different brand md their 
distributors are cooperating in the 
program Included ire General 
Klectric, Philco, Kelvinator, Frigidaire 


W estinghous« Kenmore 
Admiral and Norge. All of the electri 
ranges in the promotion are fulh 
witomatic and are from 30 to 40 
inches Ith VA’ 


Hotpoint 


Electric Servants 


The third phase of the successful 
Electric Servants Fair’ promotions 
will be held June 10 to 18 in eleven 
cities in Ohio, Co-sponsored by the 
Saturday Evening Post and the Ohio 
Co., the effort is 
promoting and _ selling 
the local level 

Some 120 dealers and their person 
will participate. Cities working 
with the event are: New Philadelphia, 
Stubenville, Lancaster, Newark, 
McConnelsville, Ironton, Lima, Van 
Wert, Findlay, ‘Tiffin and Bucyrus 
Ohio back the events 
with newspaper and 
idvertising. Success of the former 
held first in Van Wert and 
both Zanesville and Cam 
shown by the fact that 35 
sold 514 major 
ippliances in the three cities 


Powel umed at 


ippliances on 


nel 


Power will 


extensive radio 
events, 
then in 
bridge, is 
davs 


dealers in 8 








“IT’S ONE OF THE HOTTEST promotion specials we've ever had 


Cc. Connell, left 
appliance purchase. Als« 


president R 
with every 
ident and 


Li mul 


Strau pre 
distributor in St 
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about the new Norge offer 
exomining the tent 


sales manager respectively of 
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says sales vice 
a Davy Crockett tent 
sre M. B. Lasky and Gene 


Mayft wer Sole Co N rge 
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Mechanization puts more money into the pockets of top farmers like Noel Sharp. 





Better farming makes him 


a better customer for you! 


By using the better farming tools within his reach, the average 
farmer can boost his net income by 25°, 


Our job is to inspire more farmers to reach for this better farming 
goal—and to keep top farmers abreast of the newest and best. This 
makes more customers for you. For what you sell is needed to 
achieve better farming. 

Better farming on more farms. . . more sales to more prosperous 
farmers—that’s what Better Farming means! 


Now Country Gentleman’s name 


ELECTRICAL 


and aim are the same 


A Curtis publication 
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COUNTRY GENTLEMAN -THE MAGAZINE FOR 


Better Farming 
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A 


IT FLASHES 


‘ 


TRAVEL-LITE Met 


No. 960-—~Red Top Flasher — Powerful 
or BOTH at same time. Pivot 


Spotlight 


base. 


No. 960 $6.50° 





LANTERNS 


METAL WARE 


SELL FASTER 


© ALWAYS FIRST with the newest improvements in 
performance and service. 


¢ WIDEST SELECTION of types and models 


* PRICED for popular demand, to insure steady year 
‘round turnover. 
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Two 


"Tilt-Beam” 
FLASHERLITE 


No, 740 — with tilting Sealed 
Beam Spotlight that pivots up 
and down in wide arc—stays put 
at desired angle. Red Top Flasher 
—both lights operate single or 
together. 


No. 740 $8.95* 














TWIN-LITE 


No, 872—Twin Switches—light 
either bulb or both at same time. 
Exclusive Pivot Base spots beam 
up and down—stays put at many 
angles. 


"No. 872 - $4.95" 


"Tilt-Beam” SPORT-LITE 


No. 730—Same as No. 740 
Flasherlite, but with 
bright flood light in 
slace of Red Flasher. 
Jest all-around 
Sports Lan- 
tern. With 
SEALED 
BEAM! 


No. 730 
$7.50° 


Write Today 
For Latest 
Wustrated 


*Slightly Higher In West 


WARE @oxz£oratiou 


Rivers, Wisconsin 
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1955 Sales Boom 


First quarter reports reveal skyrocketing sales 
and profits for many television manufacturers; RCA 
sees first billion-dollar-year ahead 


Ielevision sales during the first 
quarter of 1955 raced far ahead of the 
first three months of 1954, according 
to the financial reports released by sev 


cral 1'V manufacturers last month. 


RCA. In a recent report to stock 
holders, RCA’s Brig. General David 
Sarnoff said, “In the first three months 
of this year, RCA products and serv- 
ices sold have amounted to $256,- 
305,000, an increase of 13 percent 
over the first quarter of last year; in 
deed, this is the most successful first 
quarter sales period since the corpo- 
ration was founded 36 years ago.” 

Net profits amounted to $12,568, 
000, an increase of 25 percent over 
profits for the first quarter of 1954. 
Sarnoff acknowledged that “it is not 
possible to use the results of the first 
quarter period as the yardstick for the 
remainder of the year,’ but he said 
“we hope that RCA will, for the first 
time in its history, achieve the stature 
of a billion dollar business.” 


Motorola, Sales for the first quarter 
of 1955 were $51,878,179, compared 
with $48,006,800 for the same period 
in 1954. Earnings were up to $2,153, 
038 from $1,644,084 last vear. 

President Paul V. Galvin said the 
three-month period was “the second 
best first quarter in the company’s his 
tory” and he predicted total 1955 
business will exceed the previous high 
of $217,000,000 in 1953 


Sylvania. ‘The first quarter of 1955 
exceeded any previous first quarter and 
was second highest for any quarter in 
company history. Sales were up 10 
percent from a year ago and net in 
come was 53 percent higher. Profits 
were $3,247,655 for 1955, compared 
to $2,121,487 for 1954 

President Don G. Mitchell said 
the favorable conditions “should pre 
vail for the balance of the vear’ and 
1955 sales and earnings are expected 
to top 1954 figures 


Stromberg-Carlson. Sales increased 
to $17,009,385 for the first three 
months of 1955, about $3 million over 


the $16,285,006 for the first quarter of 


1954. Net carnings amounted to 
$604,577, as compared to $571,553 
in 1954 

Zenith. Net prohts for the first 


three months rose to $2,483,839, com 
pared to $827,521 during the same 
period in 1954. Sales were $40,371, 
812 compared to $29,335,190 in 1954 

Unit sales of television sets were the 
highest for any first quarter in the 
company's history, exceeding by 20 
percent the 1953 record. Radio sales 
were up from 1954 in sales and dol 
lar volume, but did not reach the 1953 
peak. Billings under government con 
tracts represented a smaller percentage 
of total sales than a vear ago 
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Olympic. Profits were $83,631, 
compared to 1954’s $58,072, for the 
first quarter. Radio sales jumped 400 
percent for the first four months of 
1955 and television volume was up 62 
percent for the quarter, with March 
TV sales 95 percent ahead of 1954. 
Due to a “considerable decline in ship- 
ments of military equipment” total 
sales were $4,800,956, down slightly 
from 1954's $4,860,015. 


Magnavox. Profits for the first quar 
ter were $578,000, compared to $329, 
000 in the same period last year. The 
carnings rise came in spite of a drop 
in sales, from $15,227,000 in 1954 
to $14,365,000 in 1955. 

Unit shipments of television and 
radio-phonographs were approximately 
25 percent higher for the first quarter, 
1955, and the trend is expected to 
continue through the current period. 


Webster-Chicago. First quarter sales 
broke all records with a $8,321,976 
volume, compared with $6,899,586 in 
1954. This is a 20 percent increase 
over 1954, which in turn, the 
company’s best year. 

Total 1954 sales reached $31,741, 
046, 14 percent ahead of 1953's $27, 
757,899. Net profits for the year were 
$564,198. Heavy investment in de 
velopment and _ re-tooling brought 
profits down from 1953 levels 


Admiral. Although television and 

radio sales increased during the first 
quarter, total sales dropped approxi 
mately 12 percent because of a 65 
percent decline in present military 
production. 
President Ross Siragusa predicted that 
full-year sales will be up five to ten 
percent and carnings should be “some 
what higher” than last year. 


Was 


Stewart-Warmer. Net profit for the 
first three months were $1,116,000, 
nearly 40 percent ahead of the previ 
ous year. James S. Knowlson, board 
chairman, and Bennett Archambault, 
president, announced “Earnings dur 
ing the first quarter of this year 
the largest for any first quarter 
1951, and it seems likely that good 
results will be attained during the cur 
rent quarter.” 

Total volume declined during the 
first quarter, partly due to the com 
pany’s discontinuance of radio and 
television activities in the U. S$ 


were 
since 


Hoffman. Sales were $8,988,928 
for the first three months of 1955, 
compared to $14,147,572 for the same 
period in 1954. Net profits for the 
period were $309.906 as compared 
with $470,238 last vear. President 
H. Leslie Hoffman said that profits on 
'V production had improved over 
last vear, but reduced sales and profits 
resulted from work government 
contracts 


on 

















Sell Deepfreeze Home Freezers 
in volume at full margin of profit, 
with the Deepfreeze Food Plan! 


Dealers throughout the United States report 
big profits with the Deepfreeze-sponsored 
National Co-operative Freezer Food Service! 


The Deepfreeze Food Plan is a truly national food plan 
based on a realistic Code of Ethics which affords full 
protection to the food plan customer. For this reason, 
many leading department stores across the nation are 
now using this dependable plan and staking their reputa- 
tions on its successful operation. 


The success is the result of many years of research 
and experience by the pioneer of the home freezer indus- 
try. The Deepfreeze National Co-operative Freezer Food 
Service Plan is adaptable for use by either large or small 
appliance dealers. 


Here’s how you can profit from 
the Deepfreeze Food Plan: 


], You sell at full list price .. . no trade-ins . . . no mark- 
downs .. . full margin of profit. 


2. Freezer sales show an immediate increase. Plans now 
. 
in operation show sales volume can double, triple and 
more! 


3 Saturation is low (15°) . . . and practically everyone 
who eats and has an income is a prospect. 


4. Satisfied customers will create new prospects for you. 
. 


You can offer your customers a reputable food plan 
sponsored by Deepfreeze—the name that people know 
as the pioneer in the freezer industry. 


Deepfreeze Distributors have trained experts who are 
qualified to assist you in getting started in the Deepfreeze 
Food Plan business. They will help you train personnel, 
secure financing and food source. Act now to be sure of 
getting in on this opportunity. Phone, wire or send in 
the coupon today! 
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Model CU-127 Model CU-167 Model BU-197 Model CU-197 
11.60 cu. ft 16.00 cu. ft 18.60 cu. ft 18.90 cu. ft 





Model C-247 Model C-187 Model C-147 Model C-87 


23.71 cu, ft 17.80 cu. ft 13.59 cw. ft 76] cu ft 


Deepfreeze 


HOME & APPLIANCES 


@® 1955 ~y yfreeze Home Appliances, North Chicago, Illinois. Makers 
of cnontien Jeepfreeze Home Freezers, Refrigerators, and Room Air 
Conditioners. Spee ifications subject to change without notice. Deepfreeze 
Home Appliances also sold in Canada by authorized dealers 





DON’T DELAY—SEND COUPON TODAY! 


—----------- 4 


General Sales Manager EM 655 
Deepfreeze Home Appliance Division 
North Chicago, Illinois 


Send me further information on the Deepfreeze Food Plan. 


Nome 
Firm Name 


Address 








Color TV; Coming Down 


RCA begins distributing a set at $795 and Halli- 
crafters is slated to introduce a color receiver at $695 


this month for fall market 


The price of color television is 
slowly dropping. RCA is 
two new 2\-inch sets, with simplified 
circuits, priced at $795 and $895 
Also in June, Hallicrafters is scheduled 
to show a 21-in set at $695 

Hoffman Radio announced mean 
while that shipment has started on 
its 21-inch “Colorcaster’’ 
tails at $895, 

Robert A. Seidel, executive vice 
president of RCA, said “Retail deal 
ers are expected to begin offering 
the RCA sets to consumers in early 
June, but quantities will be limited.” 
He added, however, that the “RCA 
Victor television has 
ans to turn out receivers in 
arger numbers than ever before, with 
production mounting each month.” 

He also noted that NBC has an 
nounced plans for expansion of color 
I'V programming for the fall. “All 
the segments are falling into place to 
bring the American public more and 
more color television,” he said 

Seidel said that the new color TV 


unveiling 


which re 


division made 


{ olor 


sets have a 26-tube chassis, a reduc 
tion of 14 tubes from the 40 used in 
the company's previous 21-inch re 


cciver®rs 

“It has taken nine years of develop 
ment to reduce the number of tubes 
in black-and-white sets from 30 to 
20,” he said. “But the 
gained in black-and-white, 


experience 
plus out 


standing advances in color, has en 
abled us in one year to reduce the 
number of tubes in our color sets 


from 40 to 26, including the color 
picture tube.” 

Hallicrafters Set. The new Halli 
crafters receivers uses the 21-inch 


RCA round picture tube and also has 
1 26-tube chassis Ihe set will be 
introduced this month and go im 
mediately into mass production for 
the fall market 

In a letter to distributors, board 
chairman William J]. Halligan said that 
the time for the 
ufacture of 


“practical mass man 


color telev mion receivers 


has been a long time in coming. It’s 
here now, to stay.” 
Halligan estimated that the indus 


try would produce from 100 to 150 


thousand color sets this vear He 
added that black and white market 
would continue strong 

This estimate of the black and 


white scene was also expressed by 
RCA’s Seidel He said, “Industry 
figures show that consumers are buy 
ing black and white receivers in num 
bers comparable to the industry's best 
selling periods and we confidently 
expect this excellent volume of busi 
ness to continue hand in hand with 
the growth of color,” 

G-E Color Doubtful. Meanwhile, 
a General Electric executive estimated 
that the monochrome market will hold 
up for the next ten years Dr, 
W. R. G. Baker, vice president and 
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general manager of G-E’s electronic di 
vision, sharply disputed the belief that 
a $500 price tag is the key to a mass 
market for color ‘I'V, however. 

He said that, first, the mass mar 
market, but has levels 
price 


ket is not on 
of price classes, and second, the 
levels are not fixed, but flexibl 

Dr. Baker estimated that it will be 
1957 before color sets reach a sales vol 
ume of more than one half million a 
vear. ‘The rate of one million a year 
will come in 1958 and if there is sufh 
cient color programming, he said, color 
ict sales may be in excess of five mil 
lion a year in 1960. 

He feels that the higher end of the 
“class”” market can be reached if and 
marketed at about 
10 percent over the price of the high 
This would 
provide a averaging about 
$600, he On this basis, a tub« 
costing $100 to build could just be 
gin to open up the class market, he 
com luded 


when a set can be 


end monochrome receiver 


color set 


said 


Color Developments 


Iwo important improvements were 


announced in color television last 
month: RCA’s magnetic TV tape 
recorder and Du Mont’s “Electron 
icam’’ camera 

Ihe RCA development was r 


vealed in conjunction with the dedi 
cation of Minnesota Mining and 
Manufacturing Co.’s research center 
May 12. The event featured the first 
cross country 


transmission of color 


Ready For Color TV 


television on magnetic video recording 
tape. 

The RCA TV magnetic tape re- 
cording system was first demonstrated 
under laboratory conditions on De 
cember 1, 1953. The system was de 
scribed then as the first major step 
into an era of “electronic photog 
raphy” which will eliminate most of 
the time and all of the chemical proc 
essing of present-day photography. 

Ihe I'V magnetic tape recorder is 
similar in its basic principles to the 
conventional tape recorder used for 
Ihe recorder used for the 
May 12 demonstration was the second 
built by RCA and has numerous im 
provements over the model displayed 
in the 1953 demonstration 

(he 3M dedication was chosen for 
revealing the new unit, since Minne 
sota Mining and Manufacturing de 
veloped the magnetic tape used by 


sound 


RCA. “Some problems remain to be 
solved,” the audience was told, “but 
we are certain that these problems 
will be solved.” 


Du Mont’s Contribution. Du Mont 
Laboratories meanwhile introduced its 
“Electronicam” which is designed ‘to 


cut the cost of color ‘TV program 
production as well as the cost of 


regular movie production. 

Ihe new system involves a TV 
film mounted 
with a common lens sys 
Light passing through the com 
mon lens is split into two parts, one 
to the film and one to the TV chain 
[his permits simultaneous filming of 
1 ‘I'V_ production. 

At the present time, 
film recordings of ‘I'\ 
made by directing the film camera at 
1 TV picture tube. Some quality is 
lost, of course, in transmission through 
the ‘I'V system. ‘This is especially truc 


and a 


side-by-side 


Ccamcta Camcta 


tem 


“kines ope ‘ug 


y 
programs are 


with color 

With the new technique, programs 
can be telecast in black and white 
while a color film is being made 
simultaneously for later colorcasting 








SERVICEMEN like these, at Raytheon’s Chicago school, 
The 


day when color television “‘arrives.”’ 


are preparing for the 


Raytheon course, taught by sales 


engineering director Frank Loasby, standing center, runs for one week. Over 200 
have already graduated from the school, which was started last September, and 


the course is ‘booked up” 


solid for the next two months 
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See TV In Teepee 





a televi- 
sion antenna atop his authentic old wig- 
wam in the Iroquois village of Caughna- 
waga, on the outskirts of Montreal. The 


CHIEF WHITE EAGLE instal: 








chief is believed to be the first Indian 
in North America to place a TV aerial 
on a wigwaom 
Television Briefs 

e CBS-Columbia’s dealer organiza 


tion has expanded over 19 percent 
March 30, as a result of the 
company’s “Blue ‘Tag Special” promo 
tion, according to David J. Hopkins, 
director of sales, He added that the 
inticipated rise in th number of 
will surpass the 19 


rec orded., 


since 


dealers percent 


ilready 


e CBS-Columbia Shift. I]. C. Bon 
fig, former vice president and director 
of sales for Zenith Radio Corp., ha 
been named president of CBS-Colum 
bia to Mintz, 


succeed Seymour who 


e Emerson Radio and Phonograph 


is offering receivers in a choice of 


eight pastel colors. Michael Kory, 
director of sales, said the 17-inch 
table model is being offered in carna 


tion pink, citron yellow, French grey, 


willow green, sky bluc, sudan ebony, 
butternut blonde, and mahogany 
e Magnavox = recently troduced 


two models in ebony. The units sell 
for $249.50. five dollars higher than 


the regular oak model. All the “stoop 
tuning’ models are being dropped 
from the line and top and front tun 
ing is being substituted 

e Sightmaster Corp. announced re 
cently that Transvision, Inc., of New 


Rochelle, N. Y., has been reorganized 
with Sightmaster Corp. as the largest 
stockholder. ‘Transvision started in 
the TV kit business in 1948 and sold 
$3,500,000 worth of equipment in 
the first two years. Michael L. Kap 
lan, president of Sightmaster, says the 
kit company now has plans for a color 
I'V assembly 
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® Puts an entire Service Department at 
your fingertips. 


® Contains a directory listing all author- 
ized G-E Service Stations. 


® Holds 50 repair tags. 


. . ® Neat, compact unit 11/2" x 14" in bright 
turquoise. 
Send for your free G-E Service Wall Unit 
4 ’ 


today! In just 11 '4"x 14" of wall space, you 
have an entire service department. You 
don’t even need a screwdriver. All you 
need is a pencil! 

Clip and send the'coupon for your free 
G-E Service Wall Unit now! 


G. E.’s “Rapid Service Plan’”’ makes serv- 
icing simpler, easier! 

General Electric has more than 100 au- 

thorized service outlets throughout the 
U.S. Your store is no more than 48 mail 
hours from one of these. Most appliances 
are repaired and on their way back within 
3 days after receipt. Rarely takes more 
than a week! 
Cost of repair is kept to a minimum under 
G.E.’s new policy. Average cost of repairs 
on a toaster, for example, is only about 
$3.00! 

From every angle, it’s a simpler, easier 
way to handle service! 








Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


1955 
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Bob Evans, Small Appliance Division 
General Electric Company, Bridgeport 2, Conn. 


G-E Service Wall Unit 
with directory and repair tags. 


Please send me 





GO sas wan eran all 
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GLUTTONS ‘to PUNISHMENT 


Industrial 


; rd 
extension cora sets 

























for all types of Portable 
Devices used in Construction 
Work, Manufacturing, industrial 
Plants, Agriculture and Shipyards 





ALL-RUBBER components built to 
withstand crushing loads and impacts too severe for 





less rugged equipment. Both male and female com- 
ponents integral molded-on, waterproof, strain-resistant. Unequalied for 
yeoman tervice where the going is ROUGH. 25-, 50- and 100-f1. lengths 
16/2, 14/2 and 12/2 type $—both 2- and 3-wire. 





Heavy duty © 
extension cord sets 


for Washing Machines, Refrigerators, 
Fans, Electric Lawn Mowers, 
Hedge Trimmers, Portable Tools, 
| Business Machines and Small Motors 























Gluttons for punishment! Husky cords in standard lengths; inte- 
gral molded-on components. Female connector has double 
contact blades, insuring perfect connection. Moisture- and strain- 
proof, 15-to 100-ft. 16/2 and 18/2. 


Household © 
cords .. cord sets 


for long, trouble-free service with 
Electric Mixers, Toasters, Table 














Appliances, Vacuum Cleaners, etc. 











Sturdy counterparts of the husky CORNISH cord sets 
used as original equipment by foremost manufacturers. 
GLUTTONS FOR PUNISHMENT! 





CORNISH WIRE COMPANY, inc. 


tMGiltigdime big tai New Vork 7, fl. ¥. 
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Admiral Deal 


All Admiral dealers who purchased 
five I'V sets, including one 24-inch 
between April 15 and May 
12 have been given one share of Ad 
miral Corp. stock 


model 


Ihe dealers received an additional 
hare for each five sets purchased 
Ihe shares of stock were made avail 
able from the personal holding of 
Ross D. Siragusa, president 

W. C. Johnson, vice president of 
ales, commented, ““Ilwo years ago we 
ent over 800 Admiral dealers to the 
Virgin Islands for a week. We also 
ent a group to Europe for the coro 
nation of Queen Elizabeth. Since 
then one manufacturer offered dealer: 
1 trip around the world. About the 
only trip that has not been offered 
is a trip to thi 
pace travel become 
planet ‘ 

Johnson added that the disadvan 
tages of trips is that they take the 
dealer away from his store and result 
in lower sales and profits for his 
operation. ‘Under the Admiral plan,” 
he concluded, “the dealer doesn’t 
have to leave his place of business.’ 


moon, when and if 
available to that 


Du Mont Position 


While Du Mont has lost money on 
its network operation, the enhanced 
market value of its television stations 
will exceed those losses by more than 
$7,000,000 

Ihat was the estimate of Dr. Allen 
B. Du Mont in an annual statement 
to stockholders. He declared that the 
company’s record in manufacturing 
favorably with the 
records of major competitors in the 


ind sales compares 


television industry 
In 1954, he said, the 
carned 3 percent on sales 


company 
as compared 
to an average of 3.3 percent for seven 
major television competitors 


A Big Man In TV 





Following the annual stockhold 
ers meeting, Armand G. Erpf was 
elected as a director in place of Bruce 
I’. Du Mont, who resigned. Erpf is 
a partner in Carl M. Loeb, Rhoades 
and Co., investment bankers, and had 
the support of Paramount Pictures, 
which owns all the class B stock of 
Paramount already has 
ht-man board 


the company 
three men on the « 
of directors 

Uhe election will result in “an ag 


a 
ig 


gressive and progressive course of com 
pany action,” according to Dr. Allen 


B. Du Mont 


Utility Ad Winners 


The Public Utilities Advertising A 
sociation recently announced the 1584 
winners in the 32nd annual Better 
Copy Contest. ‘The awards were given 
in 23 different classifications 

Winners in appliance-allied fields 
included the following 

For complete programs, first priz 
went to Commonwealth Edison Co 
Chicago, division A, New Orlean 
Public Service, Inc., division B, and 
Portland Gas & Coke Co., Portland, 
Ore., division C 
utilities of similar size.) 

For the best “single newspaper ad 
vertisement selling electrical merchan 
dise’’: in division A; first prize, Du 
quesne Light Co., Pittsburgh, second 
prize, New York State Electric & Ga 
Corp., Binghamton, N. Y., and third 
prize, the Detroit Edison Co., Detroit 
In division B; first prize, Wisconsin 
Public Service Corp., Green Bay, sec 
ond prize, Puget Sound Power & Light 
Co., and third prize, the Dayton 
Power & Light Co., Dayton. In divi- 
sion C; first prize, the Hawaiian Ele« 
tric Co., Ltd., Honolulu, second priz 
the Lowell Electric Light Corp., Lo 
well, Mass., and third prize, the 
Washington Water Power Co., Spo 
kane, Washington. 


( Divisions grouped 








AL TOMAINI, with arms outstretched, 


among anyone else, for that matter 
tallest TV dealer in the country 
Gibsonton, Fla., 
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is a big man among TV dealers—or 


Standing eight feet, one inch, he is the 
Tomaini, who sells Admiral television sets in 
is shown here visiting the Admiral booth at the Florida State Fair 


MERCHANDISING 





RCA Victor introduces 
the Mark VI-spearhead 

@~=Ccof the all-new “Victrola” 
High Fidelity line 


; ak *% ; - as ) \ y aor What a year this will be for Hi-Fi business! A¢ 
ity 7 > . . 
: ey ¢ te ? cording to latest estimates, the American publi 
i} as me ’ will buy a whopping $300,000,000 worth of equip 
\ a”) ’ x* * * 3° % te 7 x* 
z +4 ‘ 
3 . 7 . 
‘# 





“0 4 ment from retailers. And to make sure you get 
© te > te * your share, RCA Victor introduces the Mark VI 
‘ 4 é ’ 4 4 spearhead of the New Orthophonic High Fidelity 
* 


“Victrola” Phonograph line to be announced late 





Here for the first time is a complete High 
Fidelity system, factory-balanced by RCA Victor 
for superlative performance. Here for the first 
time is registered High Fidelity, with each in- 
strument bearing a plaque and number registered 
in the owner's name. Here, too, is the new RCA 
Victor Panoramic Speaker System that sets the 
highest standards ever known for sound repro- 
duction. 


x 


- 
Pa 
7 
by 
4 e - 


By all means, see and hear the handsomely 
styled Mark VI at your RCA Victor distributor 
It’s an instrument that’s bound to help you cap- 
ture a huge, ready-made market of customers 





Precision Control Panel puts everything at your finger 
tips... variable bass, treble and loudness controls 





Here's true wide-angle distribution of both high and 
low frequencies. Speakers are scientifically angled 


to cover 160 degrees to fill the room with sound 





The “Mark VI.” $129.95. Three-speaker New Orthophonic High Fidelity “Victrola” 
Phonograph. Mahogany or modern oak finish. Legs optional, extra. Model 6HF5. 


Watch for 


big me 





RCA VICTOR “x 


ns 


Tris. @ RADIO CORPORATION OF AMERICA Follow these pages for announcement of 
CAMDEN 8, NEW JERSEY all the other new RCA Victor New Ortho 
ggested Easterr orice a. whiect | ange without notice. phonic High Fidelity “Victrola” Phonographs. 
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TOP of the 


raat: 
C?2 FANS 


CERTIFIED RATING 


You'll be sitting pretty, too, 
with Conso Windmasters 
heaping up the profits 
high 


rock-bottom price 


Here's quality at a 


a price 


fo entice 


customer demand 


insure fast turnover. You 


can't miss on this money 


maker, Wire or write today 


for complete information 


10-YEAR GUARANTEE 


CHECK THESE IMPORTANT CONSO WINDMASTER FEATURES: 


Underwriters Laboratory Approved « Compact and easy to 
install, either vertically or horizontally « G.E. motor with 
thermal overload cut-off « $.K.F. Neoprene-mounted sealed-for- 
life bearing « Quiet, counter-balanced die-cut steel blades « 
100% welded construction throughout e Vibration-proof rubber- 
padded frame mount e Automatic spring-hinged belt tensioner. 


Manufacturers’ agents: Choice territories available for reliable 


agents with followings. Write immediately for information on 
} 9g y 


the fastest-selling line in the country 


CONSOLIDATED GENERAL PRODUCTS, INC. 


24th and Nicholson Houston 8, Texas 
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RADIO BUILT for bikes, 


the typical premium 


by Interhemisphere Products of New York, was 
on display at the twenty-second National 


April 18-21 


Exposition in Chicage 


Premiums Play A Part. . . 


one of 
Premium Buyers 





EVEN POWER TOOLS, like this Dormeyer unit demonstrated by Harry Brickman, 


were shown 


which ranged in price from a fraction of a cent to $1000 


_.. In Appliance Selling 


— 
PORTABLE SEWING MACHINE, o 1|0-pound Bel! unit listed at $89.95, was 
among the 346 exhibit in the four-day now A 64 page I klet listed the 
exhibitors and the various product 
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Some 7,000 merchandising and promotion men viewed the product 

















SUMMER MARKET § 


June 20-30, 1955 


















































More merchants will spend more time, buy more merchandise, make more contacts—at 
the American Furniture Mart’s Summer Market than at all other markets combined ! ! ! 


WHY ? There were an estimated And here they were able to discuss mer- 
33.5 million units of television-radio, major chandise and advertising plans with top 
home appliances, stoves and ranges sold in management from the leading producing 
1954. More buyers for furniture and depart- organizations—speedily, efficiently and eco- 
ment stores, specialty appliance stores and nomically. 

mail order chains saw this merchandise under The leadership in both production and 
one roof—at the American Furniture Mart, distribution will be at the American Furni- 
than at any other place. ture Mart’s 1955 Summer Market. 


Choose from the world’s largest selection, the most widely advertised lines of Furniture, 
Television-Radio, Major Appliances, Bedding and Lamps at the American Furniture Mart. 


RESERVE HOTEL ROOMS NOW AMERICAN FURNITURE MART 


WRITE FOR YOUR ADMITTANCE PASS 


666 LAKE oe ee ee | cwricaco peesrwors 
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nothing but porcelain 
nothing but porcelain 


nothing but porcelain 
nothing but porcelain 














nothing but porcelain 


wipes new...always! 

















DETERMINED TO prove that the new G-E vacuum was o crowd-stopper, Distribu 
tor Karl Forsell wheeled this Roll-Around model down the moin street of Wor 
cester, Massachusetts 


Won't stain because it can’t stain! 


(senuine Por eiatr ryalelial ti i} eek perma 









tis Deautiluy it's glass lela 


anole tading jr hale ted by | Curry 
j 1k 1 det 
} . © ait ana detergents PORCELAIN FHAMEL 





meade Re eote) aie) 7 wale), | 





le 
ie a) wy 


Looks beautiful! 


WHEN TEN WOMEN stopped him to ask about the cleaner, its color, 


features, Forsell was convinced he had a “‘hot’’ product He 


style and 


later convinced 
dealers, and 


He Doubled His Sales 


A New England distributor applies some Yankee 
ingenuity to his problem and convinces dealers that 
this new product has a market 


Stays beautiful! 
We’re telling millions & 


in the POS sh ie — 


Porcelain enamel is 
unique in that it is ageless, 
nonfading, immune to normal wear. 


That's why it is called the “Lifetime Finish” —a When distributor K. W. Forsell ceeded to wheel it along the main 





saw the new G-E Roll-Around vacuum _ street of Worcester in the principal 

potent selling point for smart dealers who are interested cleaner last January, he was impressed. trafhe and shopping area. Within a 
in bigger sales, both today and tomorrow. But upon returning to his native Wor matter of minutes he was stopped by 
cester, Mass., he found that his en 1 woman who wanted to know what 

thusiasm wasn’t shared by dealers the cleaner was and what he was doing 

At several sales presentations to After recording the reactions of ten 


FERRO CORPORATION male dealers. Forsell found that men such women, Forsell was ready to go 


were unmoved by the distinctive color back to his dealers armed with per 


CLEVELAND 5, OHIO stvling of his new product Un- sonal experience about the sak 


daunted by this sales resistance, Fo possibilities of the unit 





sell decided to get some feminine r Apparently he convinced the deal 
action—direct from women. ers; GESCO Worcester cleaner sales 
He unpacked a new cleaner, in- are running approximately double that 
See page 39 for more news about Porcelain enamel! serted the hose and wands, and pro- of the same period in 1954 
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Customer Demand for Westclox 


ELECTRICAL 





TODAY starring Dave Garroway 
Hi OME starring Arlene Francis 
TON IG HT starring Steve Allen 


When people are in the market for a clock, they 

don’t usually ask for one by brand name. But 

Westclox dealers tell a different and much more 

profitable story. Says H. T. Millikin, Advertising 

Manager of the Westclox Division of General 

Time Corp.: 

“It's no surprise to a Westclox dealer when a 

customer tells him what Steve Allen said about 

‘that new Westclox PRIM wall clock’—or some 

other Westclox featured in our commercials on 

TONIGHT...” 

T-H-T creates consumer demand and sells specific 

brands in volume for retailers, because T-H-T 

means 

@ the stars themselves sell the brands 

@ identification with big-time network television 
programming 

@ point-of-sale support by NBC's “big star” 
merchandising 

For advertisers of every kind of home appliance, 


T-H-T means unlimited flexibility...can be used 


MERCHANDISING—JUNE, 1955 


as needed. And T-H-T delivers huge Class A 
audiences (15,800,000 different viewers over a 4- 
week period) at rock-bottom Class C rates — with 
extra discounts easily earned. From now to Sep- 
tember 2nd, T-H-T offers advertisers additional 


values with its money-saving Summer Incentive 
Plan. 

TODAY-HOME-TONIGHT... the important new 
way to put the excitement, prestige and sales 
impact of BIG network television programming 
to work selling appliances. 

EXCITING 


THINGS ARE HAPPENING ON 


Television 


a service of eA) 


Appliance and Electrical Product Advertisers: To find out how flexibly 
and economically you can buy 1-4-1, seperately or in combination, no 
matter what the size of your ad budget is, call your NBC Representa- 
tive, or write to T-H-T, NBC, 30 Rockefeller Plaza, N.Y.C 
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The 


Quicfrez 
Story is 


Short and Sweet! 























A short line in 
refrigerators —two &'s, 
two 10's with the most 
wanted features, 
including push-button 
automatic defrosting. A 
short line in freezers 
four chests, two uprights 


in the most wanted sizes. 





A aweet story to tell 
your customers on style 
and features —atyle they 
can see... the 
up-to-the-minute features 
they want! All this 
supported by realistic 





promotion, 











ABOVE: Quicfréz 
refrigerator Model 102B, 
shelves in the door, 
push-button defrosting, 
large frozen food 


compartment. 


LEFT: Quicfréz upright 
freezer Model QUIBA 

. smartly styled and 
compact with features 


galore. 


COME SEE US AT... 


THE SUMMER MARKET 


Space 539B, American Furniture Mart 


Quicfréz, Inc. , 
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Fond du Lac, Wisconsin 








Promotion Briefs 





@ General Electric’s radio and ‘TV 
division and its small appliance de 
partment will participate in a new 
hour-long I'V series this fall. The 
program, “‘Warner Bros, Present 
will premiere over the ABC network 
on September 13 


¢ Arvin Industries, Inc., is offering 
ix full-color window posters to deal 
ers to cash in on summer gift days. 
Sales manager Weldon L. Payne 
pointed out that the May-June-July 
period is the second largest gift season 
of the year 


@ Sylvania Electric Products Inc. is 
offering six separate campaigns m a 
I'V set promotion. Premiums include 
a free mink scarf, specially designed 
“lazy susans”’, and a ‘I'V consolette 
base 


@ Magnavox has introduced an 
“X-Ray” demonstration set as a new 
selling tool. Dealers are offered the 
special lucite cabinet for $35. 


@ Whirlpool is offering two china 
dinnerware sets as premiums with the 
purchase of Whirlpool home laundry 
appliances. The “Whirlpool” design 
has a retail value of $49.95 and the 

Exquisite” 


$29.95 


pattern is valued at 


@ ‘Toastmaster is offering a “Toast 
l'o The Bride” promotion kit, which 
full-color, laminated 
mounted plaque for window or coun 
ter display. Kits are available to re 
tailers through distributors with orders 
of three or more toastmaster toasters, 


includes a 


officials announced 


e Cummings clectric power tools 
ire being promoted in a full-color 16- 
page comic book that tell the his 
tory of tool Je hn Oster, rT. presi 
dent of the John Oster Mfg. Co., said 
the comic book is designed as a give 
way or as a promotion piece to im- 
terest potential customer 


e@ Philco recently issued a new con 
sumer-education booklet, “The 
Weather and Your Health The 24 
page booklet describes the health 
hazards of hot, humid weather and 
how air conditioning can help 


e Lewyt Corp. opened its “museum 
of household cleaning implements 
on Mav 24. Schools and colleges ma‘ 
borrow the antiques for classroom 
study, officials said. In another pro 
motion, winners of the “Wholesale 
men’s Sweepstakes” were announced 
Glenn Haynes of the Frank Edwards 
Co., San Francisco, was the first win 
ner. In all, 84 prizes will be given. 


e Crosley television dealers are be 
ing offered several TV-related furni 
ture items as premiums. Included 
ire a contour chair and ottoman, cof 
fee table, shelf table, and collapsible 
snack tables, according to H. J. Allen, 
gencral sales manager of the division. 


e RCA Victor is offering a “Platter 
Party” featuring 40 numbers by teen 
age favorites, a record player, and a 
32-page booklet on party-giving—all 
for $39.95. ‘The package is aimed at 
voungsters who are now entering the 
summer vacation period 


@ Apex Electrical Mfg. Co. is spon 
soring an “Apex Sweepstakes” con 
sumer contest, running from May 1] 
to June 10, and featuring 24 Apex 
W ash-A-Matic 
prizes 
on. the 


clothes washers as 
lhe promotion was announced 


“Today” TV show 





Easy-Open Package 


are 








AS EASY AS OPENING o pack of chewing gum—thot’s the new Whirlpool 


shipping carton. The new method uses a rip-cord tear strip around the base « f the 


= 


container. With the new system, cartons can be opened in as little as 15 seconds 


when formerly they took up to 15 minutes, officials said 
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If women buy what you sell 
(refrigerators, for instance)- 
remember... half your women customers } 


I] i) Ua 
read the Journal! bars J Leo i 


WHAT MARE’ Bf ANS THINK 
KF RUSSIAN 


Among all magazines edited for women, 
the Journal is: 

No.1 in circulation 

No.1 in newsstand sales 

No.1 in advertising revenue 


Never underestimate the power of a woman... 


nor the power of the magazine women believe in!  |odies’ 
Home 
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85 Percent Sell Reed: Real Cool 
. PRESENTS. ee Over 55 percent of a dealer's time 


should be spent on selling, according 
to EK. J. Hegarty, sales training man 
iger of Westinghouse Electric ap 
pliance division 


TW, IZ, hi / Speaking before 200 members of 
~FHne Cauti~fu the Atlanta Fl 


trical Association 


" ”" HHegart id no more than 15 percent 
EASY- FLO of the and effort should 


retailer's time 


























ALL-AUTOMATIC go to routine administration of buying 
ELECTRIC PERCOLATOR inventory control and financing 
He scored dealers who fail to create 
Completely eviemetic! Grews 4 1 pleasant and optimistic atmosphere , x 
to 6 cups of perfect coflee. Stops in their stores. And he emphasized th 
perking” when coflee is done importance of tying in with national 
then keeps coffee drinking idvertising 
het, Exquicitely styled in Anes! Your manufacturers all advertis 5 : 
quality oluminum, Cool, non-slip he iid All they can sav is ‘this 1 
bakelite handle. Operates on A.C what it i You've got to sa thi FILM STAR D. Reed. 1954 Os 
only. Underwriters’ Laboratories is where you buv it’.’ tar te pero mo He Fe 
approved winner yr wer role m rom ere 
Eternity is seen admiring her new 
» Unarco-Whitehall Mobile Air Condi 
’ tioner. The unit, which is distributed by 
° ° the Whitehall Engineering Co. of Chi 
lh , Outstanding Service Relations cago, does not require a window installa 
‘ Ihe Westinghouse electric appli- "“°" "* SomPOnY sole 
RANGE ACCESSORIES 7 ~ : + 
ince division recently launched an in 
ide tensive traming program to teach 
_ servicemen the elements of good cu dealer and distributor servicemen 
tomer relations Basic clements of the training pro 
Gane L.. K. Baxter, general manager of the gram are a sound slide film, sound 
Solid Copper division, said “Karly in our service ex movie and a discussion booklet. ‘The 
perience we learned that a good ser slide film entitled, “See Yourself,” is 
iceman must be more than a good — in color and depicts a serviceman who 
mechanic, He must also be a diplomat is a good mechanic but could not 
courteous, attentive, and sympath« make his job a success because of 
tic to the customer's problem.” negative attitudes in dealing with 
PUSH-BUTTON The Westinghouse program is being people. The adventures of “Sid Sery 
SINGING presented by Westinghouse regional ice” may help other servicemen be 
TEA KETTLE ” r 
“POPPIT’ CORN POPPER ’ md district managers in all parts of come “customer conscious,” officials 
WITH AGITATOR Superbly styled in the country and will reach over 10,000 © said 
mi n CHROME-PLATED SOLID 
a tig! Bev ‘ JIFFY -SERV COPPER. Heots fost — 
operate agitator so thot Heats foods on top of range cleans easily. Push-button 
-_ lifts spout cop — to fill . 
Siunlavms bettie hendie: bles "Wendertel ter bums, or pect. sings ween | New American-Standard 
<copacity I ais muffins, etc. Marvelous for woter boils. Capacity, 
crisping or freshening. Pol 2% ats 
ished aluminum, bakelite 
handles @E 
tr 5 
utensils j 
in 
4 








1). NCH 
CHicKen fever 





The perfect partners for the modern range! Scientifically de 





signed to prepare foods the waterless way — healthier and 

Ke ‘A better tasting. Perfect cooking results —— mokes meal prepara 

. ge tion easier. Extra heavy weight aluminum; bakelite handles 
oe a with hang-up rings for easy, space-soving storage. CONVERTIBILITY is the key in the new line of American-Standard kitchens 


premiered recently in New York. Cabinet doors, as above, can be removed and 
drawers replace the sliding shelves. Thus a small number of basic units can be 
stocked to provide an infinite variety of cabinetry Tops and handles come in six 
different colors. The cobinets are white 
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NEW ROPER SURVEY SHOWS YOU WHY 
IT’S EASIER TO SELL RCA VICTOR TV! 


Vlore than twice as many people sav RCA Vietor performance 


is better than any other brand. 
90% more people say RCA Vietor makes the best-looking cabinets. 


More RCA Victor owners say they would buy RCA Vietor agai 


than do owners of any other make. 


\Vlore than twice as many people sav they will buy RCA Vietor TY 


. ! 
in the next vear or two than any other make! 





. ft WAIT TILL YOU SEE WHAT'S COMING! 


VISIT THE 





wis MASTER'S VOICE 


Furniture Mart and Merchandise Mart, Chicago 
JUNE 20 TO 25 
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IN 


¥ 


Ne 
“ STATE... the new star 


/“in water heaters... 


/Offers a Revolutionary 3 point Sales Plan 
which gives you less inventory — greater profits. 
—_— a 


No matter what line of electric or gas water heaters you sell, 
weigh it against the profit possibilities of this State 3 point plan: 


Be it crisp $10.00 bill for any heater 
replaced within the warranty period. 


y unique, inventory reducing “10 
Year Pac” which enables you to convert 
standard models to 10-year guarantees 
without duplicate inventories. 


3. A one year free “Service Policy” 


Colored Appliances .. . 


Gre not an important factor yet, but most 
dealers expect sales of tinted units to increase during 
1955, a survey of retailers reveals 


Colored major appliances interest 
less than 10 percent of the public. 
Ilowever, most dealers expect sales of 
colored units to increase this vear 

I'hese were some of the conclusions 
reached in a survey of an 88-man 
dealer panel taken by the Woman's 
Home Companion 

Some 73 percent of the panel said 
less than five percent of their custom 
ers are interested in color. Another 
20 percent said between five and 10 
percent of the store traffic evidences 
interest. 

But 51 percent said they display 
major appliances in color on the floor 
And among those displaying it, 93 
percent said color was causing no seri 
ous inventory problems. 

Over half of the dealers expect color 


ales to increase this year while 44 per 
cent said they would be about the 
same as in 1954. 

Mass Demonstrations. Over half thi 
panel, 53 percent, said they held no 
mass demonstrations during 1954 
Among the 47 percent that did con- 
duct demonstrations, the average num 
ber was two events. 

About 34 percent of those holding 
demonstrations added that the 
results were not satisfactory in rela 
tion to time and cost involved. 

Asked about sales expectations in 
1955, the panel picked out automatx 
washers and clothes dryers as the two 
most promising products. Some 
percent said dryer sales would increase 
over 1954 and 74 percent said washer 
sales would be higher. 


sales 





on the entire heater, 


Add to this a full line of deluxe and 
standard 





Kitchen of Today 


heaters, gas and electric, 
available in both glass and hot dipped 
galvanized lined tanks, and you have 
a water heater line to set the sales 
pace in any market. For full details 
and prices, write, wire or fill out the 
coupon below. 

















Also available in Standard or 


Deluxe 


Corner 


lable Top, Lo-Boy and 
Models with either 
glass lined or hot dipped gal- 
vanized tanks 


Another State Profit Maker... 


GAS AND ELECTRIC BUILT IN 
COOKING UNITS IN COLORS, 
STAINLESS STEEL OR COPPER. 





FRIGIDAIRE HAS FOLLOWED its ‘‘Kitchen of Tomorrow” 


with a new “’Kitchen 
of Today” display. Features include built-in refrigerator-food freezer combination, 


dishwasher, fold-back electric range cooking units and an automatic laundry y 





Steel Kitchen Stands 





Available in Standard or 


Deluxe models, three capaci- 





ties and choice of glass lined 
or hot 
tanks, 


dipped galvanized 


a 
Be sure to ask for prices and specifications on the fastest growing units in 


the appliance field 


STATE STOVE & MANUFACTURING CO. 
509 25th Ave., No., Nashville, Tennessee 


Please rush full information on [) Electric 















Water Heaters [}] Gas Water Heaters 
[} Electric and Gas Built in Cooking Units. 
Gall ot wine de NAME eutiti 
ADDRESS WHIRLING TORNADO WINDS completely leveled four homes recently in Youngs- 


town, O. A fifth home was also demolished—except for the steel Youngstown 
Kitchen and range, viewed here by owners J. R. Smith and his wife. Youngstown 
has offered free kitchens to the owners of all five houses lost in the disaster. 


CITY & STATE ——EEE 


\ 
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But so does a dissatisfied customer! Then what? Best thing is to be certain in 


advance that all your customers will be satisfied customers, A sure way to do 












that is to standardize on Packard Electric motors for your appliances. 


Packard fractional horsepower electric motors have been satisfying users for 
over 38 years... and satisfying manufacturers, too, They're good motors 

. they perform their jobs long and well. They deliver the kind of depend 
able, ““we-never-think-about-the-motor™” performance that builds increasingly 


greater Customer acceptance for the produc ts they power, 


Packard Electric Division, 
General Motors, 
Warren, Ohio 
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TUNG-SOL Magic Mirror” 


ALUMINIZED 
PICTURE TUBE 


RIGHTER~ SHARPER 
MORE DETAIL 
MORE CONTRAST 





The ‘Magic-Mirror’’ 
Tube creates the brightest, most realistic TV 
picture you can bring into the homes of your 
customers, The Apel tube effec- 


Aluminized Picture 


tively utilizes a// the 
phosphor screen 


Tung-Sol has developed a unique ‘‘fog 
ging’ method of backing up the phosphor 
screen with a mirror-like aluminum reflector 
This reflector prevents light radiating use 
lessly back into the tube i beings our all the 
detail of which the receiver circuit is capable 
So smooth and true is the Tung-Sol alumi- 
num reflector that mottling, streaks, swirls, 
“blue-edge’’, “‘yellow-center” and other ob 
jectionable irregularities are eliminated 


Tung-Sol pin-point-focused electron 
un assures a steady, brilliant picture—free 
rom alternate fading and overlighting 

Tung-Sol's exacting standards of quality con- 
trol, manufacture and testing further guar- 
antee the high uniformity and maximum 
formance of the “Magic-Mirror’’ TV 
icture Tube. 


For further details, including eo po 
sales aids and advertising support, call your 
Tung-Sol supplier coday 


TUNG-SOL ELECTRIC INC. 
Newerk 4, N. J. 
Seles Offices: Acianca, Chicago, Columbus, 


Culver City (Los Angeles), Dallas, Denver, 
Detroit, Montreal (Canada), Newark, Seattle 


ight generated by the 





Hy TV Tubes 
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ORDINARY TUBE——Only sal//f the 
light produced by the phosphor 
screen is utilized in the piccure 
Other half radiates wastefully back 
into tube 





RESULT — A light background with 
in the cube which reduces picture 
contrast 


ae, 


MAGIC-MIRROR ALUMINIZED TUBE 
Aluminized reflector allows elec 
tron beam through Blocks wasted 
light from backing up into cube 
Reflects a// the light into picture 


TALLALALLALLAAALS 





RESULT— Pronounced increase in 
contrast to make a bright, clear, 
more realistic picture 











PEOPLE 





Bonnell Clark, 71 


Bonnell W. Clark, 71, retired vice 
president in charge of sales of West 
inghouse Electric Corp., died recently 
in Stamford, Conn. He was a former 
president of the National Electrical 
Manufacturers Association and the 
National Association of Electrical Dis 
tributor He served with Westing 
house for 24 vears 


Farquharson Dies 





E. L. FARQUHARSON, veteran sales 
executive in the washing machine indus 
try, passed away April 21. Farquharson 
started in the appliance field with General 
Electric and then joined Landers, Frary 
and Clark, where he was sales manager 
of the washing machine division for many 
years. After leaving Landers, Frary and 
Clark, he served with the Universal Major 
Elec. Appliances Inc., in Lima, O., as 
sales manager of washers. Most recently 
he was with Whirlpool in the New Eng 
land area 


John Randall, 93 


John l 
the electric lamp business, died April 
22 at Jamestown, N. Y. Randall was 
with General Electric for 28 years and 
organized what is today the Lamp 
Development Laboratory of G-E’s 
Lamp Division, Nela Park, Cleveland 


Randall, 93, a pioneer in 


Runyan Retires 
Frank K. Runyan has 


president and general manager of the 
Western Merchandise Mart in San 
Francisco. He will be succeeded by 
Cameron Ball, present business man 
ager of the Mart. Runyan will con 
tinue as a part-time management con 
sultant and associate manager, 


retired as 


Preston To NAED 


Thomas F. Preston is the new pub 
lic relations manager of the National 
Association of Electrical Distributors 
He will have charge of advertising and 
publicity as well as public relations, 
according to Arthur W. Hooper, ex 
ecutive director, Preston formerly was 
an associate editor of Electrical 
Wholesaling, a McGraw-Hill pub 


lication 
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Enter Distributing 


I'wo former sales executives have 
become distributors. C. W. McLaugh- 
lin, formerly with Fasco, has estab 
lished a manufacturer's representatives 
business in New York state And 
Roscoe Walker, formerly with Deep 
Freeze, has taken charge of a di 
tribution outlet in Georgia 

McLaughlin, who was also former 
sales manager for Proctor, will cover 
the entire state of New York, exclu 
sive of the metropolitan area. Walker, 
former manager of field sales for Deep 
Freeze, will head the specialty prod 
ucts division of Thoben Elrod Co 


H. Alger Award 


Donald S. Smith, president of Per 
fection Industries, Inc., recently rr 
ceived a 1955 Horatio Alger Award 
The awards are given annually to per 
sons who have risen to “outstanding 
positions through hard work, perset 
verance and _ consistency.’ Smith 
started with Perfection Stove as a 
clerk in the cost accounting depart 
ment at $35 per month on graduation 
from high school. By 1951 he had 
risen to the positions of pri sident and 
chairman of the board 


Newcomb Retires 


‘Tl’. J. Newcomb, former manager of 
the television-radio division of West 
inghouse Electric Corp., retired from 
the company effective June 1. He 
joined Westinghouse in 1929 as super 
visor of domestic refrigeration. In 
1939, he became manager of domestic 
refrigeration and laundry equipment, 
and in 1942 he was appointed appli 
ance division sales manager. He was 
named manager of the ‘T'V-radio divi 
sion in 1952. A member of the Na 
tional Electrical Manufacturers Asso 
ciation, he also has been active in the 


National Adequate Wiring Bureau 


Award For LOOK 





FRED MAYTAG Il, president of the May 
tag Co., presents Fleur Cowles of LOOK 
magazine with the company’s first annual 
award for the best story of the year on 
the appliance industry. The prize-winning 
article concerned spring cleaning and 
offered 34 aids to the homemaker tc 
speed and ease the annua! chore 
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Under Our Present Policy of Strictly Enforced Fair Trade... 


More G-E Small Appliances 


are being sold th 


What does this mean to you? General Electric is one 
small appliance line that is assuring you vo/ume sales... at 
a full margin of profit! 


We are building fine appliances. We are pricing them excep- 
tionally low. We are strictly enforcing those prices under the 
Fair Trade Laws. This policy has enabled you to sell more G-E 
Small Appliances than ever before. You’ve made a fair profit 
on every sale. Your customer hasn’t had a kick! 


The success of this policy for you is one reason why we are 
determined to continue our full-scale campaign against all 
price cutters. 


Here’s what we have done to protect 
your margin of profit... 


16,291 Fair Trade Agreements have been signed with retail- 
ers—/arge and small, 


an ever before! 


27 573 shoppings have been conducted in 44 states—wher- 
’ . , 
ever we had reason to believe that a retailer—/arge 
or small—was not observing Fair Trade prices. 


5 858 retailers—/arge and smal/—have received one or 
’ . . . . 
more registered letters concerning alleged violations. 


1,057 legal actions have been taken in 24 states. 


Here’s what we're going to do... We will continue 
to shop retailers in every state that has Fair Trade Laws. We 
will investigate every complaint of illegal price cutting by re- 
tailers on General Electric Small Appliances. We will seek 
voluntary agreement to end Fair Trade violations wherever 
they occur. 


And we state that we will take legal action in every case 
where it is necessary to enforce compliance with the laws. 


Fair Trade means Fair Profit... 


Here’s what you can do for your own future... 





Every retailer who believes that the Fair Trade Laws can 
assist him in building a sound business can be a real help in 
the campaign by following three simple rules: 


1. Sign the voluntary Fair Trade Agreement which he re- 
ceives from us. 


» A Observe our Fair Traded prices. 


3. Whenever he has positive evidence that a retailer is selling 
any G-E Small Appliance at less than the Fair Trade price, 
he should report it immediately to: 


Fair Trade Section 

Small Appliance Division 

General Electric Company 
Bridgeport 2, Connecticut 


Progress /s Our Most Important Product 


GENERAL@Q ELECTRIC 


Small Appliance Division 





Manufacturers of—1 OaSters - Grills - Irons - Mixers - Coffee Makers - Clocks - Fans 
Vacuum Cleaners - Automatic Blankets - Heating Pads - Automatic Skillets 
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Dearborn Cool Safety 
Cabinet gas area heaters 

No. 1, year after year 

in dollar volume of gas space 
heater sales——No. | 

in units sold for use with 
L-P gas. And year 

after year, your No. |! 


profit-maker 


you can depend on 


DEARBORN STOVE 
1700 W. Commerce & 6 
Dellas, Texas 


COMPANY 








Increase your profits—protect 
your tools with LOW COST 
KARYALL COMPARTMENTS 





SLINGABOUTS 


Appliance finishes unmarred 
during moving! No messy un- 
packing in the kitehen! No 
damage to premises! These are 
some of the things customers 
appreciate — and publicize 

when you deliver with Webb 
Slingabouts, Easy to slip on and 
off, Use these thickly padded, 
flannel-lined canvas jackets for 
years of continuous protected 





KEEP YOUR TRUCK BED CLEAR 


These sturdy side compartments keep 
your tools and parts organized for instant 
use and keep your truck bed clear to haul 
more appliances and equipment. 


Karyall compartments are made in 78°— 
88"—96"—108" lengths to fit full length 
of truck bed on any one-half, three quarter 
or one ton pickup truck. Easy to install 
and they pay for themselves in no time, 
Model H-78 for 44 ton unit shipped prime 
painted and crated f.0.b. Cleveland, Ohio 
(including Federal Excise Tax) $124.30 
prepaid. Other models priced proportion 
ately. 


deliveries. 


Ask about Wrapabouts for Radio, 
TV, HiFi and Air Conditioners. 


Handy End Gate Step available ot small 


WEBB MANUFACTURING CO 








extra cost 
2918 N. 4th St., Philadelphia 33, Pa 0470 + 
ln 8s, Call ATlantic 1-0470 ~~ ~~ 
Send Slingabout prices for: or write for prices today 
APPLIANCE _ oe | Nome | 
| Company 
ae ! Address | 
NAME | | City State | 
ADDRESS ‘35 KARYALL BODY, INC. { 
city STATE | | 8221 Clinton Road Cleveland 9, Ohio | 
| Department M | 
ee a aaa ea aan eens + an an anbenananen asap ener er aware awa ! 
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NEW POSITIONS 








WALTER JEFFREY 


Kelvinator Div., American Motors 
Walter Jeffrey has been elected vice 
president in charge of sales for the 
division, and Homer L. Travis ap 


pointed general sales manager In 





HOMER L 








TRAVIS L. E. WALTERS 


the corporation’s Leonard division 
L.. EK. Walters has been named sales 
manager. A recent regional appoint- 
ment is that of J. M. Tenney as west 
ermn 


1 
saics manager 





JAMES W. VEEDER 


Lewyt Corporation—James W. Veeder 
has been appointed national director 


of advertising and sales promotion 
for the corporation. Veeder joins 
the corporation with a background 
of 15 years experience in both the 


manufacturing and advertising agency 
fields 





JOHN J. ANDERSON 


Westinghouse Electric Corp.—John 
J. Anderson has been named manager 
of portable appliances Anderson 
formerly manager of laundry equip 
ment for Westinghouse succeeds 
Robert M 


from the company 


Oliver, who has resigned 


Amana Refrigeration, Inc. Bs A. 
Rishel, Jr. has joined Amana and will 
conduct special field projects for the 
company. Rishel was formerly gen 
eral sales manager for Deepfreeze. 


Fedders-Quigan Corp.—Harry H. Row 
ling has been named district manager 
for the corporation in the Florida 
area 


JUNE, 





WILLIAM J. DONOVAN 





JOHN A. PLANO 

Norge Recent executive appoint 
ments are those of William J. Dono 
van, as manager of freezer food plan 
sales, and John A. Plano as electric 
range sales manager. Robert FE. Clark 
has been named assistant director of 
advertising. 





EVERETT W. OLSON 


Webster-Chicago Corp.—Everett W. 
Olson has been appointed director of 
public relations and advertising. Ol 
son had previously served as director 
of communications for the 
tion, 


Corpota 
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BIG PROFITS 


a small package " 










Ferrite-rod antenna 
conveniently set im 


handle 


ONLY 


+39” 





The brand new 
UNBREAKABLE 





y) 
PORTABLE 


JOIN UP NOW! See the Capehart 
© UNBREAKABLE STEEL CABINGT . won't shatter, crack, @ ALNICO SPECIAL PERMANENT MAGNET SPEAKER distributor for your territory or write 
se . won't scratch, scalf of stein for well-balanced Capehart Symphonic Tone. Fort Wayne for dealer franchise details 
@ LIGHTWEIGHT . . . easy to pack. © COMBINED ON-OFF, VOLUME CONTROL and 1 T & T Finance Plan 
@ NEW “LONG-LIFE” TYPE BATTERIES on top of cabinet nema yee 
oun iia St @ SMART NEW COLOR COMBINATIONS. STs VHS G-PROMW tient 
SELL CAPEHART! 





CAPEHART-FARNSWORTH COMPANY, Fort Wayne 1, Indiana 
A Division of International Telephone and Telegraph Corporation 
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just set it and forget it! 


080) 
Elochically Rovercible 


FRIGID 


© THERMOSTATIC 
CONTROL 


« 6 QUIET SPEEDS 


3 Speeds Intake 
3 Speeds Exhaust 


20’’ — ADJUSTABLE 


FRIGID WINDOW FAN 


Equipped with specially designed thermostatic 
control to provide aviometic controlied comfort 






Designed by craftsmen, FRIGID 
quality proven performance 
low cost 


fons are top 
dependable 


AIR CONDITIONERS 


Ya - V4 ~ Nand 1% Ton Models. 


Designed 
for year 
round 
comfort 





Sold through leading jobbers. 


| FRIGID INCORPORATED +128 32nd ST.,BROOKLYN 32, N. Y. 


ee me me eee ee ene 

J I’ve just discovered 
oe Jour ae 
{ 


MECHANICAL PERFECTION 





~ 


how to sell 
electrical appliances 


ee ame 
ee eee 


me my 


4 ¢ 
Jo? 


, 


ate ew 






| 
| 
| 
| 
| 
| 





wih UNE)” RD 
STEREO SELLING PICTURES 


Hundreds of firms name View- Master 
stereo pictures as their most effective sales 
tool for salesmen or point-of-purchase. 
Compact, easy to carry and show a com- 
plete line of products. Mounted in a sell- 
ing sequence of 7 full color stereo scenes 
on a reel, Each picture costs less than an 
ordinary snapshot! Equip 
salesmen with low-cost View- 
Master — watch sales go up! 








Write for This FREE Bookiet 


® Sawyers, inc 
ome ee ee ae 








—— ee ’ SAWYER'S, INC. —EM ‘ 
LOCKLEY MACHINE COMPANY BP. ©. Bex 490, Portiand 7, Ore. * 
ater poo gt aeey 4 Please send free copy of ‘Stereo As A Soles Too! ; 

Please send litereture on the § Nome 
easy to-sell Wastemester ' Position t 
Name g firm Nome 1 
Address } Addrew : 
City State \ City Zone Stote a 

“ee eeceae ean ae ae acan 
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JOHN B. BRAWLEY 
General Electric—John B. Brawley, 
has been appointed sales manager for 
heating pads in the company’s auto- 
matic blanket and fan department 
Brawley is a former headquarters rep 


resentative for the company. 





HAROLD T. MILLIKIN 


Westclox Div—General Time Corp. 

Harold ‘T’. M. Millikin has been ap 
pointed advertising manager for West 
clox. Millikin had previously served 
as a member of the sales department 





RICHARD F. GANG 


Viking Air Conditioning—Richard | 
Gang, former assistant sales manager, 
has been named general sales manager 
of the Viking Division of the Na 
tional-U. $. Radiator Corporation 


Admiral Corp.—Edward P. Steele has 
been appointed manager of market 
research for the corporation, succeed 
ing Robert L. Anderson, who has re 
signed 


Chelsea Fan & Blower Co.—A, FE. Ott 
has been named merchandising man 
ager for the company. Ott was for- 
merly associated with the Hoover Co 


Hoover Co.—Elbern R. Daisley has 
been named as branch manager for 
the company with headquarters in 


Kast Orange, N 


JUNE, 
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& 1g 


E. M. DOUTHAT, JR. 


Locke Stove Co.—E:. Ml. Douthat, Jr., 
been elected president in 
charge of sales. Also announced were 
the appointments of J. M. Green as 
manager, eastern and 
James E.. Baker as sales manager, west- 
division 


has vice 


sak Ss caiivisior 


crm 


Sparton Radio-Television— Recent re 
gional appointees include Lloyd De 
Young as southern regional sales man 
ier, and John L. Clarke and Howard 
\. Whipple to like positions in the 
west-central and 
respectively 


east-central regions, 





EARL L. HADLEY 


Necchi—Earl L. Hadley has been ap 
pointed advertising director for th 
corporation. Hadley most 1m 
cently with the radio-tek 
vision W estinghous« 


Was 
associated 
division of 


Capitol Kitchen—Dougles R. Hicks 
and Michael S. Daibock have been 
appointed district sales managers 
Hicks will cover Virginia and the 


Carolina’s, and Daibock’s territory in 
cludes western New York state, north 
erm Ohio and lower Michigan 
Hoffman Electronics Corp. Recent 
regional appomtments include that 
of Clarence C. Dixon as southeast 
district sales manager, and Frank Fern 
as sales manager in the Los Angeles, 
California district 


CBS-Columbia—Harold J]. Schulman 


has been named assistant to the presi 


dent. Prior to joining the CBS staff 
Schulman had held the post of di 
rector of service for Allen B. Du 
Mont, Labs, Inc 

Magic Chef, Inc.—James A. Crim 
mins has been named manager of 


the company’s northern sales division 
Crimmin’s headqusa ters are in th 
Merchandise Mart, Chicag: 


MERCHANDISING 











Results of “Dee” Spring’s periodic inventory check 
are reviewed by Charles Templeman. This pro 
cedure assures that an adequate inventory of fast- 
selling appliances are always on hand. 


Fast service on repairs holds old customers and 
makes new ones. Here’s a glimpse of the busy 
service department and repairman R. V. Smith. 


5 


\ 


TOASIMASTER 


On a routine call Graybar Salesman D. M. “Dee” 
Spring, Jr., works out a “stopper” gift display. 


= electrical gift 


















The Wilson Company maintains an attractive, 
well lighted store. 


OUR BUSINESS IS BUILT ON SERVICE 
—and adequate stocks...via Graybar 


“Our business is built on repeat orders. Even 
though we’re surrounded by some dealers sell- 
ing appliances at discounts, we do a volume 
business in electrical housewares. 

“We provide top-notch service to our cus- 
tomers — with particular emphasis on repair 
service. We find that in making prompt re- 
pairs when promised we can more than offset 
the lure of cut prices. 

“In addition, by dealing with Graybar we 
can maintain adequate stocks of the popular 
appliances our customers know and want. Our 


Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 


Executive Offices 
Graybar Building, 420 Lexington, Ave., New York 17, N. Y. 


ELECTRICAL 
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Says: Charles F. Templeman, Manager 
Wilson Appliance Company 
Atlanta, Georgia 


orders are often delivered in a matter of hours. 
And Graybar service includes the personal 
attention of Graybar people — particularly in 
following up on deliveries. They keep us posted 
on new products and promotions. Graybar 
service is the best in town. 

“We've also made good use of Graybar Gift 
Booklets as direct mail pieces. Frankly, you’d 
be surprised to know how many of our cus- 
tomers come in with these booklets in their 


hands when they order housewares. 














Charles Templeman reports that 
his company has been buying via 
Graybar since they've been in busi 
ness —a matter of 15 years. He 
likes the promptness, efficiency and 
caliber of Graybar personnel, His 
present Graybar salesman, “Dee” 
Spring, has been serving the Wil 
son Company over four years, 








IN OVER 120 
PRINCIPAL CITIES 
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IT’S OUR ANNIVERSARY 


BUT YOUR PARTY, TOO! 


The Andrea 36th anniversary 
line is a real profit builder in 
many ways 
e WITH CUSTOM-QUALITY 
MERCHANDISE 
REALISTICALLY PRICED 

e WITH EXCLUSIVE 
TERRITORIES, WHICH 
ELIMINATE PRICE CUTTING 

e WITH TROUBLE-FREE 
PERFORMANCE, REDUCING 
COSTLY SERVICE CALLS 

Yes, Andrea gives you everything you need to increase your 

sales 


Wood Cabinets of Genuine Mahogany Veneers 18) 


Aluminized Tube ~ 41 mc System — Removable Front Glass 


Cascode Tuner Full Service Power Transformer 


SEE FOR YOURSELF 


2 KR C5} PLAZA WN 


WRITE FOR DETAILS 


ISLAND CITY 1, N. Y 












NS mes 
agen es: Eg i 4 That MOVES 
rs the BO0D§ 


UNTIL YOU GET THE 


ta 





DINNERWARE 


by the STETSON CHINA CO 


TESTED - PROVEN - PROFITABLE 


The positive tie-in thot 


the biggest promoter of apphance 


sales in America today! 

: 5 Y Prometionally Priced for 

ies GIVE-AWAY or SELF LIQUIDATION 
a Custom mode to your specifications or original Eachusive 


designs trom our huge stocks 


FREE MAT ADS and Promotional Aids! 


ATLANTIC CITY 

JULY 11-15 

ar LET US PLAN A PROMOTIONAL 
PROGRAM FOR YOU! 


Write Today tor Catalog 
Sheets and Complete Deteils 


tetson China C0., uncou, u 


Ameria s lergedt ond Most Modern Dinnerwere Moatochae 











GERALD WEINER 


United Metal Cabinet Corp.—Gerald 
Weiner has assumed the duties of ad 
vertising and public relations director 
for the corporation. 





LOYD DOPKINS 


Granco Products, Inc.—Loyd Dopkins 
has been named to the position of 
vice president in charge of sales. Dop 
kins is a former vice president of 
Majestic Radio and ‘Television Cor 
poration and has also been associated 
with Zenith and Atwater Kent 


EKureka-Williams—Dorian B. Hull has 
been named to the new post of man 
wer of distributor sales for the 
pany'’s Eureka division 


com 





MIRYAM SIMPSON 


Mark Simpson Mfg. Co. Miryam 
Simpson has been named president at 
a meeting of the company’s board of 
directors 


Signal Electric— William H. Caley has 
been named general manager of the 
Signal Electnc Division of King 
Seeley Corporation. 


Schaefer, Inc.—Richard B. Stranahan 
has been appointed central divisional 
manager of the Pak-A-Way Freezer di- 
vision of Schaefer 


Hoffman Electronics Corp.-W. J. 
Merrill has been named to the post of 
south-central district manager. Merrill 
will make his headquarters in Dallas, 
l'exas. 


Emerson Radio & Phonograph Corp. 
George Cohen has been appointed 
director of service sales. Cohen has 
most recently served the corporation 
is manager of the 
partment. 


service sale .) de- 





One Grand Award 


LE HK 


NEW ENGLAND 


ywarded first prize 


listributor 
in the 

was awarded to Jack Leven, as sales 

the largest percentage of increased v 


above Blockstone district manager 
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Tarbell-Watters C« 
Blackstone Bx 


lume 





Sprin field 


Ma ha 


nus Bonanza program. A $]) 


been 


000 bond 


manager for the distributor which achieved 


md new dealer se0tf Power right 


makes the oward t Leven. al 
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now... 

. KitchenAid 
puts you 
further ahead! 


The Hobart people have 
actually improved the 
FINEST Automatic Dish- 
washer made—Kitchen Aid! 
It’s all new, from Decorator- 
Styled door handle designed 
to actually fit the hand, to the 
self-cleaning circular sump 
and stainless steel dual-strainer system which 
positively prevents spray-back of food particles 
. and many service-free features including 
newly designed vertical 
pump and Hobart motor. 
Just press the switch with 
its new neon signal light 
and the most advanced 
features ever incorporated 
in a home dishwasher 
will go to work for you 
automatically. 








Look at the improvements that mean faster, 
more profitable, no-trade-in sales...far fewer, 
simpler service calls... better and easier dish- 


washing...greater satisfaction for your 
' customers. 
With the new 


, KitchenAid it isn't 
necessary to pre- 


AAS KA 
through the tough- [Se 


est dried-on foods and sanitizes with water far 


rinse. Exclusive 
Hobart 
washing action cuts 


pow er 


hotter than hands can stand. The new cushion- 
coated racks are designed to hold dishes of 
every size and shape...without clattering, 
chipping or breaking of tableware. 


’ The NEW five-com- 


} 


(rt 


’ ti) Se 
Pel 6! <a eee 


Pew. we OF 
wee 
werasy " 


partment lift-out silver 
ware basket will ac- 
commodate even the 
large soup ladles and 
spatulas. 








The Finest Made...by { 
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The Easy-Glide, sep- 
arately sliding racks 
hold everything from 
the finest china and 
crystalware to large 
pots and pans. The 
upper rack is adjust- 
able for tall glasses— 
greatest capacity 





The NEW KitchenAid is streamlined, precision 
engineered to 24” or 48” dimensions to make it 
the easiest to install...easiest to service without 
disconnecting...the most economical, best per- 
forming dishwasher made...either in gravity- 
drain or automatic 
tionary or portable, 


pump-drain models... sta 


World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines 


1955 





























Andthe NEW Decorator 
Styling... beautiful exte- 
rior finishes in glowing 
Antique Copper, gleam- 
ing Stainless Steel or 
conventional White can 
be had on the KD-11 or 
KD-11-P under-counter 
models, Sparkling All 


White or you can arrange for customer's choice of 





color with kitchen cabinet specialists, And just as 
important are the many selling advantages 
KitchenAid offers dealers and protected-franchise 
distributors... backed by the oldest and most 
respected name in the field... HOBART! 

DEALERS: Write Dept. KEM, KitchenAid Home Dishwasher Divi- 


sion of The Hobart Manufacturing Co., Troy, Chie, in Canada 
175 George %1., Toronto 2. 


TRADE © MAK 











UU Meee THE NATION'S 
-iaceascepmemil scmer meme GREATEST 


- - 


254 a LINES OF MERCHANDISE BUYING CENTER 


For Home Furnishings and Department Stores 





—) @ ¢ 948 Gift, Glass and China Lines 
¢ 225 Lamps-Shades-Fixture Lines 
¢ 591 Housewares, Wheel Goods, Toy Lines 


¢ 162 Linens, Beddings, and Domestics 
¢ 275 Lines of Furniture and Bedding 
¢ 57 Leading Appliance Lines 


¢ 176 Lines of Curtains, Draperies and Fabrics =» 136 Floor Covering Lines 


——} @ The Merchandise Mart World’s Largest Commercial Building 


Now 85% air conditioned 
A “must” in a Chicago buying trip 
Free buses from loop hotels wee 
37 high-speed elevators 


11 restaurants capable of serving more than 30,000 people daily 


The largest show 

in America — easy to shop — 
Lines are segregated by | 

Shop where it is easy and comfortable 


THe 
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Georgia Poner Company 1s checking Signals 
o Cc Cc 
with Electric Sales and Service Company, Atlanta 


egal 
Left to right: Howard |. Wilson, 
Merchandise Manager of the Georgia 





... WHY DON'T YOU GET THE 



















Power Company, checks Signals with 
Albert Arnau, Vice President of Elec 
tric Sales and Service Company, At- 
lanta, franchised distributor of SIG 
NAL Fans, The Georgia Power Com 
pany SIGNAL Fan campaign runs 
from May through the entire summer 


Season, 


A 










SIGNAL—the newest, most complete fan line—the only fans with a per- 
formance record so perfect that no service depots have been required in 


64 years. 


THE iNDUSTRY’S GREATEST 


5 YEAR 


AL GUARANTEE 


essen \! GET THE 


Write, Wire, or Phone Your Signal 
Fan Distributor—or Call Signal Today! 





——__ 


sal 


SIGNAL ELECTRIC DIVISION «+ KING-SEELEY CORPORATION, MENOMINEE, MICHIGAN 
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BRASS or| 


CO 





Gleaming Brass 


Mirror-Bright Chrome 


@ New offeet legs hold heaviest TV set without 
wobble or spread @ Arma expand to fit any set 
@ Oxidized decorator black not a paint, won't 
chip or peel @ Heaviest plate chrome or brass 
@ Swivel guaranteed 5 years @ All models 
striking gift 









shipped K.D. in new 
carton @ Complete line from $2.99 up 







DEALER, DISTRIBUTOR 
INQUIRIES INVITED 


ORDER COMFORT'S TABLES FEATURING: 


” Ball-Bearing Swivel 


TRL. == 1735 West Diversey, Chicago 14, Il, 
SEE US AT BOOTH 929-931, 


WOULD YOU RISK 


YOUR T-V SET 


ON A WOBBLY 
TABLE? 


RETAIL" 





Model 33- 
All Black 


all 








NATIONAL HOUSEWARES SHOW, ATLANTIC CITY 


AUND-R-VENT 


Most dependable, most efficient, 
least costly. All aluminum. Fric 
tion-free damper retards down 
draft, Easy to install. Standard 
3” and 4” kits contain LAUND 
R-VENT, three 24” lengths Snap 
Lock aluminum pipe, two adjust 
able aluminum ells. Special kits 
available 



















NEW FIBERGLAS 
FLEXIBLE DUCTING! 
Finest available. Fireproof, tough, 


corrosion resistant. Silver-chrome 
finish. Bends to 1" radius 


Furnished in 
5 ft. and 8 ft 
lengths in 
kits 11 ft 
lengths ir 
bulk 


Ask Your Jobber 
or Write 


COLE-SEWELL 
ENGINEERING CO. 


22886 UNIV. AVE ST. PAUL 14, MINN 
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Wew WEATS Shorty 


STATION WAGON 
& PANEL PICK-UP 
appliance 
dolly 















Only 47” tall, this new | 
Yeats dolly is designed J 
for TV and appliance ¢ 
men who make deliver- 
les by station wagon or 
panel delivery. No need 
to detach appliance for 
loading the YEATS 
“Shorty” will slide into 
your vehicle with ease. 
Has same aluminum al- 
loy frame, 30 second 
strap ratchet and cater 
pillar step glide as the 
standard size YEATS 
dolly! See your 
dealer today! 


veats  Suerlasl” covers & pavs 


Washer Cover 





N = 
Ss 


Furniture Pad 


SEND postcard for full information 
on our complete line TODAY! 


appliance 


dolly sales co. 
Milwavkee 5, Wis. 





2127 WN. 12th S$, 





lronrite Awards Ford 






CONGRATULATIONS were the order of the day as R. M. Gottlieb, second from 


left, sales 


lronrite’s Sweepstakes sales contest is 


ad manager; J 


rite regional manager, look on 


DISTRIBUTOR NEWS 


Motorola, Inc. 





Motorola distributor sales managers 
met recently in a three city conference 
designed to help solve their everyday 
problems. The meetings, held in Col 
orado Springs, Edgewater Park, and 
White Sulphur Springs, and hosted by 
1 team of experts from Motorola dis 
cussed such varied topics as, compen 
sation plans for salesmen; sales con 
trols; hiring of high potential distrib 
utor sales personnel, and subjects of 
like importance to the attending sales 
managers 


Dixie Appliance Co. 


Several Philco dealers in the Vir 
ginia and North Carolina territory of 
the Dix Appliance Co., Roanoke, 
Va., were awarded merit plaques re- 
cently in recognition of above stand 
ard, service practices on television and 
appliances in their respective areas. 
he plaques, awarded by Dixie, are an 
annual award, and according to the dis 
tributor the competition among local 
dealers has resulted in much improved 
ervice on all franchised products in 
the two state area 


Whirlpool Corporation 


Representatives of 20 key distrib 
utors were in attendance at the first 
Whirlpool Home Service Directors’ 
National Conference, held recently in 
St. Joseph, Mich Ihe meeting, 
iddressed by Jack Sparks, sales man 
John 


iles, evolved plans for a 


director of 
correlated 


wer, and Crouse, 


program between appliance _ service 


md home service departments, and 


the preparation of a uniform service 


manual whi h will he Ip to coordinate 


consumer relations for both field 

vi men and home service direct 
O1 \ tour of St. Joseph plant, and 
1 workshop discussion led by Martha 


Nlead director of 
Whirlpool | 


the program 


CBS-Columbia 


CBS-Columbia has 
tion wide radio sales contest for dis 
tributor salesmen Vitled the “First 
Lady” radio program, the 
contest offers a wide variety of house 


home service for 


ere additional features of 


launched a na 


mcentive 


JUNE, 1955 





vice president for lronrite, Inc., 


Right Co., Salt Lake City, Utah, a F« 


—~ELECTRICAL 


awards Douglas Wood of Wood's Iron 


wd Thunderbird. The car, first prize in 
awarded as Lee Clancy, far left, lronrite 
A. Anderson, Anderson Distributing Co 


und James Kress, Iron 


hold and personal prizes to the sales 
men. 

Announcement of the 
made initially through a series of mail 
ings to the salesman’s home, 
dressed to his wife. 


contest was 


ind ad- 
Subsequent mail- 
directed to the salesmen and 
distributor principals gave full details 
of the contest, and a listing of the 
prizes to be awarded. 

I'he formation of CBS-Columbia 
of Western New York, a factory dis- 
tributing branch operation has also 
been announced. Headquarters, show- 
room and warchouse facilities will be 
in Buffalo, N. Y. Richard J. Levi, has 
been named as general manager of the 
branch, according to the announce 
ment, 


go 
Ings, 


Penn Appliance Distributors 


Additional warehousing space is 
now under construction for Penn Ap 
pliance Distributors, of Harrisburg 
Pa. The addition is being made to 
the present building, which was com 
pleted only one year ago, and, accord- 
ing to KE. A. Groene, president of the 
firm, will enable handling cf an addi- 
tional ten carloads of appliances at a 
time. Occupancy of the building is 
slated for July 


Edward K. Tryon Co. 


Philadelphia distributors, Edward 
K. ‘Tryon Company, have been 
awarded one of the Sunbeam Corpora 
tion’s ““President-30 Year Anniversary” 
achievement plaques for outstanding 
sales performance during the year 
1954. ‘The recognition was achieved 
in competition with Sunbeam distribu 
tors throughout the United States 


Personnel Appointments 
h'rank 


manager), Ed 


Chauncey’s Inc., Chicago, Ill. 
Burright, (dealer sal 
vard Brotman 
cialtv sales 

CBS-Columbia, New York, N. ¥ 


Howard Gre gencral manage 


Graybar Electric Co., Inc.—B. R. Lind 
branch Madison, Wis« 
V. P. Flynn, (branch manager, Lake 
Charles, La 


istant manager, spe 


manager 


Gross Distributing Corp., | 
N J Edward Erbe iles 
Northeastern Distributors, Inc.—Cam 
bridge, Mass. Manuel Pure issistant 


to the president 


Orange, 


Manage! 
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NEW JERSEY 
BIRKENMEIER & CO 
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WATSON'S INC 
NEW YORK 
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oe Burbank 
cena nonore CALIFORNIA KITCHENS, INC 
Fresn DO & ® DISTRIBUTORS 
Oakland, CALIFORNIA DIST. CO 
Sacramento 

STEINER LUMBER CO 
San Diego R. E. HARRIS, INC 


COLORADO 


THE DEMAND IS HERE! CUSTOMERS ARE WAITING! 


GRAYBAR ELECTRIC CO 
CONNECTICUT 
Bridgeport 
Fairfield 

WEST-CONN DISTRIBUTING CO 
West Simsbury FYLER, INC 
DIST. OF COLUMBIA 
Washington 

DOUGLAS DISTRIBUTING CO 
FLORIDA 
Jacksonville 
St. Petersburg 
PICKARD-ELY ASSOCIATED 
GEORGIA 
Atlanta 
Atlanta 


8. M. TOWER CO 


The Revolutionary New 
REFRIGERATOR 
and FREEZER 





Miami 


W. D. ALEXANDER CO 
BRADFORD SALES CO 


IDAHO 
Boise ... APTON-LEMP ELEC, CO 
ILLINOIS 
New contemporary home construction on 
is at an all time high .. . new kitchens in 


Decatur CRUM DISTRIBUTING CO 
Peoria, GRAYBAR ELECTRIC CO 
Springfield 
GRAYBAR ELECTRIC CO 
INDIANA 
Evansville 
HARRELL BUILDING SUP., INC 
Fort Wayne 
IMO DISTRIBUTORS, INC 
Hiammond 
GRAYBAR ELECTRIC CO 
Indianapolis 
GRAYBAR ELECTRIC CO 
South Bend 
SOUTH BEND ELECTRIC CO 


older homes in strong demand—never 
before such high interest and sales 
prospects for built-in food storage 
equipment. Now’s the time to get in on 
the profit side—sell Revco the leader! 


With custom designs for modern living, 
Revco meets every demand for the finest 
in refrigerator-freezer built-in units. 


Terve Haute 
Proven, precision engineered, crafts- — ELECTRIC SUP. CO., INC 
man built by refrigeration specialist 


Davenport 
GRAYBAR ELECTRIC CO 
Des Moines, MITCHENEERS, INC 
KANSAS 
Wichita, . SHEBERT & WILLIS, INC 
KENTUCKY 
Lexington 
VAN DEREN HARDWARE CO 
LOUISIANA 
Vonros 
MONROE BRICK BLOR'S SUP 
New Orleans 
C. 1. PATTERSON CO., INC 
Shreveport 
BUILDING SERVICE CO 


Get all the facts; call your nearest Revco 
Distributor, now! 


An idea book showing Revco Bilt. in installations from coast to coast 


The New Revco 


MAINE 

Portland 
- : " "a 7 ¥ = APPLIANCE WHOLESALERS 
FREEZER MASSACHUSETTS 


Cambridae 
THE BOYD CORPORATION 
Holyoke 
C.W.M. & M. DIST. CORP 
Springheld BURDEN-BRYANT CO 
MICHIGAN 
Grand Rapids 
DYGERT DISTRIBUTING CO 
Detroit 4, M. OBERC, INC 
MINNESOTA 
Minneapolis 
CENTURY-ELCON, INC 
St. Paul 
CAMPBELL-STENSON CO 
MISSOURI 
Kansas City 
RELIANCE APPLIANCE DIST 
wis. CREST CORPORATION 


That Makes Room for itself! 
WOMEN LOVE IT— SELLS ON SIGHT 





It is both a Freezer and a drop leaf 
Dinette Table with chairs to match! It 
fits right into the kitchen by taking the 
place and space of a kitchen table. Just 
THINK OF THE NEW OPPORTUNITIES 
for plus business now open to you 

with space problem solved, many to 
whom you've already talked now become 
ripe and ready new prospects for your 
Revco Dinette Freezer. Get in on this one 
fast be first to offer it in your area! 


St. Le 
MONTANA 

Hutte 

TREASURE STATE GAS & ELEC. CO 
NEBRASKA 


(ma 


ha 
NEBRASKA CUSTOM KITCHENS 
America's Most Complete Line of Food Freezers 
REVCO ADVERTISED IN THE NATION'S LEADING MAGAZINES 


_— Rev t 
eh suru « " y 


| New Revco Dinette Freezer and 
4 


4, by pre setting the 
CHEST uPRmiGet OImerrTe 


Rev ut 
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KITCHEN DISTRIBUTORS, INC 
Huffalo WEINHEIMER SUPPLY CO 
Corfu ORTNER DISTRIBUTING CO 
Kew Gardens G. Ff. SALES CO 
A irdens 
GOLDMAN.FEDER, INC 
REDEKER BROTHERS 


ew ts 


Rochester 
yrac use 


MORRIS DISTRIBUTING CO 
NORTH CAROLINA 


Charlotte 
CAROLINA HEATING & APPL. CO 
Faw Bluff 

ELLIS MEARES AND SON 


Winston Sales 


“ 
CARSWELL DISTRIBUTING CO 


NORTH DAKOTA 
Fargo FARGO PAINT & GLASS CO 


OHIO 
tkron 
SACKS ELECTRICAL SUP. CO 


nton 
FURBAY ELECTRIC SUPPLY CO 
Cincinnatt 

OBERRECHT DISTRIBUTING CO 
Columbus LURTHI & WELCH 
Cleveland 


MIDLAND ELECTRIC CO 


Dayton 


M. J, GIBBONS SUPPLY CO 


edo 
TOLEDO APPLIANCES, INC 
OKLAHOMA 


Oklahoma City 
OKLAHOMA ELECT'L SUP. CO 
Tulsa TEMPROTEX CORP 


OREGON 
Portland 

CRIDER DISTRIBUTING CO 
Portland LOU JOHNSON CO 


PENNSYLVANIA 
Philadelphia 
$. S. PRETZ, Jr., INC 
KEPS ELECTRIC CO 
BIEHL'S INC 


Pittsburgh 
Pottsville 


SOUTH DAKOTA 
Rapid City 
KNECHT'S LUMBERMAN SUPPLY 
Siouw Falls 
GEHRING CABINET & SUPPLY 


TENNESSEE 

Chattanooga, Knoxrwille 

TRI-STATE SUPPLY CO 

Kingsport 
GREENE 

Memphis 
TOM HOLLOWAY DIST. CO 


TEXAS 
Amarillo, Lubbock 
NUNN ELECTRIC SUP. CORP 
Corpus Christi 
CORPUS CHRISTI HOWE. CO 
Dallas 
MELETIO ELECTRICAL SUP. CO 
Houston DICKEY DIST. CO 
san Antonio 
ELECTRICAL DISTRIBUTING CO 
Wichita Falls 
WHITE'S AUTO STORES, 
UTAH 
alt Lake City 
ACME DISTRIBUTING CO 
VIRGINIA 
Richmond 
ROYAL DISTRIBUTING CO 
Kichmond WYATT-CORNICK INC 
WASHINGTON 
reattle 
MODERN HEATING SUP. CO 


HOWE. & SUPPLY 


INC 


pokane 
TEL-ELECTRIC DISTRIBUTORS INC 
WEST VIRGINIA 


( harleston 
VIRGINIAN ELECTRIC INC 
WISCONSIN 
Green Bay 
GRAYBAR ELECTRIC CO 
Vadison GRAYGAR ELECTRIC CO 


sukee 
GRAYBAR ELECTRIC CO 


REVCO, INC. 


DEERFIELD, 


mMicHhn. 
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ELECTRIC ICE CREAM 
FREEZER 


A new and sensational electric 
no salt 
Works in the freezing com- 
partment of almost any elec- 
tric refrigerator. Makes 2'A 
quarts of good old fashioned 
ice cream. 


freezer. No ice. . 





arn 


DOLLY 
MADISON » 
Electric freezer with 
exclusive “Twist-Lok” 
feature. Simple, ef- 
ficient operation. 2, 
4 and 6 quart 
capacities. 


| QGLST 


| SELLERE 


IN HOME ICE CREAM FREEZERS 









home ice cream freezer market! 


Quick turnover products 
with proven sales 
appeal and backed by 
nearly a century of manufacturing 
“know how”. Not just a seasonal 
item. Porter home freezers 
will move off your shelves 
the year around. 








a ee « YES itn Ciyporilin 


OTTAWA «© ILLINOIS 
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GRAND ShopCADDY 





WORLD S MOST VERSATILE HAND 
WITH HYDRAULIC 


TRUCK 


VARILIFT 


500 tb. Copecity--36" to 54° Lifts © Saves Time— 
Seves Manpower—Seves Costs © 4 low priced models 
—-Designed for loading ond unloading at trailer tailgate 
height — Alo stacking @ Send for Complete Catalog and 
details on 10 day free Trial Demonstration Pien 


4 SPEED 








ALLIED MIG. A SALES CO 
RAr 





3101 W. Grand Ave * Chicago 2, Winois 
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YOU CHANGE YOUR ADDRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be de- 
livered promptly. 

Also make certain you have 
advised your local Post Master 
of your new address so other 
important mail doesn’t go 
astray. 

Both the Post Office and we 
will thank you for your thought- 
fulness. Mail the information 
below to: Subscription Dept.. 
ELECTRICAL MERCHANDIS- 
ING, 330 W. 42nd St., New York 
36, N. Y. 


NEW 
POEED vcccccedpescvececesecceeveenes 
SEED bc cccubscoceenedecesenes 
Tl ccvcceeesban Zone.... State. 
ee Wee csccccess 
OLD 
MRD cc cccccvccceccccesececctocesee 
GNED cccvvccvescnceetoccesoeseues 
GPs coveccsecce Zone.... State...... 


ELECTRICAL MERCHANDISING 


330 W. 42nd St. MN. Y. 34, M. Y. 
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Distributors Appointed 





Admiral Corp.—Kane Co., Young 
| town, Ohio; Electric Appliance Dis 
tributors, Inc., Altoona, Pa.; Cofhn 
and Wimple, Inc., Bangor, Me.; 
Associated Radio Distributors, San 
lrancisco, Cal.; 
Bendix Aviation Corp—Ilynes and 
Waller, Washington, D. C.; Huron 
Klectric Supply Co., Inc., Buffalo, 
N. ¥ 
| Capehart-Farnsworth Co, — Buckey« 
Electronic Distributors, Inc., Colum 


bus, Ohio 


CBS-Columbia— Midland Electric Co., 
Cleveland, Ohio; Sacks Electrical 
Supply Co., Akron, Ohio; Long's 
Distributors, Inc., Binghamton, N. Y.; 
Hills Gas and Appliance Co., Rapid 
City, S. D.; Electric Sales Ap 
pliances Inc., Miami, Ila.; Grossman 


Distributors, Inc., Rochester, N. ¥ 


Du Mont Labs, Inc.—Ilarold N. Lieb 
erman Co., N. Minneapolis, Minn, 
O'Day Equipment Company, Fargo, 


N.D. 


and 


Kedders — Quigan 
Distributors, Inc., 


Corp. — Appliance 
Indianapolis, Ind. 


Union Hardware 
Los Angeles, Cal. 


General Electric Co. 
& Metal Co., 


Gibson Refrigerator Co.—Davis Dis 
tributing Corp., Norfolk, Va.; Brown 
Supply Co., Peoria, Il. 


Republic Steel Kitchens—Electric Con 


tructors, Inc., Birmingham,  Ala.; 
lower-Binford Electrical and Mfg. 
Co., Richmond, Va.; Boyd Corpora 
tion, Portland, Me.; Ferrell Wight 
Co., Albany, Ga.; Electric Products, 


Inc., Pittsburgh, Pa 


Revco-Inc — Knechts’ Lumberman’s 
Supply, Rapid City, S. D.; Carolina 
Heating and Appliance Co., Inc., 
Charlotte, N. C.; Gladco Distributing 
Co., Buffalo, N. Y.; West-Conn Dis 
tributing Co., Fairfield, Conn.; Mid 
land Electric Co., Cleveland, Ohio. 


Sentinal Radio Corp.—Main-line Dis 


tributors, Inc., Chicago, IL; Ralph 
Lav Co., St. Louis, Mo 

Servel, Inc.—E.dwards-Harris Co., 
\tlanta, Ga.; Joseph Strauss Co., Inc., 


Buffalo, N. Y.; Western Appliance 


Corp., Denver, Col 


Stromberg-Carlson Co.—Archie Jones, 
Miami, Fla.; Mechanical Engineering 


Corp., Norfolk, Va 


Sylvania Electric Products, Inc.—M« 
Kesson & Robbins, Inc., Springfield, 
Mass.; It. Smith, Ark.; Ogden, Utah; 
Memphis, ‘Tenn.; Miami and Orlando, 
Mla.; Highland Park, Mich.; Pitts 
burgh, Pa.; Portland, Ore.; Spokane, 
Wash.; Billings, Mont.; Sacramento 
ind San Francisco, Cal., Almo Radio 
Co., Inc., Philadelphia, Pa.; Interstate 
Distributors, Kansas City, Mo 


Tappan Stove Co.—Lighting Fixture 


Supply Co., San Antonio, ‘Tex.; For 
rest Lumber Co., Lubbock, Tex.: 
Baker-Touchstone Kitchen Center, 


lort Worth, Tex 


U. S. Air Conditioning Corp.—Shaw- 
Gunter Refrigeration and Air Condi 


tioning Co., ‘Tifton, Ga 
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THIS FELLOW IS TRAINED IN Your sUsiness. His 
main duty is to travel the country — and world 
— penetrating the plants, laboratories and man- 
agement councils . . . reporting back to you 
every significant innovation in technology, eell- 
ing tactics, management strategy. He functions 
as your all-seeing, all-hearing, all-reporting 
busi ications system. 





THE MAN WE MEAN 15 A Composite of the edi- 
torial staff of this magazine. For, obviously, no 
one individual could ever accomplish such a 
vast business news job. It's the result of many 
qualified men of diversified and specialized 
talents. 


AND, THERE'S ANOTHER SIDE TO THIS “COMPOSITS 
man,” another complete news service which 
complements the editorial section of this maga- 
sine — the advertising pages. It's been said that 
in a business publication the editorial pages 
tell “how they do it” — “they” being all the 
industry's front line of innovators and improv- 
ers—and the advertising pages tell “with what.” 
Each issue unfolds an industrial exposition be 
fore you — giving « ready panorama of up-te- 
date tools, materials, equipment. 


sucnw 4 “MAN” 18 ON YouR PAYROLL. Be sure te 


“listen” regularly and carefully to the practical 
business information he gathers. 


MCGRAW-HILL PUBLICATIONS 
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There an RCA Estate Range 
to satisfy every customer” 


ES ae NCH ates 


...and a new low price 
for RCA Estate quality | 


Here’s an unbeatable “‘triple-threat’”’ that’s 










































bound to roll up a big score in range selling! 











Now you can offer three family-size models— 
2 gas and 1 electric—at the lowest prices ever 
for RCA Estate quality! Now RCA Estate’s 
complete line of 30-inch, 36-inch and 40-inch 








ranges means wider customer appeal... bigger 
volume and profits for you! 


GAS MODEL G-120 


Model G-120— * 

with Electric $ 95 Model G-118— 5 95 Model E-180— $ 95° 
Clock (illustrated Gas Price Leader Electric Price 

above)... only only Leader...only | 


“ee ee eee 


va 
*Suggested list prices shown. Prices slightly higher in areas remote from the factory. All gas models for City or LP (bottled) gas. 


Get the facts on these great New 36-inch Range Values 
from your RCA Estate Distributor Now! 


RADIO CORPORATION of AMERICA by 
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Where's The Right Part 


s~ 


Without organization finding parts can be as 
difficult as finding a needle in a haystack, 


Phil 


N comes a customer to the parts de 
partment, and says, “I want a new 
thingamajig for the dofunny on our 
whimwhom.” Under pressure he dis 
gorges a broken scrap of metal. 

I'he salesman at the parts counter 
must have a memory like an elephant 
if ‘he can recognize the part, the ap 
pliance it is from and the brand. Um- 
ers Appliance Center, in Bakersfield, 
California, think they have the situa- 
tion licked, according to Phil S$. Umer. 
Like other stores, they were hampered 
by two common situations: 

|. Difficulty in finding, naming and 
pricing parts. 

2. Difficulty in re-ordering parts in 
time to keep stock balanced 

Urner’s have five sections of bins 
in aroom 30x30 ft. with a long counter 
in front, located at the rear of the 
ales floor. The parts department also 
sells washing detergents and freezer 
supplies. Bins are wooden, with adjust 
able shelves, and small parts are stored 
in bottles. 


Hunt Begins with Picture 


Ihe steps used in finding, selling 
and tallying the sales of a single part 
begins with questioning the customer: 
as to what make and type of part he 
wants. Take a broken iron handle as 
an example, 

With the brand name, the parts 
man steps to the file of parts catalogs. 
By locating a picture of the required 
part, it is revealed for example, that 
it is General Electric XA12X12. All 
manufacturers their num 
ystems, and there 
known to man to set them 
workable system. The 
only way is for the dealer to set up his 
own system of parts numbers 


Phi Wad 


have 
bering and naming 


own 


is no way 


ll up in any 


ccomplished at Urner’ 


S. Urner of Bakersfield, Callif., 


finds 


by the same method used in number- 
ing houses, by location. Umner's five 
sections are numbered | to 5. Each 
bin in each section is lettered A to K, 
and from the top down. 


Urners Use Own Numbers 


Translating the manufacturer's part 
number to an Urner number is done 
with the aid of a Reveldex file, a re- 
volving arrangement which holds 
4,500 cards. By looking over the file, 
it is revealed that GEXA14X12 is 
Urner stock number 3G423, which 
means it is part No, 23 on the fourth 
shelf of the G bin of section No. 3. 

On writing up the sale the Urner 
man uses only the Urner part number 
At the end of the day all sales are 
listed on a tally sheet, which is or- 
ganized by sections and bin numbers 

Four Kardex files keep a perpetual 
inventory. There are colored tabs 
which are used to indicate parts to 
be ordered, those that have been or 
dered, also back-ordered. Each card 
shows the amount to order, the date, 
when each part was sold and the in 
ventory at the end of the year. 


40 Percent Margin Charged 


Where work is done in the shop, 
the mechanic puts down only the 
stock number and the price. Descrip 
tions or names only confuse. 

From 2 to 50 units of any one part 
are bought at a time, depending on 
frequency of demand. The store uses 
a 40 percent mark-up on prices, even 
on those where it is not given by the 
manufacturer. Urner feels that a 15 
percent margin granted by some mak 


ers is out of line with the cost of do 
ing busine Where the firm resell: 
to other dealers, it grants them a 20 
percent discount end 
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WHEN YOU READ YOU COULD MAKE WAFFLES IN YOUR TOASTER, MADAM, 
THAT MEANT FROZEN ONES 
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SELF-LIFTING PIANO TRUCK CO. 


426 North Mein Street Findley, Ohie 








This 
MERCHANDISING 
SUPPLEMENT 


Section 


is an adjunct to other advertising 
in this issue with these additional 
announcements of products and 
services of special interest in the 
sale and servicing of appliances, 
Radios, Televisions and in other 
merchandising opportunities. 


ELECTRICAL 
MERCHANDISING 














SS 


Model 712 


Revolves 
i times «@ 
. minute 
al ™ Carries up 
~ to 200 ths 
Roto:sho Lights turn 
with table 
ELECTRIC A.C. only 
TURNTABLES 


The action display way 
to boost your sales! 


The Kasson Roto-Sho 
trouble-free operation 


assurcs profitable 
Used nationally by 
merchants for unusual action displays. Pert 
mits novel lighting effects as well as opera 
tion of electrical devices \ 
14” and 18” diameters 
struction, Guaranteed! 
Write today for free, illustrated folder show- 
ing build-up fixture and prices 

KASSON DIE & MOTOR CORP. 

Formerly General Die & Stamping Co 

Dept. E-65, 32-14 Northern Bivd 

Long Island City 1, N.Y 
Integrity Since 1919 


Tables in 9 ; 
Sturdy steel con 











Roll ‘em with ROLL-OR-KARI 
DUAL TRUCKS 


The safe, easy and 
quick way to han. 
dle appliances. 

Patented Step-On 
Litt — Retractable 
wheels. Cap. 1,000 
lbs. Ship. wt. 45 lbs. 





—_— 
_ 
.~ — 











REGULAR MODEL equipped with fixed wheels 
DE LUXE MODEL with swivel wheels at one end. 


Write Dept. 8 


ROLL-OR-KARI CO, 





ZUMBROTA, MINNESOTA 





“OPPORTUNITIES 








WANTED 


stores, mail order houses 





NEW ELECTRICAL PRODUCT 
TO MANUFACTURE AND MARKET 


By well established, medium size, independent manufacturer of electro mechanical devices 
Has national distribution through finest hardware, electrical distributors, department 
Interested in new product to make and market 
Gasis outright sale or royalty 





80-5580 ELECTRICAL MERCHANDISING 330 W. 42 St., New York 36, N. Y. 
REPLIES (Rov No.) iddre o office neareat you 
NEW YORK 130 W. 42nd At 16) 
CHICAGO “oN Michigan Ave it) 


SAN FRANCISCO: 68 Poat Bt 4) 


SELLING OPPORTUNITY OFFERED 


Aggressive Representative wanted by na- 
tionally known manufacturer of a complete 
line of Fluorescent and slimline fixtures, 
including new type Ple bottom 
Deliveries prompt, and competitively 
priced, territories England, 
New York, Pennsylvania, Illinois, Michigan 
Texas, Florida, Louisiana, et« KW-5288, 
Electrical Merchandising. 


xi-gvlase 
units 


open in New 


SELLING OPPORTUNITIES WANTED 


8 yrs. West Bend Aluminum Co. Represen- 
tative in Rocky Mtn. region Thoroughly 
familiar electrical appli chain & 
dept Keen understanding of prem- 
ium & promotional phases, Seeking two or 
three good national lines for concentrated 
honest and effective representation this 
J. D. MacLaurin Sales Co 
Aurora, Colo 


jobbers, 
stores 


area 
1409 Jamaica Bt 


Manufacturers’ representative covering 
Michigan, long established, desires reputable 
wire, cable, conduit, wiring device or ballaat 
line RA-6% Electrical Merchandising 


FREE LITERATURE 


Personne! Managers—Need experienced en- 
gineers and technicians’ We offer a booklet 
especially prepared to help you solve this 
problem Write for your free’ copy of 

Reservoir of Engineers and Technical 
Men.’ Searchlight Dept. Electrical Merch 
andising, 430 W. 42 St., New York 46, N y 








know fhp motors? 


SALESMANAGER 
OPPORTUNITY 


Manulacturer of fractional horsepower 
motors needs a sales manager thor 
oughly tamiliar with shaded pole motor 
applications and customers. Must be 
willing to travel considerably ior a 
year or two until sales can be turned 
over to district representatives. At 
tractive salary with commission on 
volume increases, Must be availiable 
by July 1, 1955. If interested, write, 
sending photograph with personal and 
educational data and business experi 
Our organization knows of this 
advertisement. 


ence. 


BW -4564, Electrical 
ON. Michigan Ave 
Chicago 11, Ill 
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EDITORIAL 











Money Talks 


ry ov have been hearing a lot in the past year or two 
\ ibout the enormous productive capacity of Amer 
ica’s consumer durable goods industries—in hous 

ing, in automobiles and in our own appliance-adio-T\ 
industry. In fact, the word most often used to describe 
the swelling output of our factories is “over-production, 
and economic prophets of gloom mouth the word with 


tart relish. Yet the only true measure of “over-produc 
Who 
is to say we have over-production if the public wants and 
There has been dismal talk 


are building houses at a faster 


tion’ is the corollary yardstick of consumption 
buys the goods we make? 
about the fact that we 
rate than families are being formed. ‘The fact of the 
matter is that the home-building industry has discovered 
that millions of older homes are obsolete and they ar 
educating the public to trade in their home for a new 
one. We are producing cars today at a 7-million a year 
clip, but because they have exciting new features, design 
and color, they are all being sold. ‘The same is true in 
our busine there are no indications of huge inven 
tories of our products piling up in warehouses 

\ctually, the fundamental basis for the burgeoning 
prosperity of the consumer durable goods business lies 
in the post-war revolution in the distribution of incomes 
in the United States. ‘The evidence is contained in the 
latest Department of Commerce estimates, covering the 
years 1950-1953. The figures make startling reading and 
contain some profound implications for this industry 

Che old gag about “the rich get richer and the poor 
get poorer” has been sharply reversed. ‘The fact is that 
acute poverty is on the wane. Back in 1935 there were 
16 million families with incomes of $2,000 or under; 
today there are no more than 8 million families in that 
bracket (despite the addition of 12 million mor 
families) and these families are increasing their purchas 
ing power by 44 percent a year. If this continues, they 
will double their present standard of living in 16 years 


and serious poverty will have been virtually eliminated 


I* the meantime, there has been a relative decline in 

the large income group, chiefly through the influence 
of taxation and inflation, During the period from 1941 
to 1955, while the lowest income group of families 


increased their purchasing power by 57 percent (com 
pared to 24 percent for the nation as a whole), the 
income of the top group increased less than 13 percent 


Lhe real phenomenon of the revolution in income 





distribution has been the explosive expansion of the 


market for 
and that is what concerns us. A 


middle-income group—the great mass 
consumer durables 
combination of improved opportunities for low-income 
families, plus inflation and the tax squeeze on high 
income farnilies, has forced millions of families into this 
bracket. ‘To quote from 
McGraw-Hill’s own Department of Economics 


great new middle-income 

More than 70 percent of the nation’s families now 
earn more than $3,000 and the average family income 
before taxes is now around $5,000. (The 1953 average 
was $5,372, and the median—with as many income 
was $4,410). In 1935 there wer 
probably not more than 5 million families with incomes 


above it as below it 


which would correspond, at today’s prices, to $5,000 and 
up. Even in 1941 such families appear to have numbered 
under 10 million. ‘Voday there are over 2] million—of 
which 19.5 million are in the $5,000 to $15,000 middle 
income class. ‘The number of families in this group 
increased by nearly 7 million between 1950 and 1953, 
and the amount of income in this group rose by $52 
... It seems likely 
that even those industries directly affected have not 
yet fully realized the magnitude of these changes and 


what they imply for future sales 


billion, i.e., by over $17 billion a year 


W vi, the appliance-radio-l'V industry ought to be 

aware of them. In 1941, just before the war, we 
sold a total of $1,480,329,000 worth of goods—or $57.74 
worth per wired home. In the year 1953, we sold 
$7,196,275,000 worth of goods—or $169.68 worth per 
During that period from 1941 to 1953, 


personal disposable income (income after taxes) in 


wired home 


creased three fold. Our own business increased nearly 
five-fold. The dynamics of income re-distribution 
the creation of this enormous, new and relatively pros 
perous middle class of consumer—laid the foundation 
for the expansion of this industry 

It’s the consumers who pipe the tune. And the 
evidence seems to be that if they have money in their 
pockets they want the things we sell. It’s about time 
we stopped prattling about “over-production” and began 
thinking about whether we could produce sufficient 
quantities of our goods to accommodate the voracious 
demands of a public who have yet to be satisfied with 
their standard of living 


Qur®uca Ate, + 


Editor 
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1955—ELECTRICAL MERCHANDISING 





WRINGER WASHERS MAKE A COMEBACK 
FOR CLEVELAND’S LARGEST APPLIANCE DEALER! 


MILTON GILBERT of Atlas Radio & Television Co.'s six stores says: 





“We sell more wringer washers than automatics — 


| ey reason: higher profits” 
ane 


’ p « FE SELL MORE WRINGER WASHERS than automatics because we push them found from experience that there are three classes of people who prefer and 
harder,” says Mr. Gilbert. ““And we push them harder because they’re buy wringer washers: renters, factory workers and low income groups 
more profitable. “Most renters seem to buy wringer washers because they hate to invest 


their own money in plumbing installations. Factory workers believe 
wringer washers get clothes cleaner. Low income groups, of course, can 
better afford wringer washers.” 


“Don’t get me wrong,” continues Gilbert. “We advertise and sell a terrific 
volume of automatics. But we don’t have the same price competition on 


wringer washers. So we make more money on them. se , ) Vo? 
Will there always be a good wringer washer narket? “Yes,” replies 


“As far as we’re concerned, the wringer washer slump is leveling off. For Mr. Gilbert, “and we'll probably continue to sell more wringer washers 
one thing, automatics are no longer a novelty. But more important, we've than automatics.” 


Atlas pushes wringer washers in newspaper ads — uses 
LOVELL wringers to help clinch sale when prospects come in 


WW 
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FEATURE VALUES 
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OW PRICE in this wringer ad pulled people from “T PAYS to have a good display of wringer washers WE SELL people up to more expensive wringer 

all over Cleveland. “While low price is the best come- says Mr. Gilbert. This display of Lovell-equipped washers by pointing out their superior features, like 
on,” reports Mr. Gilbert, “any reason you give washers gives customers a wide choice, holds their safety,” explains Mr. Gilbert, On Lovell Instinctive 
people for buying now is better than none.” Atlas interest, gives them the feeling that Atlas knows the wringers, safety is automatic. A light instinctive pull 
sticks mainly to newspaper advertising. Sometimes washer business. “And how are you going to sell on the clothes releases roll pressure instantly on 
it features wringer washers separately, more often customers up to better models if you don't display Lovell’s new “62” Instinctive wringer, or stops the 
Atlas combines them with automatics or other them?” asks Gilbert. The good looks of these wringers rolls on Lovell's 77" Instinctive. On standard Lovell 
appliances. Either way, Atlas’ wringer washer ads may be one reason why Atlas sells more Lovell- models, a feather touch on the release bar is all it 
outpull ads on automatics equipped models than any other make. takes to release the rolls 


DON'T FORGET to 

try to sell your cus 

tomersan automat 

dryer just before 

you write up the 

sale caution 

Gilbert l've old 

lots of wringer 

vasher-automatic 

dryer combina 

be tions.” One good 

is to remind your customers they can get their 
wash done quickest with a Lovell-equipped wringer 
washer and a dryer with a Lovell Drying System 


Lovell Mfg. Company, Erie, Pa 


SOMETIMES our salesmen run a clothespin and a “A BETTER WRINGER, double tub, thermo-tub 


strand of yarn through a wringer at the same time to automatic timer—any extra feature helps clinch a Also makers of gas and electri 


help sell a better washer,” Gilbert reports. On a Lovell wringer washer sale,’ continues Mr. Gilbert. Lovell's drying systems 
wringer, the rolls firmly grip the yarn as well as the automatic indexing, for instance, may help you clinch 
clothespin. It's proof of Lovell’s balanced pressure sales. It eliminates groping for a lock lever on Lovell RESSURE 


and thorough cleansing action that squeezes out dirt Instinctive wringers. A quick push or pull is all it Cc LEA N Ss ' N G mn 


normally remaining in the clothes. Lovell wringers takes to automatically swing the Lovell wringer to 


also have an adjustable pressure for different fabrics. the next operating position WRINGER 


Lovell Manutacturing Co. 
Erie, Pa. 
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ELLA, 


right opportu onvenien ind utility features, it fulfills ideally the modern-day need for 


In appearance In performance in consume}; ippeal and int 


nity for the retailer, here is a product that can be described only in superlatives safe-storave of perishables, fresh and frozen, in the American home 
Its public acceptance has been an amazing example of how a truly great Everywhere the Foodarama is shown, men and women stand before it, 
product can bridge social and economic levels. For Foodarama knows no admiring, wishing, and resolving that here, definitely, 1s something they must 
class distinctions, The first dozen purchasers represented almost a cross-section have. And, again and again, the wish is father to the deed — with substantial 
of American life: they included a doctor, a drill press operator, a chauffeur, } rewards for the Kelvinator dealer and his salesmen. 
lawyer, a railroad engineer, a grocery store owner, a banker, a farmer oodarama, on ivain, makes it possible for the dealer to measur 
And the reason for Foodarama’s unusual appeal t plain: with its five cubs terms of cash value, the reason why his Kelvinator tranchise is the most attrac 


foot morst-cold reft rator, and its great 


FREEZER REFRIGERATOR 


Irue Home hkreezer. S 5) juice Rack, | 1) lemperature Control Dial ») Slide-Out bruit Basket. Stor 
I | ‘ f | 


‘ er 
0 breezer Shelves. | 6) twin-Moisture-Seal Crispers 
Separate Lemperature Control | Humidiplate. Kee ot T 


Dial tho 


or 
61 Cul i _ 7) Wreakfast Bar. 5S 
» Ice ulm rays. | 2 breezer Wrap Dispenser Slide-out Handitray I P 


3 Roll-Out Shelves. K Pe 
€) lt orefrivgerated Banana Bin ‘ Butter and Cheese Chests. 


4%) baxtra Deep Door Shelves 


~ , 
Maeclwareatov "0" 


EXTERIOR COLORS AND WHITE 
THE INDUSTRY! 


DIVISION OF AMERICAN MOTORS tf MEANS MORE FOR AMERICANS 





